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NOTICE! 


During  the  week  of  March  27th  to  April  1st,  1933, 
most  of  the  radio  audience  in  the  Nation's  most 
prosperous  trade  area  will  be  at  Convention  Hall  in 
Kansas  City,  Missouri,  visiting 

THE  FIRST  ANNUAL 
MID-WESTERN  EXPOSITION 


RADIO  ADVERTISED  MERCHANDISE 

Thus  bringing  to  users  of  broadcast  advertising  a 
most  unusual  opportunity  for  effective  personal  con- 
tact advertising  and  for  intensifying  their  program 
circulation  in  the  West. 

Daily  performances  by  outstanding  National  and 
local  radio  artists  will  insure  tremendous  attendance. 

Exceptional  merchandising  possibilities  are  offered 
to  the  advertisers  who  will  transport  their  own  regu- 
lar programs  to  the  stage  studio  of  the  exposition. 

Ail  local  stations,  retail  merchants,  railroads  and  bus 
transportation  companies  are  cooperating  to  make 
this  the  biggest  week  in  1933  for  Kansas  City. 

The  expense  of  maintaining  an  exhibit  at  the  expo- 
sition is  moderate.  Space  rates  $60  to  $400. 

Complete  information  upon  request. 

Mid-Western  Merchandising  Exposition 

Tom  Burkett,  Managing  Director 

Convention  Hall 
Kansas  City  ....  Missouri 
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What  slafion  are 
you  listenmql^ 


13,092  telephone  calls  asking  this 
question,  prove  again  WNAC  is  Boston's  most 
popular  radio  station.  The  second  survey  made  by 
Walter  Mann  &  Staff  reveals  the  shift  in  audience 
due  to  Winter  program  changes  .  .  ,  The  results 
are  even  more  startling  than  the  finding  of  the 
Walter  Mann  &  Staff  Summer  survey.  Actual  figures 
show  that  WNAC  is  not  only  the  most  popular 
Boston  station  but  it  has  the  greatest  percentage  of  gain  in  audience  during 
peak  hours. 

Computing  the  listening  ratios  in  terms  of  relative  numbers  of  listeners  to 
any  two  stations  (the  only  comparison  that  is  significant  to  the  advertiser  in 
his  choice  of  stations) — the  following  figures  emerge: 

WNAC  commands,  in  Boston — 

33  8%  ^^^^  listeners  than  the  competins 
red  network  station  (WEEI). 

105  4^  more  listeners  than  the  competins 
blue  network  station  (WBZ). 


Complete  details  of  this  survey,  made  from  Sunday,  November  13th,  thru  Saturday, 
November  19th  inclusive,  showing  Boston  station  popularity  percentages  broken 
down  into  hourly  periods  from  9  A.M.  to  10  P.M.,  will  be  mailed  to  you  upon  request. 


THE  YANKEE  NETWORK,  Inc. 

Business  Office  —  One  Winter  Place,  Boston 

Exclusive  National  Sales  Representatives:  SCOTT  HOWE  BOWEN,  Inc. 
New  York-Chicago-Detroit-Kansas  City-San  Francisco-Omaha 


WXANKEE  NETWORKm 


11  m-FROM  WHICH  NEW  ENGLAND  HEARS  ITS  RADIO 
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Mail  Report  from  November  15th  to  December  15th,  1932 

WSM — Nashville,  Tennessee 


December  21,  1932. 

On  this  date  personally  appeared  ^ 

before  me  J.  Leslie  Fox,  Conmerc'iaij*''--  

Manager  of  Radio  Station  WSM,  who,'''%  0  A  V  ^  ° »o^'"'^^ 
b^ime.  duly  sworn,  states  that  the  "'"•»««<"' 
shown  herein  are  correct. 


Hotary  Public 
My  Coimnissioa  Expires  Jul;  22, 1934 


Washington,  D.  C. 
Canada  1342 
Cuba  6 
Mexico  8 
Ireland  " 2 

Haiti  .1 
Alaska  '4 
South  America  3 
Honduras  1 


157 

Panama  1^ 

San  Domingo  2 

Nicarauga  1 

Hawaii  5 

Canal  Zone  1 

Bahamas  1 

Gaatamala  1 


Total 
65,199 


yS¥e  sell  the  South  • 


THE  rates  o£  WSM  are  based 
on  selling  the  South,  not  the 
nation — the  lowest  o£  any  50,000 
watt  station. 

The  additional  coverage  you  ob- 
tain from  WSM  is  free. 

See  for  yourself.  Above  is  the 
mail  return  for  the  first  thirty 
days  after  our  new  50,000  watt 
station  went  on  the  air! 

Outside  our  regular  marketing 
area,  this  ADDED  coverage  has 


Weekly  mail  reports  and  mer- 
chandising information  available 
to  all  executives  upon  request. 


Oumed  and  Operated  by  THE  NATIONAL  LIFE  &  ACCIDENT 
Page  4 


been  contributed  VOLUNTARILY 
by  thousands  of  people  who  have 
been  attracted  to  WSM  since  the 
new  878  foot  tower  pointed  itself 
skyward. 

Our  job  is  to  sell  the  South.  That 
is  what  you  pay  for.  You  get  it. 
All  else  is  free. 


WSM 

50,000  WATTS 

CLEARED  CHANNEL  UNLIMITED  TIME 

NBC  AFFILIATION 

INSURANCE   COMPANY,   INC.,    NASHVILLE,  TENN. 
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Broadcasters  Accept  Challenge  of  1933 


Business  Prospects  Held  Favorable,  Competition  Keener; 
Improvement  In  Technique  and  Programs  Foreseen 


M.  H.  AYLESWORTH 
President,  NBC 

RADIO  broad- 
cast advertising 
meets  its  first 
serious  test  in 
the  year  1933. 
There  are  less 
dollars  to  be 
spent  for  adver- 
tising and  much 
greater  competi- 
tion for  those 
dollars.  I  have  no  doubt  as  to  the 
favorable  outcome  if  we  use  intel- 
ligence in  preparing  programs  and 
selling  time  on  the  air. 

Radio  broadcast  advertising  per- 
forms a  function  in  advertising 
that  no  other  medium  can  fulfill. 
Radio  broadcast  advertising  com- 
plements the  newspapers,  and  I 
feel  that  during  the  year  1933  the 
broadcasters  should  continue  to 
recognize  the  importance  of  the 
newspaper  to  the  advertiser  with 
the  knowledge  that  the  printed  ad- 
vertisement renders  a  distinct  ser- 
vice to  the  advertiser  as  does  radio 
in  its  field.  The  two  work  har- 
moniously with  more  complete  ef- 
fectiveness when  coordinated  and 
developed  together. 

The  National  Broadcasting  Co. 
intends  to  continue  this  policy. 


EARLE  C.  ANTHONY 
KFI  and  KECA,  Los  Angeles 

THE  FONDEST 
hopes  we  can  hold 
for  radio  in  1933, 
is  that  it  may  con- 
tinue vigorously 
the  direction  and 
rate  of  progress 
it  registered  in 
1931.  Broadcast- 
ing is  no  longer 
on  trial  as  an  ad- 
vertismg  medium.  It  has  arrived 
conclusively  and  has  justified  the 
most  sanguine  expectations. 

Radio,  in  these  difficult  times, 
has  done  much  to  uphold  national 
morale  with  the  tonic  of  light  en- 
tertainment and  hearty  laughter. 
Educationally,  and  here  we  include 
the  political  broadcasts  of  the  last 
presidential  campaign,  radio  will 
continue  to  play  a  major  part  of 
increasing  importance. 

The  trend  of  programs  seems  to- 
ward greater  use  of  drama  and 
dialogue,  larger  musical  groups 
and  more  inclusive  selection.  There 
is  also  evident  a  growing  convic- 


1933:  Year  of  Opportunity 


THE  NOTE  of  optimism  that 
runs  through  many  of  the  state- 
ments here  published  should 
prove  a  tonic  to  broadcasters, 
agency  radio  executives  and 
radio  advertisers.  For  the  most 
part,  these  leaders  of  the  vari- 
ous branches  of  the  radio  indus- 
try look  forward  to  1933  with 
confidence.  Their  statements, 
coming  on  the  heels  of  the  first 
year  that  radio  really  felt  the 
effects  of  the  depression,  merit 
a  thorough  perusal  as  a  com- 
posite text  of  the  broadcasting 
industry's  opinions  and  hopes 
and  ambitions  for  1933. 

Each  of  the  contributors  was 
asked  by  the  editors  of  this  mag- 
azine to  state  his  views  as  dis- 
cerned from  his  particular  vant- 
age point.  Thus  we  have  here 
expressions  from  officials  of  the 
government  agencies  concerned 
with  radio,  of  representative 
broadcasters  large  and  small,  of 


advertising  agency  men  known 
for  their  keen  interest  in  radio 
and  of  technicians  whose  ad- 
vice on  technical  advances  is  al- 
ways eagerly  heeded. 

These  statements  are  pre- 
sented without  expurgation. 
With  all  of  them  the  editors  do 
not  agree.  Some  are  provoca- 
tive enough  to  cause  all  of  us 
in  the  industry  to  perk  our  ears. 
Consider  the  "burden  of  proof" 
placed  upon  the  management  of 
radio  by  Senator  Couzens.  Then 
consider,  also,  the  invitation 
from  Dr.  Klein  to  the  broadcast- 
ers to  take  advantage  of  their 
tremendous  opportunity  to  con- 
tribute toward  accelerating  the 
"recovery  from  our  prolonged 
miseries  of  the  past  three  years." 

What  these  and  other  leaders 
write  here  merits  close  scrutiny 
by  everyone  interested  in  broad- 
casting as  an  art  and  industry. 


tion  that  radio  copy  must  be  not 
only  briefer  but  more  cunningly 
fitted  to  the  medium. 

KFI-KECA  maintain  that  a  sta- 
tion's willingness  and  readiness  to 
serve  the  public,  plus  an  unremit- 
ting effort  to  keep  a  high  commer- 
cial and  artistic  level,  is  the  best 
assurance  of  its  progress  in  1933. 


LEE  H.  BRISTOL 
Bristol-Myers  Company 

I  HAVE  no  rea- 
son to  anticipate 
that  the  activity 
i  n  broadcasting 

0  f  products  i  n 
the  drug  field  will 
not  continue  at 
least  in  the  same 
amount  during 
the  coming  year. 

1  look  forward 
hopefully  to  an  improvement  in 
the  technique  of  the  programs  pre- 
sented and  believe  that  increasing- 
ly effective  use  of  expenditures  in 
this  field  will  be  sought  for  and 
achieved. 

Commercial  broadcasting  is  still 
in  its  infancy  but  there  is  no  ques- 
tion about  its  value  to  meet  cer- 
tain definite  conditions.  Expendi- 


tures in  this  direction,  as  in  all 
other  forms  of  media,  will  be  scru- 
tinized with  great  care  during  the 
coming  year.  After  all,  the  sales- 
producing  value  is  the  real  acid 
test. 

COL.  THAD  H.  BROWN 
Federal  Radio  Commissioner 

IN  MY  JUDG- 
MENT 1933  will 
prove  a  success- 
ful, if  not  a  ban- 
ner,  year  for 
radio  broadcast- 
ing. That  busi- 
ness has  passed 
through  the  de- 
pression and  has 
emerged  in  a 
most  healthy  condition,  and  the 
outlook  is  most  encouraging. 

To  meet  the  rigid  rules  and  reg- 
ulations of  the  Commission,  sta- 
tions have  installed  modern  and 
expensive  equipment,  so  they  are 
ready  to  go  ahead,  rendering  an 
outstanding  public  service. 

During  1933  most  stations  should 
not  be  called  upon  for  any  heavy 
outlays  in  the  way  of  equipment — 
cutting  down  their  overhead — 
while  all  signs  point  to  an  ever- 
increasing  demand  for  radio  facili- 


ties as  a  means  for  expanding 
business. 

Numerous  applications  being  filed 
daily  with  the  Commission  for  "a 
place  on  the  air"  indicate  the  con- 
fidence of  our  people  that  radio  is 
now  on  a  substantial  basis,  offer- 
ing a  splendid  opportunity  for  ser- 
vice to  men  with  initiative,  imagi- 
nation and  intelligence. 


I.  Z.  BUCKWALTER 
WGAL,  Lancaster,  Pa. 
THE  BUSINESS 
o  f  broadcasting 
for  the  year  1933 
will  not  likely 
show  much  im- 
provement over 
1932.  If  general 
business  condi- 
tions show  more 
than  seasonal  im- 
provement in  the 
spring  of  1933,  it  is  likely  to  be  re- 
flected in  increased  advertising  ap- 
propriations late  in  1933. 

Indications  are  that  the  cost  of 
operating  local  broadcasting  sta- 
tions will  tend  to  increase  rather 
than  decrease  if  the  stations  would 
maintain  their  respective  positions 
in  the  broadcasting  industry. 


JAMES  COUZENS 
U.  S.  Senator  from  Michigan 

THE  P  R  0  S  - 
PECTS  for  the 
business  of  broad- 
casting during 
1  9  33  will,  of 
course,  depend 
upon  the  drive 
and  the  intensity 
of  its  use  by 
those  who  have 
goods  to  sell.  No 
one  can  predict  that,  so  the  future 
of  broadcasting  will,  to  a  very 
large  extent,  depend  on  what  fa- 
cilities are  offered  to  the  adver- 
tiser that  are  as  good  or  better 
than  other  mediums  of  publicity. 

Whether  any  effort  has  been 
made  by  broadcasters  to  ascertain 
the  views  of  radio  listeners,  I  do 
not  know;  but  I  expect  if  an  in- 
quiry were  made,  they  would  be 
astounded  to  find  how  many  radios 
are  snapped  off  because  of  the  long 
and  tiresome  discussions  of  the 
merits  of  the  goods  advertised. 
Nothing  seems  to  be  left  to  the 
imagination  of  the  listener.  Every 
person  knows  that  the  statements 
of  the  advertiser  are  biased,  and 
may  or  may  not  be  true.  Many 
sales  are  lost  because  of  the  irrita- 
tion of  the  listener  at  the  long, 
tiresome  advertising  talks.  Many 
of  them  are  plainly  "dumb";  they 
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are  not  even  expressed  well,  and 
lack  any  diversity  of  expression, 
so  that  they  become  hopelessly 
futile. 

The  future  of  broadcasting,  I  as- 
sume, is  based  upon  the  receipts 
that  the  broadcasters  obtain.  These 
receipts  undoubtedly  are  based  al- 
most entirely  on  the  amount  of  ad- 
vertising they  can  sell  producers. 
Whether  or  not  the  opportunities 
of  broadcasters  will  continue  to  get 
better  or  worse  will  depend  upon 
the  management,  as  it  does  in 
every  other  human  enterprise.  The 
prospects  for  1933,  with  the  above 
in  mind,  should  be  better  than  for 
1932,  if  business  continues  even 
slightly  on  the  upgrade,  as  it  now 
appears  to  be  doing. 


J.  M.  CECIL 
Cecil,  Warwick  &  Cecil 
Advertising,  New  York 

COMMERCIAL 
broadcast  ing 
should  respond  to 
the  general  up- 
turn in  business 
which  competent 
observers  antici- 
pate will  get  un- 
der way  in  1933. 
Commercial 
broadcasting  en- 
joys the  special  favor  of  national 
advertisers,  and  will  go  on  to 
larger  accomplishments  if  the  ad- 
vertiser and  the  agent  are  increas- 
ingly alert  to  the  need  for  more 
ingenious  and  persuasive  advertis- 
ing forms  on  the  air.  That,  in  my 
opinion,  is  the  governing  factor  in 
further  growth  of  commercial 
broadcasting.  It  is  a  challenge  to 
the  advertiser  and  to  advertising 
agents. 


POWEL  CROSLEY,  Jr. 
Station  WLW 
Crosley  Radio  Corp. 

THE  COMMER- 
CIAL business  of 
broadcast  ing 
hinges  upon  gen- 
eral business  con- 
ditions. With  the 
first  hopeful  sign 
of  recovery,  ad- 
vertisers will  be 
ready  to  take  ad- 
vantage of  the  op- 
portunity of  creating  good-will  for 
their  products  through  radio  broad- 
casting and  will  expand  their  ap- 
propriations accordingly. 

Business  conditions  in  general 
have  remained  stationary  for  sev- 
eral months,  which  is  a  hopeful 
sign.  With  some  restoration  of  con- 
fidence, the  wheels  of  industry  will 
commence  to  turn  more  rapidly  in 
order  to  take  care  of  a  large  wait- 
ing market  for  products  that  peo- 
ple want  and  that  they  have  been 
afraid  to  buy. 


EWIN  L.  DAVIS 
Chairman,  House  Committee  on 
Merchant  Marine,  Radio,  and 
Fisheries 
A  FREQUENT  expression  from 
the  broadcasting  fraternity  is  that 
broadcasters  must  fight  for  their 
existence.  The  most  successful 
fight  they  can  conduct  is  to  recog- 
nize the  "public  interest"  and  to 
efficiently  and  satisfactorily  serve 
the  public.  If  they  do  that,  they 
will  have  the  public  support,  with- 
out which  they  cannot  succeed.  If 
they  fail  to  pursue  such  a  course, 
the  public  will  force  a  change.  Un- 


til a  few  months  ago  the  quantity 
and  objectionable  character  of 
radio  advertising  was  increasing  at 
an  alarming  rate.  Recently  there 
has  been  quite  an  improvement, 
but  there  is  still  room  for  improve- 
ment. 


H.  DEAN  FITZER 
Manager,  WDAF,  Kansas  City 

YOU  ASK  my 
views  on  the  busi- 
ness of  broad- 
casting in  1983. 
The  copy  boy's 
guess  is  as  good 
as  mine.  Such  is 
y^j^       -'^^H  accurate  de- 

HB^^    1^  duction  of  a  n  y  - 

^^^^k  Ml  ■■■H  one  managing 
anybody's  busi- 
ness these  memorable  years  of  eco- 
nomic distress.  Without  a  desire 
to  be  pessimistic,  I  also  do  not  de- 
sire to  sound  that  empty,  hack- 
neyed, over-worked  phraseology  of 
optimism.  "Oh,  business  is  going 
to  be  fine.  I  can  almost  see  the 
corner."  I  offer  no  cure-all,  just 
two  important  rules  for  broadcast- 
casters  in  1933 — be  sure  your  sales 
contacts  are  voluminous  and  he 
sure  your  rates  are  not  out  of  step 
with  the  true  value  of  your  'prod- 
uct. 


CHARLES  F.  GANNON 

Director  of  Radio 
Erwin  Wasey  &  Company 
Chairman,  Radio  Committee,  AAAA 

LOOKING  for- 
ward to  the  trend 
of  radio  broad- 
casting in  1933, 
we  have  a  few 
simple  facts  at 
hand  which  may 
foretell  the  ac- 
tion of  the  play. 
They  are:  confi- 
dence in  the  me- 
dium to  win  sales  on  the  part  of 
advertiser  and  advertising  agency 
alike;  general  appreciation  by  the 
public  with  a  somewhat  take-it- 
for-granted  attitude;  a  recession 
from  the  idiotic  theory  of  govern- 
ment operation  of  radio  facilities; 
a  more  skillful  treatment  of  com- 
mercial announcements;  a  more 
earnest  and  professional  approach 
to  radio  presentations;  some  dimi- 
nution in  the  number  of  local  spon- 
sored programs;  a  reasonable  con- 
gestion of  time  on  network  facili- 
ties (basic  networks  more  so  than 
the  rest  of  the  country) ;  compara- 
tivelv  few  transcription  programs 
despite  a  great  improvement  in 
record  quality,  and  a  general  set- 
tling of  a  matured  industry  into  a 
steady  practical  groove. 

It  appears  we  can  look  for  a  sus- 
tained listener  interest  in  broad- 
casting and  a  state  of  prosperity 
in  close  ratio  to  the  advertising 
business  as  a  whole.  I  believe  a 
more  searching  analysis  by  agen- 
cies and  advertisers  in  the  matter 
of  station  coverage  and  subsequent 
adjustment  of  station  rates  on 
some  other  than  the  present  arbi- 
trary basis,  is  certain.  The  radio 
space  buyer  is  looking  more  and 
more  toward  the  same  accuracy  of 
circulation  evidence  that  is  sup- 
plied to  him  by  publications. 

Frequent  international  broad- 
casts  loom  closer.  Better  programs 
are  inevitable.  A  few  great  acts  for 
1933  will  make  a  normal  year. 
Lastly,  I  suspect  that  way,  way 
down  the  1933  parade  of  months, 
old  man  "wired  wireless"  is  going 


to  lean  out  and  lay  claim  to  the 
domination  of  an  industry  he 
might  have  had  all  along. 

LEO  FITZPATRICK 
Manager,  WJR,  Detroit 

I  BELIEVE  that 
the  coming  year 
will  be  the  most 
productive  radio 
has  ever  known. 
It  will  be  produc- 
tive  of  an  in- 
creased  volume 
of  business,  for 
results  from  the 
past  year's  pro- 
grams will  induce  more  advertisers 
to  fall  in  line  with  the  trend  to- 
ward radio  advertising. 

The  new  year  undoubtedly  will 
be  the  most  productive  yet  in  ideas. 
For  the  1933  advertising  dollar 
will  not  be  spent  casually.  Definite 
results  will  be  demanded  for  every 
expenditure,  and  radio  will  be 
called  upon  for  sound  merchandis- 
ing, as  well  as  exploitation. 

All  broadcasters  will  concede 
the  necessity  of  a  conscientious  ef- 
fort to  "get  returns,"  to  improve 
progi;ams  from  a  listeners'  stand- 
point and  at  the  same  time  "do  a 
job"  for  the  advertiser. 

While  business  may  not  run  to 
fancy  figures  in  1933,  I  believe  we 
shall  have  cause  to  regard  it  as  the 
most  successful  year  in  the  history 
of  broadcasting  advertising  for 
new  standards  will  be  set  in  pro- 
duction; and  radio  will  be  accept- 
ed as  a  definite  part  of  every  well- 
directed  campaign. 


E.  H.  GAMMONS 
V.  P.,  WCCO,  Minneapolis 

RADIO  broad- 
casting has 
proved  itself  as  a 
sales  medium.  As 
a  result,  although 
general  advertis- 
ing budgets  may 
be  somewhat  cur- 
tailed, I  do  not 
believe  appro- 
priations for 
radio  will  be  effected.  In  fact,  the 
larger  advertisers  of  the  north- 
west all  seem  to  be  increasing 
their  funds  for  radio  advertising. 
Despite  depressed  conditions,  one 
finds  here  and  there  business  con- 
cerns enjoying  real  prosperity. 
Practically  every  one  of  these  is 
using  radio  advertising.  The  re- 
sult is  that  many  others  are  plan- 
ning to  incorporate  it  in  their  ad- 
vertising plans. 

Despite  the  necessary  increase 
in  the  rates  of  WCCO  due  to  the 
installation  of  our  50,000  watt 
transmitter,  we  have  more  and 
larger  accounts,  both  local  and  na- 
tional, scheduled  for  the  first  of 
the  year  than  ever  before  in  the 
history  of  the  station. 


DON  E.  GILMAN 
V.  P.,  Pacific  Division,  NBC 

GENERAL  trends 
o  f  business  o  n 
the  Pacific  coast, 
while  evidencing 
some  timidity, 
really  indicate 
mild  improve- 
ment in  broad- 
casting condi- 
tions, but  with 
noticeable  accele- 
ration as  1933  progresses.  A  sur- 
vey of  merchandise  inventories 
shows  them  to  be  very  low.  Re- 


placement means  manufacturing 
and  distribution  and  resultant  ad- 
vertising. This  should  benefit  all 
media  and  broadcasting  will  re- 
ceive its  share. 

In  my  opinion  we  are  now  at  the 
low  point,  and  while  I  do  not  ex- 
pect a  surge  of  new  business,  I 
am  of  the  opinion  that  we  may  ex- 
pect moderate,  but  constant,  im- 
provement. 

This  is  not  based  on  an  optimis- 
tic viewpoint,  but  upon  many  in- 
quiries from  prospective  advertis- 
ers who  are  planning  expenditures 
for  1933. 


BOND  GEDDES 
Executive  Vice  President 
General  Manager 
Radio  Manufacturers  Association 

GREAT  advances 
i  n  broadcasting 
during  1933,  in 
which  the  radio 
public  will  share 
probably  in  great- 
er measure  than 
broadcasters  and 
manufacturers  of 
receiving  sets, 
are  assured.  In 
international  broadcasting  as  well 
as  new  features  on  domestic  pro- 
grams, there  promises  to  be  marked 
development.  The  broadcasters  have 
greatly  improved  their  programs 
and  transmitting  apparatus  while 
manufacturers  have  improved  re- 
ception qualities  of  receiving  sets, 
both  with  less  cost  and  more  satis-  |; 
faction  to  the  public.  Radio  is  1 
firmly  established  as  a  vital  part 
of  American  life.  The  American 
public  will  insist  on  being  served 
adequately  by  broadcasters  as  well 
as  manufacturers.  Their  demands 
and  rights  are  obligations  of  the 
radio  industry  and  at  the  same 
time  a  protection  to  it,  insuring 
permanence,  stability  and  an  en- 
larging field  of  service. 


V.  FORD  GREAVES 
Acting  Chief  Engineer 
Federal  Radio  Commission 

GRAPHS  of  en- 
gineering activi- 
ties of  the  Fed- 
eral Radio  Com- 
mission in  the 
broadcasting  field, 
as  reflected  by 
the  average  num- 
b  e  r  of  applica- 
tions and  hear- 
ings per  month 
during  the  past  three  years,  show 
only  a  very  slight  decrease  in  num- 
ber. The  decrease  is  more  than  off- 
set by  the  increasing  importance 
and  expansion  of  the  technical  de- 
velopment of  equipment  and  the 
North  American  allocation  prob- 
lem. 

Trends  indicate  increasing  engi- 
neering activities  and  continuing 
technical  improvements  during  the 
coming  year,  particularly  along 
the  lines  of  further  reductions  in 
interference  and  noise  levels,  in- 
creasing service  areas  and  more 
faithful  reproduction. 

Some  of  the  more  important  de- 
velopments are  as  follows: 

1 —  ^Further  improvements  in  fre- 
quency control  and  checking  ser- 
vices. 

2 —  Use  of  directional  transmit- 
ting antennas. 

3 —  More  accurate  control  of 
modulation  and  the  use  of  modula- 
tion meters  by  stations. 

4 —  Further  reduction  of  carrier 
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hum,  commutator  ripples,  etc.,  and 
the  adoption  of  standards  with 
meters  at  the  stations  for  measur- 
ing the  amount  of  undesired  carrier 
noise. 

5 —  Many  important  receiver  im- 
provements including  the  use  of 
anti-noise  antennas. 

6 —  The  enforcement  of  good  en- 
gineering practice  in  the  construc- 
tion, wiring  and  safety  screening 
of  transmitters. 


EARLE  J.  GLUCK 
Manager,  WBT,  Charlotte 

ALL  indicators 
point  to  the  fact 
that  the  south 
will  lead  the  na- 
tion in  our  eco- 
nomic recovery. 
Already  the 
movement  is  un- 
der way.  WBT  is 
in  a  most  favor- 
able position  to 
meet  this  improvement  with  a  new 
high  power,  cleared  channel  station 
and  an  outstanding  program  line- 
up. We  are  most  optimistic  over 
the  business  of  broadcasting  for 
1933.  Advertisers  are  rapidly 
awakening  to  the  opportunities  in 
the  south  and  we  believe  that  all 
forms  of  broadcast  promotional  ac- 
tivities •will  increase  and  lead  the 
return  to  normalcy.  The  south  is 
ready  and  WBT  serves  the  south. 


STANLEY  E.  HUBBARD 
Manager,  KSTP,  St.  Paul 

RETAIL  mer- 
chants  of  the 
Twin  Cities  to- 
gether with  the 
jobber  and  manu- 
facturer are  fast 
recovering  from 
the  red  ink  pa- 
ralysis. A  noted 
change  is  taking 
place.  The  old 
alibi,  "No  more  money  until  we 
are  out  of  the  red"  is  becoming 
feebler  every  day.  They  have  dis- 
covered that  they  are  not  in  the 
red  at  all — but  actually  operating 
at  a  profit,  if  inflated  and  ficti- 
tious values  at  which  their  busi- 
ness is  carried  are  taken  into 
consideration. 

Several  of  the  more  bold,  look- 
ing the  situation  squarely  in  the 
face,  spent  money  for  radio  ad- 
vertising. The  direct  returns  in- 
dicated that  people  do  have  money 
to  spend;  that  confidence  is  fast 
being  restored,  with  the  result 
that  advertisers  in  all  lines,  here 
in  the  Twin  Cities,  are  making  ex- 
tensive advertising  appropriations 
for  1933. 


M.  A.  HOWLETT 
President  and  Manager,  WHK 
IN  MY  OPIN- 
ION, 1933  will 
see  the  business 
of  broadcasting 
succeed  only 
where  broadcast- 
ers have  taken 
cognizance  of  the 
trend  of  the  times 
and  have  organ- 
ized their  sta- 
tions into  thoroughly  business-like 
concerns.  Broadcasting  hitherto 
has  been  considerably  a  matter  of 
promotion.  Now  it  is  rapidly  be- 
coming a  profession  which  must  be 
based  on  sound  business  principles. 

There  will  be  good  business  in 
1933  for  those  broadcasters  who 


are  prepared  to  give  intelligent  co- 
operation to  the  sponsor.  Mere 
statements  of  what  we  can  do  will 
not  suffice.  It  will  be  a  year  in 
which  we  shall  have  to  produce 
the  goods. 


JOHN  M.  HENRY 
Manager,  KOIL, 
Council  Bluffs,  Omaha 


f. 


POTENTIAL  ad- 
vertisers in  our 
area  are  more 
conscious  of  the 
pulling  power  of 
radio  advertising 
now  than  they 
were  last  year. 
And  I  believe  the 
figures  will  show 
that  the  total  ra- 
dio advertising  in  Council  Bluffs 
and  Omaha  has  fallen  off  much 
less  than  newspaper.  Most  of  the 
KOIL  accounts  are  smaller  but  we 
have  many  more  of  them.  Com- 
pared with  last  year  we  should 
do  25  per  cent  more  business  lo- 
cally. One  firm  is  placing  all  of 
its  advertising  with  us  on  the  basis 
of  3  per  cent  of  total  sales.  An- 
other has  doubled  its  appropria- 
tion and  is  placing  it  all  with  us. 
Frankly,  we  expect  1933  to  be  a 
banner  year  in  KOIL  income. 


HOMER  HOGAN, 
General  Manager,  KYW,  Chicago 

DEPRESSION  or  no  depression, 
radio  broadcasting  will  develop 
some  rapid  and  substantial  gains 
in  advertising  revenue  during  1933 
judging  from  contracts  already 
negotiated  by  KYW  and  from  the 
increased  number  of  inquiries  re- 
cently received  by  this  station.  If 
making  new  year's  resolutions  is 
still  the  vogue  in  this  land  of  ours, 
I  recommend  very  strongly  that 
broadcasting  stations  resolve  to 
use  all  the  powers  at  their  com- 
mand to  exterminate  that  bugaboo 
about  the  much  overrated  summer 
slump  in  listener  interest  and 
thereby  increase  their  revenue  sub- 
stantially. And  don't  overlook 
that  new  source  of  revenue  which 
will  open  up  when  the  nation's 
thirst  for  real  beer  is  at  its  peak 
on  those  hot  summer  nights. 


LAMBDIN  KAY 
WSB,  Atlanta 


WSB  HAS  BEEN 
more  useful  to 
people  in  more 
ways  every  year 
for  eleven  years. 
1932  closes  with 
prospects  for 
commercial  sup- 
port of  our  sta- 
tion brighter 
than  in  any  pre- 
vious month  this  year,  as  sponsors 
will  get  more  service  for  their  in- 
vestments than  ever  before,  mean- 
ing further  program  betterment 
and  benefits  to  listeners.  We  ex- 
pect 1933  to  be  our  most  useful 
year.  American  broadcasting  has 
been  blessed  with  leadership  able, 
farsighted  and  courageous  enough 
to  guide  an  intangible  almighty 
power  toward  worthy  ends.  No 
station  is  protecting  its  birthright 
or  discharging  its  responsibility 
unless  it  joins  forces  with  broad- 
casting's accredited  leaders. 


the  radio  than  ever  before.  While 
business  conditions  cannot  be  said 
to  be  rosy,  still  the  present  busi- 
ness conditions  are  the  only  kind 
we  have,  and  Pittsburgh  has  buck- 
led down  to  the  task  of  doing  busi- 
ness under  existing  conditions. 
Pittsburgh  is  the  center  of  a  rich 
industrial  area  whose  products  are 
drawn  upon  by  industries  through- 
out the  country,  and  we  look  for- 
ward to  an  increasing  demand, 
both  for  Pittsburgh  products,  and 
to  the  use  of  the  radio  in  this  dis- 
trict during  1933. 


EDWARD  KLAUBER 
First  Vice  President,  CBS 

IT  DID  broad- 
casting a  lot  of 
good  to  have  to 
go  over  some  bad 
bumps  last  sum- 
mer. The  whole 
industry  showed 
the  spirit  of 
youthful  courage 
that  might  have 
been  expected. 
This  resulted  in  improvement  in 
the  general  program  tone  with  a 
higher  program  level  and  keener 
showmanship  than  ever  before. 
The  advertiser  and  his  agency 
have  made  their  contribution  by 
tapping  new  resources  of  ingenuity 
to  make  sponsored  programs  more 
palatable  and  effective  than  ever. 
This  in  turn  has  meant  greater 
sales  results  and  greater  sales  re- 
sults in  times  like  this  inevitably 
mean  greater  use  than  ever  of  the 
air  medium  in  the  coming  year. 


J.  L.  KAUFMAN 
Manager,  WCAE,  Pittsburgh 
PITTSBURGH  is  facing  1933  with 
a  wider  and  more  complete  use  of 


DR.  JULIUS  KLEIN 
Ass't.  Secretary  of  Commerce 

AS  WE  FACE 
the  new  year 
with  its  many 
perplexing  prob- 
lems, we  are  con- 
fronted with  two 
paramount  essen- 
tials which  are 
indispensable  t  o 
the  acceleration 
of  recovery  from 
our  prolonged  miseries  of  the  past 
three  years.  In  both  of  these  the 
radio  industry  is  in  a  position  to 
make  notable  contributions. 

Every  recovery  period  in  our 
business  history  has  been  material- 
ly stimulated  by  the  development  of 
new  products  and  new  ideas.  The 
radio  has  had  much  to  do  with  the 
alleviation  of  the  woes  of  the  read- 
justments of  1921-22.  In  this  far 
more  serious  situation  it  should 
play  an  even  more  vigorously  help- 
ful part  along  similar  lines.  Its 
resourcefulness  as  a  vigorous  young 
industry  should  stand  the  nation 
in  good  stead  in  the  exploitation 
of  its  magic  art,  the  limits  of 
which  seem  to  be  as  yet  but  faint- 
ly appreciated. 

A  second  and  in  some  ways  even 
more  fundamental  element  for  re- 
covery is  the  development  of  calm 
courage  and  sober  determination 
on  the  part  of  the  people.  These 
spiritual  elements  of  reconstruc- 
tion are  far  from  superficial  inci- 
dentals; they  are  the  absolute  in- 
dispensables  of  any  thorough-go- 
ing effort  toward  national  rehabili- 
tation. Radio  has  had  a  truly  tre- 
mendous part  in  maintaining  our 
national  morale  thus  far.  This  has 
been  due  to  two  of  its  inherent  at- 
tributes: first,  its  swift  nation- 
wide distribution  of  information; 
and,  secondly,  its  equally  far-flung 
contributions  of  entertainment. 


which,  as  I  have  already  indicated, 
is  by  no  means  to  be  scored  as  of 
superficial  inconsequence  in  such  a 
grave  trial  as  this. 

These  two  contributions  taken 
together  have  had  much  to  do  with 
the  relative  tranquility  of  our  peo- 
ple throughout  these  dark  years — 
a  tranquility  which  stands  out  in 
sharpest  contrast  to  the  violence 
and  passionate  excesses  of  similar 
crises  in  the  nineties,  seventies  and 
thirties.  Radio,  then,  has  both  its 
responsibilities  and  its  opportuni- 
ties in  this  crucial  period.  In  1933 
it  will  have  them  in  even  greater 
abundance  than  during  any  year 
of  its  young  life  thus  far. 


H.  H.  KYNETT 
Aitkin-Kynett  Co.,  Philadelphia 

DESPITE  busi- 
ness conditions,  I 
think  the  1933 
prospects  for 
broadcast  adver- 
tising are  excel- 
lent. Broadcast 
advertising  has 
proved  its  ade- 
quacy and  there 
is  no  let-up  in 
the  development  of  its  technique. 

I  look  for  substantial  improve- 
ments in  commercial  credits,  par- 
ticularly in  relating  them  to  the 
atmosphere  of  the  program.  The 
fact  that  dollar  expenditures  will 
be  watched  more  closely  than  ever 
will  tend  to  force  progress  in  bal- 
ancing commercial  credit  and  per- 
formance to  give  advertisers  ade- 
quate return  and  at  the  same  time 
to  assure  the  radio  audience  of 
more  acceptable  entertainment.  I 
expect  to  see  a  material  lessening 
of  "bunk"  in  announcements  and  a 
sound  development  of  specialized 
technique  in  programming. 

All  of  this  will  redound  to  the 
credit  of  the  broadcaster,  who  I 
think  deserves  much  credit  for  his 
progressive  and  sympathetic  atti- 
tude towards  the  problems  of  1932. 


DUDLEY  LOGAN 
Logan  &  Stebbins 
Advertising,  Los  Angeles 

WE  BELIEVE 
the  business  of 
broadcasting  i  s 
showing  two  im- 
portant trends 
which  will  still 
further  increase 
the  value  of  radio 
as  an  advertising 
medium  during 
1933.  They  are 
(1)  electrical  transcriptions,  (2) 
use  of  "Direct  Action." 

With  electrical  transcriptions, 
national  or  intersectional  advertis- 
ers may  confine  their  broadcast  to 
any  areas  desired;  reach  their  lis- 
tening audience  at  the  most  effec- 
tive time  (eliminating  the  diffi- 
culty caused  by  difference  between 
eastern  and  Pacific  coast  time); 
offer  superior  talent,  sound  effects, 
etc.,  at  lower  cost  per  program — 
especially  in  the  case  of  intersec- 
tional advertisers  who  share  the 
cost  of  production  with  advertisers 
in  other  sections.  Thus  transcrip- 
tions eliminate  waste  and  offer  to 
advertisers  the  same  flexibility 
and  adaptability  as  newspapers. 

Radio  advertisers  have  found 
that  broadcasting,  with  the  use  of 
contests,  special  offers  and  other 
merchandising  tie-ups  with  the 
program,  can  produce  as  effective 
"direct  action"  results  as  hereto- 
fore they  thought  only  magazines 
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or  newspapers  capable  of.  For  in- 
stance, a  merchandising  tie-up 
which  our  agency  developed  for 
Signal  Oil  &  Gas  Co.  with  its 
transcription  program  "Tarzan  of 
the  Apes,"  built  up  a  membership 
in  the  "Signal  Tarzan  Club"  of 
15,000  boys  and  girls  in  California 
within  thirty  days.  To  win  prizes 
members  sold  Signal  products  to 
family,  friends  and  neighbors. 


H.  A.  LAFOUNT 
Federal  Radio  Commissioner 

IN  SPITE  of  an 
economic  depres- 
sion in  the  United 
States,  the  ex- 
tent of  which  is 
still  undeter- 
mined, our  broad- 
cast industry 
from  all  present 
indications  is,  and 
will  continue  to 
be  during  1933,  in  a  sound,  if  not 
entirely  satisfactory,  financial  con- 
dition. Certainly  if  renewed  adver- 
tising contracts  and  a  host  of 
brand  new  accounts  for  1933  mean 
anything,  it  will  be  a  most  suc- 
cessful year  for  American  stations. 

It  is  noticeable  that  our  largest 
industries  are  using  radio  exten- 
sively and  it  is  significant  that  at 
least  two  nationally  known  com- 
panies are  running  two  nation-wide 
programs  simultaneously.  It  is  also 
noticeable  that  these  important 
national  advertisers  are  putting  on 
the  finest  programs  the  American 
public  receive  and  are  gradually 
awakening  to  a  consciousness  that 
a  clever  presentation  of  their  ad- 
vertising matter  means  a  great 
deal  more  to  them  in  revenues  than 
a  constant  repetition  of  advertis- 
ing in  an  uninteresting  form.  This 
argues  well  for  1933. 


C.  H.  LANG 
Manager  of  Broadcasting 
General  Electric  Co. 

DURING  this 
first  decade  of 
broadcasting  a 
thousand  and  one 
new  problems 
have  been  met, 
and  many  of  them 
solved.  These  un- 
solved problems 
must  be  tackled 
with  courage  and 
For  example,  reli- 
able data  on  the  advertising  effec- 
tiveness of  broadcasting  must  be 
obtained  through  sound  methods, 
such  as  the  Crossley  Surveys. 

Broadcasting,  recognizing  as  it 
does  the  great  service  of  the  Amer- 
ican press,  must  find  a  way  of  har- 
monizing its  program  with  that  of 
the  newspapers  and  news  gather- 
ing associations.  In  a  word,  the 
broadcasting  industry,  despite  its 
great  achievements,  must  be  hum- 
ble, thinking  of  itself  as  only  a  lit- 
tle way  along  the  road  to  its  ulti- 
mate possibilities. 


determmation. 


ROY  J.  McKEE 
McKee  &  Albright 
Advertising,  Philadelphia 

COMMERCIAL  broadcasting  has 
proven  its  *  advertising  value — in 
good  times  and  bad.  Therefore, 
the  business  of  broadcasting  should 
show  a  sound,  healthy  growth  in 
1933  and  succeeding  years.  To 
those  advertisers  who  realize  the 
tremendous  possibilities  of  radio — 
and  use  it  intelligently  by  keeping 
steps  ahead  of  the  pack — will  go 
the  greatest  rewards. 


The  year  1933,  however,  will  se- 
verely test  the  brains  and  ingenu- 
ity of  radio  management.  Its  prob- 
lem will  be  to  satisfy  the  advertis- 
er's desire  to  see  bigger  returns 
quickly — and  yet  keep  commercial 
broadcasting  free  of  federal  and 
State  criticism  and  supervision. 


ALFRED  J.  McCOSKER 
Director,  WOR,  Newark 
President,  NAB 

IN  MY  OPINION, 
the  radio  broad- 
casting business 
will  continue  to 
expand  in  1933 
because  advertis- 
ers are  demand- 
ing, to  a  greater 
extent  than  be- 
fore, sound  in- 
vestment of  every 
dollar  spent  in  advertising.  Adver- 
tising speculation  or  luxury  is  not 
present  in  1933  budgets  that  have 
come  under  my  observation. 

Results  from  radio  broadcast  ad- 
vertising have  maintained  the  high 
percentages  previously  realized  and 
in  many  instances  have  brought 
cost  per  inquiry  down  below  pre- 
vious levels. 

Fair  talent  charges  must  be  in- 
sisted upon  by  broadcasters,  agen- 
cies and  advertisers  alike,  lest  in- 
ordinate program  cost  some  day 
make  economic  use  of  the  medium 
doubtful.  This  is  not  to  be  con- 
strued as  an  argument  for  any- 
thing but  excellent  programs,  but 
instead  refers  to  their  cost.  Radio 
broadcasting  is  now  firmly  estab- 
lished as  an  economic  aid  to  busi- 
ness and  I  see  a  very  bright  future 
for  it  to  maintain  its  place  among 
other  advertising  media. 


H.  B.  RICHMOND 
President,  General  Radio  Co. 
Cambridge,  Mass. 

BECAUSE  of 
General  Order 
No.  116,  1932  will 
be  known  as  the 
50-cycle  year.  The 
large  stations 
were  already 
within  this  limit, 
but  to  the  host  of 
small  stations  the 
additional  expen- 
ditures required  were  of  consider- 
able moment.  Just  as  automobiles 
without  suitable  brakes  are  barred 
from  the  highways,  it  is  reasonable 
that  stations  that  may  be  a  men- 
ace to  other  stations  because  of 
improper  control  should  be  refused 
rights  on  a  crowded  ether  high- 
way. While  not  a  public  utility,  a 
broadcast  station  must  operate  for 
the  public  convenience  and  neces- 
sity. Public  utility  vehicles  are  re- 
quired to  have  certain  safety  de- 
vices not  required  of  private  ve- 
hicles. Is  it  not  then  reasonable  to 
require  broadcast  stations  not  only 
to  stay  on  their  assigned  frequency 
but  also  to  utilize  their  allotted 
power  to  its  fullest  advantage? 

We  expect  to  see  it  required  that 
quality  and  output  be -maintained 
in  a  manner  comparable  with  fre- 
quency stability.  The  large  sta- 
tions have  been  doing  this  for  some 
time  but  for  many  of  the  smaller 
stations  it  is  going  to  be  a  real 
course  in  engineering.  Because  of 
financial  circumstances,  we  believe 
that  these  small  stations  are  not 
going  to  welcome  more  rigid  re- 
quirements, but  when  once  com- 
pleted they  are  going  to  find  such 
expenditures  excellent  investments. 


WILLIAM  S.  PALEY 
President,  CBS 

THE  PAST  year   - 

in  radio  has  con- 
tributed much  to 
the  realization 
that  there  is  no 
sharp  distinction 
between  what  is 
education  and 
what  is  enter- 
taining: the  two, 

we    have    found,    L   M. 

are  often  synonymous.  There  are 
numerous  evidences  of  a  quicken- 
ed appetite  for  programs  of  an 
educational  or  semi-educational  na- 
ture. 

On  the  business  side,  there  are 
indications  that  the  upward  trend, 
evident  during  the  past  few  months 
in  broadcasting  business,  will  in  all 
likelihood  continue  into  1933,  and 
the  outlook,  I  think,  warrants  a 
rather  optimistic  attitude.  There 
are  many  encouraging  signs  of  re- 
newed business  activity. 

Among  the  evidences  of  a  busy 
year  is  the  amount  of  new  pro- 
gram building  now  going  on  in  the 
studios.  In  this  activity  both  spon- 
sors and  broadcasters  are  following 
the  trend  of  the  past  several 
months  in  bringing  before  the 
microphone  entertainment  of  high- 
ly varied,  quickly  paced  character. 
In  commercial  programs  there  is  a 
growing  tendency  to  shorten  the 
time  allotted  to  advertising. 


OSWALD  F.  SCHUETTE 
Copyright  Director,  NBC 
THE  CAMPAIGN  of  1932  gave 
radio  its  greatest  opportunity.  In 
it,  the  broadcasters  of  the  United 
States  demonstrated  the  irreplace- 
able value  of  their  public  service. 
There  is  no  other  influence  in  the 
nation  that  wields  so  great  a  power 
as  that  of  a  united  broadcasting 
industry.  The  100  per  cent  cooper- 
ation which  the  broadcasters  of  the 
United  States  have  revealed  in 
their  united  defense  against  copy- 
right racketeering  promises  well 
for  a  united  front  on  all  questions 
in  1933.  The  future  of  broadcast- 
ing depends  on  effective  coopera- 
tion. 


PAUL  W.  MORENCY 
Manager,  WTIC,  Hartford 

THE  YEAR  1932  has  been  a  criti- 
cal one  in  the  broadcasting  as  well 
as  in  other  industries,  but  we  can 
now  safely  say  that  the  broadcast- 
ers have  come  through  and  look 
forward  with  very  bright  prospects 
to  the  year  1933. 

The  increased  knowledge  which 
the  advertisers  using  radio  have 
gained  in  the  past  years  is  now 
making  it  possible  for  us  to  pre- 
sent sponsored  programs  in  a  man- 
ner which  is  both  effective  and 
pleasing.  We  no  longer  have  the 
constant  struggle  with  our  clients 
to  impress  on  them  the  necessity 
for  producing  programs  which  are 
entertaining  besides  being  business 
getting. 

During  the  past  year  radio  has 
added  to  its  knowledge  in  the  pro- 
duction of  dramatic  programs  and 
has  certainly  progressed  rapidly  in 
the  production  of  comedy. 

With  the  increased  business 
which  is  now  on  our  books  and 
which  is  projected  for  1933  we  can 
look  forward  to  that  year  knowing 
that  we  will  have  more  money  with 
which  to  build  our  programs  so  that 
the  radio  audience  will  become  in- 
creasingly dependent  on  this  form 
of  entertainment  and  service. 


DAVID  SARNOFF 
President,  RCA 

INDUSTRY  has 
much  ahead  of  it 
in  1933  in  the  way 
of  scientific 
study,  fundamen- 
tal planning, 
shortened  hours 
of  labor  and 
plant  rehabilita- 
tion. The  wide- 
spread attention 
being  given  to  these  and  related 
questions  is  in  itself  a  hopeful 
sign,  but  it  by  no  means  assures 
trade  revival  unless  there  is  the 
cooperative  assistance  of  a  great 
many  elements  in  our  industrial, 
social  and  political  life. 

Radio  broadcasting  had  unusual 
opportunities  during  the  past  year 
to  demonstrate  its  value  to  the 
public.  The  entire  nation  sat  at 
the  speaker's  table  during  the 
great  political  convention  and  per- 
haps in  no  previous  presidential 
campaign  were  voters  more  inti- 
mately acquainted  with  the  full 
campaign  utterances  of  the  respec- 
tive candidates.  International 
broadcasting  was  established  as  a 
reliable  service.  New  apparatus, 
marking  distinct  technical  advance- 
ment, was  introduced  in  communi- 
cations and  broadcasting  work. 


HARRY  SADENWATER 
Manager,  Engineering  Products 
Division 
RCA  Victor  Co. 

TECHNICAL  de- 
velopments intro- 
duced in  the  year 
just  coming  to  a 
close  will  inevi- 
tably influence 
the  trend  in 
broadcasting  sta- 
tion operation  in 
the  new  year. 
There  are  four 
factors  which  will  influence  the 
success  of  a  station.  They  are  fre- 
quency, power,  quality  of  trans- 
mission and  program  material. 
Since  frequency  and  power  are 
specified  by  the  Federal  Radio 
Commission,  it  is  obvious  that 
progress  lies  in  improving  the 
fidelity  of  the  transmission  and 
providing  better,  more  dependable 
service  to  listeners. 

From  microphone  to  antenna 
notable  progress  has  been  made  re- 
cently in  stepping  up  the  efficiency 
and  quality  of  transmission  which 
cannot  fail  to  be  reflected  in  1933. 
The  introduction  of  the  so-called 
Velocity  Microphone  of  the  ribbon 
type  offers  a  radical  improvement 
which  as  the  starting  point,  raises 
broadcasting  to  a  new  standard  of 
quality.  High  quality  speech  in- 
put equipment  designed  to  realize 
the  fullest  potentialities  of  the  new 
microphone  has  also  been  developed. 
Further  improvements  in  the  de- 
sign of  the  transmitter  with  an  eye 
to  increasing  transmitting  effici- 
ency while  lowering  maintenance 
costs  may  be  confidently  expected 
in  the  near  future. 


W.  J.  SHINE 
The  Geyer  Co.,  Advertising 
Dayton,  Ohio 

A  SUMMARY  of  the  possible  radio 
plans  of  our  clients  for  1933  would 
line  up  about  as  follows: 

1.  All  clients  who  used  radio  in 
1932  will  be  back  on  the  air  again 
in  1933.  One  exception  to  this  is 
one  firm  who  have  not  yet  ap- 
proved an  advertising  budget,  but 
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if  they  do  approve  an  expediture, 
it  will  include  radio. 

2.  Several  of  our  clients  who 
have  never  used  radio  are  serious- 
ly considering  it  for  1933  and  un- 
doubtedly several  of  them  will  use 
this  medium. 

3.  New  clients  who  are  not  only 
new  clients,  but  new  advertisers, 
also  will  go  on  the  air. 

If  broadcasting  in  general  for 
1933  follows  the  general  prospects 
for  broadcasting  by  our  clients, 
then  I  would  say  that  radio  will 
have  a  twenty  to  twenty-five  per 
cent  increase  in  billing  for  1933. 


W.  D.  L.  STARBUCK 
Federal  Radio  Commissioner 


BROADCAST- 
ERS should  look 
forward  with 
confidence  to  the 
coming  year.  Hav- 
ing weathered  a 
severe  period  in 
which  their  abil- 
ity and  ingenuity 
have  been  taxed, 
the  experience 
should  contribute  much  of  value. 
There  are  hopeful  indications  that 
the  individual  is  coming  to  think 
more  in  the  terms  of  the  industry 
rather  than  in  terms  of  his  per- 
sonal and  peculiar  problem.  This 
will  do  much  to  keep  United  States 
broadcasting  in  its  leading  position. 


LEO  B.  TYSON 
Manager,  Don  Lee  System 

RAPIDLY  im- 
proving business 
conditions  on  the 
coast  indicate 
that  1933  will 
witness  a  marked 
increase  in  the 
volume  of  radio 
advertising.  Both 
local  and  chain 
advertisers  are 
already  making  extensive  radio 
plans  and  many  of  them  have  al- 
ready established  increased  broad- 
casting budgets.  Despite  adverse 
conditions,  radio  has,  from  the 
standpoint  of  tangible  results,  come 
through  during  the  past  year  with 
flying  colors  and  with  this  con- 
firmed confidence  on  the  part  of 
advertisers,  one  can  draw  no  other 
conclusion  but  that  radio  is  on  the 
up,  and  approaching  a  period  of  un- 
paralleled commercial  success.  Tele- 
vision should  make  its  long  await- 
ed entrance  during  1933  which  will 
unquestionably  furnish  a  definite 
impetus  to  broadcasting  generally. 


GLENN  SNYDER 
Manager,  WLS,  Chicago 

I  SEE  no  reason  to  believe  that 
1933  will  not  show  continued  and 
further  progress  in  the  business 
end  of  broadcasting.  The  fact  that 
radio  justifies  a  place  on  most  ad- 
vertising schedules  is  each  year  be- 
coming better  established  in  the 
minds  of  advertisers  and  their 
agents  and  it  becomes  an  accepted 
medium  in  more  and  more  adver- 
tising plans  each  year. 

In  our  own  case,  1932  has  shown 
a  very  gratifying  increase  over 
1931  and  the  outlook  is  for  a  still 
further  increase  in  1933.  Mail  re- 
sponse from  listeners  likewise  is 
constantly  increasing,  with  1932 
thirty  per  cent  ahead  of  the  pre- 
ceding peak  year. 

We  believe  that  naturally  the 
greatest  advertising  benefits  in 
1933  will  accrue  to  stations  that 


best  serve  their  listeners'  interests. 
The  value  of  any  advertising  medi- 
um is  directly  predicated  upon  the 
confidence  of  its  audience  be  they 
listeners  or  readers.  Advertisers 
have  always  appreciated  that  the 
medium  which  realized  its  first  re- 
sponsibility was  to  its  audience 
constituted  the  best  advertising 
value.  Stations  which  recognize 
this  responsibility  as  fundamental 
and  primary  will  find  their  value 
to  advertisers  greatest  and  their 
volume  of  advertising  in  1933 
greater. 

Advertising  results  follow  "read- 
er interest." 

NILES  TRAMMELL  ^ 
V.  P.,  Chicago  Division,  NBC 

IT  IS  MY  belief 

that  radio  broad- 
casting is  the  one 

most  important 

weapon  that 

American  b  u  s  i  - 

ness  is  using  and 

will    continue  to 

use  in  1933  in  the 

winning  war  on 

depression. 

All  experts  agree  that  greater 
resumption  of  buying  is  the  most 
needed  development.  It  is  my 
opinion  that  through  the  medium 
of  radio,  purchasing  will  be  accel- 
erated to  a  greater  extent  by  well 
planned  radio  campaigns  than  by 
any  other  method.  This  opinion  is 
based  on  my  faith  in  the  power  of 
advertising  generally. 

Statistics  show  us  that  radio  is 
the  one  thing  that  people  have  not 
eliminated  in  these  times  of  de- 
pression; that  there  are  more 
broadcast  listeners  today  by  far 
than  in  the  boom  days  of  '28  and 
'29.  The  logical  way  to  reach  these 
people,  therefore,  is  through  the 
Xadio  receiving  set. 


WALLACE  W.  WHITE,  Jr. 
U.  S.  Senator  from  Maine 

THE  BROAD- 
CASTING situa- 
tion in  this  coun- 
try will  be  little 
affected  during 
the  coming  year 
by  new  legisla- 
tion. International 
agreements  and 
administrative 
changes  required 
thereby  may,  however,  have  im- 
portant effects.  The  convention 
just  signed  at  Madrid  enlarges  the 
broadcasting  band.  This  proposal 
approved  by  broadcasters  arouses 
the  antagonism  of  the  mobile  in- 
terests and  especially  those  mak- 
ing use  of  the  marine  services. 
Conflicts  between  other  interested 
groups  may  result  from  this  con- 
vention. Another  significant  inter- 
national event  is  the  anticipated 
North  American  Conference  for 
the  consideration  of  a  regional 
agreement  with  respect  to  the 
broadcasting  frequencies.  The  im- 
portance of  such  a  conference  and 
of  its  work  cannot  be  overstressed. 

I  think  we  may  look  forward  to 
continued  improvement  in  broad- 
casting technique  and  in  the  char- 
acter and  appeal  of  the  programs 
which  the  broadcasting  system  of 
our  country  carries  to  so  many 
millions  of  our  people. 


New  Montreal  Unit 

HENRI  GONTHIER,  son  of 
Georges  Gonthier,  auditor-general 
of  Canada,  is  director  of  CKLP, 
the  new  broadcasting  station  sched- 
uled to  start  operation  Jan.  1  in 
Montreal  and  owned  by  La  Patrie, 
French  language  daily.  Studios 
are  in  the  Sun  Life  Building. 


RADIO  FLASHES  ON  BEER  ISSUE 

WIL,  St.  Louis,  Broadcasts  Daily  News  by  Washington 
 Correspondent;  Commercials  Interested  


THE  FIRST  in- 
stance of  a  broad- 
casting  station 
supplying  its  lis- 
teners with  regu- 
lar news  dis- 
patches  furnished 
by  an  accredited 
Washington  cor- 
respondent is  re- 
ported by  WIL, 
St.  Louis,  which  Mr.  Hendry 
has  engaged  the  services  of  Wil- 
liam C.  Murphy,  Jr.,  member  of 
the  Washington  staff  of  the  Phil- 
adelphia Public  Ledger  and  an 
outstanding  newspaper  and  maga- 
zine writer,  to  cover  current  activi- 
ties in  Congress  on  legislation  per- 
taining to  the  Eighteenth  Amend- 
ment. 

The  feature  started  early  in  De- 
cember and  has  proved  so  popular 
that  it  is  likely  it  will  be  continued 
as  a  daily  feature  whenever  Con- 
gress is  in  session,  according  to  A. 
B.  Hendry,  WIL  commercial  mana- 
ger. Each  day,  the  correspondent 
files  via  Postal  Telegraph  a  report 
to  WIL  at  a  stipulated  hour  so 
that  it  can  be  whipped  into  shape 
immediately  for  a  scheduled  broad- 
cast. 

The  action  of  WIL  in  covering 
possible  modification  of  the  Vol- 
stead Act  was  brought  about  by  the 
tremendous  interest  in  the  matter 


in  the  St.  Louis  district,  where 
Anheuser-Busch,  one  of  the  world's 
largest  breweries,  is  located.  The 
broadcast  is  plugged  several  times 
each  day,  calling  attention  to  the 
time  when  it  will  be  given  that 
evening. 

As  an  instance  of  the  astute 
manner  in  which  advertisers  have 
become  accustomed  to  listening  to 
programs  for  possible  sponsorship, 
two  telephone  calls  were  received 
after  the  first  broadcast,  asking 
that  salesmen  be  sent  to  discuss 
terms  of  sponsorship.  One  of  these 
firms  is  preparing  now  to  make 
the  broadcast  a  part  of  its  mer- 
chandising plans  and  has  bought 
sponsorship. 

The  broadcast  gives  both  sides 
of  the  modification  question  op- 
portunity to  voice  their  beliefs. 
Among  those  who  have  been  inter- 
viewed in  Washington  by  the  cor- 
respondent are  Representatives 
Dyer  and  Cochran  of  St.  Louis. 

"The  unusualness  of  the  broad- 
cast," said  Mr.  Hendry,  "has  great- 
ly impressed  the  entire  staff  of 
WIL,  who  have  been  watching 
closely  for  indications  of  its  de- 
gree of  success.  More  personal 
comments  have  been  received  by 
members  of  the  staff  concerning 
the  broadcast  than  of  any  other 
single  feature  inaugurated  by  the 
station  for  some  time." 


Networks  Climb  Slowly 
Out  of  Summer  Slump; 
November  Shows  Gains 

CONTINUING  slowly  but  steadily 

their  climb  out  of  the  summer 
depression,  the  two  major  network 
organizations  showed  slightly  in- 
creased revenues  during  November 
over  October.  Their  combined  in- 
comes from  time  sold  during  No- 
vember amounted  to  $3,059,848,  as 
compared  with  October  incomes  of 
$3,035,631.  The  November  figure, 
however,  is  still  considerably  be- 
low the  November,  1931,  income  of 
$3,504,817. 

For  the  first  11  months  of  1932, 
the  figure  nevertheless  reaches  a 
new  record  high  of  $36,101,093, 
which  compares  with  $32,192,342 
during  the  same  eleven  months  of 
1931.  This  is  attributable  chiefly 
to  the  strong  showings  made  during 
the  first  four  months  of  1932. 

National  Advertising  Records 
shows  that  NBC  during  November 
had  an  income  from  time  sales  of 
$1,953,953,  which  compares  with 
$2,475,  908  during  November,  1931. 
CBS  in  the  same  month  had  an 
income  from  the  same  source  of 
$1,105,895,  which  compares  with 
$1,028,912  in  November,  1931. 

Increases  were  shown  over  Oc- 
tober in  the  clothing  and  dry 
goods,  drugs  and  toilet  goods, 
jewelry  and  silverware,  oils,  ma- 
chinery, radios  and  musical  instru- 
ments, soaps  and  housekeepers' 
supplies,  and  travel  and  hotels 
classifications. 

Decreases  under  October  were 
shown  in  the  automotive,  tobacco, 
financial  and  insurance,  foods  and 
food  beverages,  house  furnishings, 
paints  and  hardware,  shoes  and 
trunks,  etc.,  stationery  and  pub- 
lishers and  miscellaneous  groups. 


Printing  and  Publishing 
Trade  Still  Far  Ahead 
Of  Radio,  Check  Shows 

THAT  radio's  $75,000,000  to  $100,- 
000,000  annual  business  is  still  a 
bagatelle  by  comparison  with  the 
printing  and  publishing  business 
is  evidenced  by  the  U.  S.  Census 
Bureau's  recently  issued  report  on 
the  census  of  manufacturers  for 
the  printing  and  publishing  busi- 
ness in  1931. 

It  shows  total  receipts  in  that 
year  were  20.1  per  cent  below 
those  of  1929,  yet  they  reached 
the  sum  of  $2,167,621,196,  as  re- 
ported by  10,131  newspapers,  11,623 
book  and  job  printing  plants  and 
103  music  publishers.  The  total 
receipts  were  made  up  as  follows: 

Newspapers  and  periodicals: 
subscriptions  and  sales,  $423,240,- 
468;  advertising,  $866,428,584. 

Books  and  pamphlets:  $146,089,- 
257. 

Commercial  printing:  general 
job  printing,  $523,995,641;  news- 
papers and  periodicals  printed  by 
others,  $70,407,858;  books  and 
pamphlets  printed  by  others,  $85,- 
913,025;  composition  sold  to  trade, 
$25,451,863;  ready  prints,  $3,472,- 
737. 

Sheet  music  and  books  of  music 
to  the  value  of  $12,190,954  were 
published  in  1931,  a  26.3  per  cent 
decline  from  the  $16,537,747  re- 
ported in  the  last  preceding  cen- 
sus of  manufactures  of  1929. 
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Station  and  Agency  CooperationUrged 

Careful  Credit  Examination,  Cash  Discounts  Advised; 
Program  Control  Held  Best  With  Broadcasters 


By  FREDERICK  R.  GAMBLE* 

Executive  Secretary 
American  Ass'n.  of  Advertising 
Agencies 

ONE  OF  the  first 
things  we  in  the 
agency  field  feel 
is  needed  is  con- 
certed action  on 
your  part  and 
ours.  I  don't 
know  of  a  better 
time  to  talk  of 
concerted  action 
than  immediately 
following  the  fine 


Mr.  Gamble 


report  of  Mr.  Bellows  on  the  work 
of  his  legislative  committee  be- 
cause it  illustrates  you  must  act 
concertedly  if  you  are  to  prevent 
further  government  regulation.  It 
is  in  the  offing  for  all  advertising. 
And  we  must  regulate  ourselves — 
you  in  your  stations  and  we  in  our 
shops — if  we  are  not  to  have  gov- 
ernment regulation.  That  is  the 
docti-ine  we  are  preaching  among 
agencies,  that  they  must  act  joint- 
ly to  prevent  further  government 
control. 

The  first  sequel  of  concerted  ac- 
tion on  your  part  and  ours  is  a 
cooperation  in  all  radio  matters. 
Last  spring  when  the  Radio  Com- 
mission investigation  was  disturb- 
ing us  all,  our  associations  worked 
together  to  furnish  an  answer 
which  would  forestall  some  of  the 
projected  legislation.  At  our  an- 
nual meeting  last  spring  we  in- 
vited Senator  Dill  and  Rep.  Davis 
to  address  the  radio  section.  We 
also  invited  officers  and  members 
of  your  association.  Such  con- 
tacts gave  broadcasters  the  agency 
point  of  view  and  the  agencies  an 
understanding  of  the  type  of  think- 
ing that  goes  on  in  Washington. 

Problems  Realized 

OUR  AGENCIES  understand  bet- 
ter than  before  the  problems  of 
government  supervision  which  you 
face.  We  all  know  that  you  are 
constantly  threatened  by  Congress 
with  new  types  of  legislation,  that 
you  have  been  for  a  good  many 
months  past  in  negotiation  with 
the  owners  of  copyrights  as  to 
what  fees  and  charges  they  are 
entitled  to.  We  are  somewhat 
concerned  because  some  of  those 
charges  will  undoubtedly  be  passed 
on  to  the  advertiser  and  some  of 
them  will  be  assessed  direct. 

We  are  also  aware  of  the  im- 
portance of  the  Radio  Commission. 
During  the  last  year  we  have  come 
to  see  how  closely  is  supervises 
everything  that  is  broadcast.  In 
that  connection,  there  is  one  point 
which  I  would  like  to  emphasize — 
that  agencies  generally  want  the 
control  of  agency  programs  to  be 
right  where  it  is — in  your  hands. 
They  want  to  be  told  when  pro- 
grams are  not  acceptable  and  they 
want  the  suggested  changes  made. 
The  agencies  will  fight  for  the  in- 
clusion of  everything  that  will  suit 
the  commercial  purpose  of  their 

*Excerpts  from  speech  before  re- 
cent convention  of  NAB  in  St.  Louis. 


clients,  but  the  final  word  on  what 
should  be  in  the  program  is  cer- 
tainly in  the  station's  hands. 

Responsibility  of  Stations 

THE  CONTROL  of  programs  car- 
ries with  it  a  large  part  of  the 
responsibility  for  improvement  of 
programs.  I  know  I  have  listened 
to  some  agency  programs  of  which 
I  was  ashamed.  There  are  prob- 
ably other  programs  of  which  we 
all  were  ashamed.  It  is  that  type 
of  program,  some  under  bad  aus- 
pices, which  it  is  easy  to  accept 
in  these  times  when  every  dollar 
of  business  is  hard  to  get  that 
gives  incentive  to  regulation  from 
without  the  industry. 

Some  of  the  things  which  sta- 
tions have  learned  about  agencies, 
and  are  learning,  include,  first  of 
all,  the  question  of  sole  liability. 
Why  is  it  the  station  must  be 
solely  liable?  Why  can't  it  go 
back  to  the  advertiser.  The  great 
danger  lies  in  double  liability  for 
the  advertiser.  If,  after  the  ad- 
vertiser has  paid  the  agency,  the 
agency  goes  broke  and  the  station 
should  go  back  and  demand  second 


payment  from  the  advertiser,  you 
can  see  it  would  soon  greatly  re- 
duce the  volume  of  advertising. 

I  believe  there  is  a  proposal  now 
which  is  going  to  be  considered 
by  your  board  of  directors  for  a 
more  careful  scrutiny  of  agency 
credit.  We  sincerely  hope  you  de- 
cide to  extend  credit  only  to  those 
agencies  that  deserve  it. 

Re  Agency  Recognition 

CLOSELY  tied  up  with  the  ques- 
tion of  credit  is  that  of  agency  rec- 
ognition. It  would  be  an  extremely 
welcome  thing  to  all  agencies  in 
our  association  if  NAB  recognizes 
only  qualified  advertising  agencies. 
It  is  not  possible  for  us  to  exert 
any  control  legally  over  who  shall 
form  an  advertising  agency. 

If  the  question  of  recognition  is 
understood  to  include  only  the  pay- 
ment of  agency  commissions  and 
does  not  include  credit,  it  might 
simplify  the  problem  which  you 
are  working  on.  I  think  you  might 
also  find  in  these  times  that  the 
payment  of  a  cash  discount  would 
facilitate  your  collections.  About 
(Continued  on  page  27) 


Two  Agency  Men 
On  A.  N.  A.  Survey 

Gannon  and  Haring  Named; 
KSTP  Joins  Movemen  t 

APPOINTMENT  of  Charles  Gan- 
non, of  Erwin,  Wasey  &  Co.,  and 
Chester  E.  Haring,  of  Batten,  Bar- 
ton, Durstine  &  Osborn,  Inc.,  as 
members  of  the  governing  com- 
mittee of  the  Cooperative  Analy- 
sis of  Broadcasting  is  announced 
by  the  American  Association  of 
Advertising  Agencies,  which  named 
the  committee  men  at  the  request 
of  the  Association  of  National 
Advertisers. 

Other  members  of  the  committee 
are:  D.  P.  Smelser,  Proctor  & 
Gamble,  chairman;  N.  B.  Stetler, 
Standard  Brands,  Inc.,  and  C.  H. 
Lang,  General  Electric  Co. 

Station  Subscribes 

ANNOUNCEMENT  was  also  made 
that  KSTP,  of  St.  Paul,  is  the  first 
broadcasting  station  to  join  the 
movement  which  is  nearing  the 
end  of  its  third  year.  The  Coop- 
erative Analysis  of  Broadcasting 
had  its  inception  in  a  pioneer  study 
of  radio  made  by  the  Association 
of  National  Advertisers  in  1929, 
the  results  of  which  were  carried 
in  a  booklet  entitled  "The  Adver- 
tiser Looks  at  Radio". 

As  a  result  of  the  finding  that 
advertisers  knew  very  little,  if 
anything,  about  radio,  the  radio 
committee  of  the  A.N.A.  engaged 
Crossley,  Inc.,  research  organiza- 
tion, to  make  a  survey  of  how 
many  sets  are  in  use  throughout 
the  day,  who  is  listening,  what 
programs  are  most  popular,  and 
what  stations  have  largest  au- 
audiences. 

Much  Data  Collected 

FROM  the  information  collected 
data  is  now  available  on  listen- 
ing habits  by  sex,  age,  income 
groups  and  sections  of  the  coun- 
try. Through  the  investigation,  a 
monthly  ranking  of  program  pop- 
ularity is  obtained  for  approxi- 
mately 400  leading  radio  broad- 
casts. 

The  work  will  complete  its  third 
year  in  February,  at  which  time 
there  will  have  been  made  more 
than  one-quarter  of  a  million  per- 
sonal interviews,  nearly  a  million 
mentions  of  stations  and  nearly 
a  million  mentions  of  programs. 
Each  year's  work  is  based  upon 
96,000  calls  on  American  homes, 
the  calls  being  scheduled  so  that 
the  work  is  based  on  168  days  out 
of  the  year,  the  days  being  evenly 
distributed  throughout  the  whole 
year. 

The  first  year's  work  was  financ- 
ed entirely  by  national  advertisers. 
In  the  second  year,  participation 
was  open  to  agents  by  advertising 
agencies.  Thirty-five  leading  ad- 
vertisers and  agencies  are  now 
participating. 


MAYOR  OF  RADIO  CITY— S.  L.  "Roxy"  Rothafel,  director  of  Radio 
City  theaters,  offered  the  first  of  a  series  of  Sunday  programs  by  Roxy's 
Mammoth  Symphony  from  the  stage  of  the  new  Radio  City  Music  Hall 
Christmas  Day.  On  New  Year's  Day,  Leopold  Stokowski  was  to  conduct. 


WLW  Adds  Red 

WLW,  Cincinnati,  which  has  been 
a  mid-west  outlet  for  the  NBC- 
WJZ  network  programs,  has  added 
outstanding  features  of  the  WEAF  I 
network  because  of  its  extensive 
coverage. 
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THEATER  UNITS  OPENED 


Views  of  the  New 
RKO  Roxy  Theatre. 
Left,  Above,  the  Ex- 


CONCEIVED  in  the  fecund  minds  of  Merlin  Hall  Ayles- 
worth  and  S.  L.  (Roxy)  Rothafel  during  a  casual  luncheon 
a  few  years  ago,  and  carried  through  with  Rockefeller 
financing,  the  first  units  of  the  most  magnificent  building 
enterprise  in  modern  times — Radio  City— were  opened  to 
public  gaze  and  wonderment  as  the  year  1932  was  being 
ushered  out.  The  initial  units  are  the  theaters.  The  70- 
story  structure  that  will  ultimately  house  the  offices  and 
studios  of  NBC  and  its  parent  company,  RCA,  is  also  much 
in  evidence  in  Rockefeller  Center,  but  its  interior  finishing 
is  far  from  done  and  it  will  be  spring  or  summer  before 
those  companies  move  in. 

Music  Hall,  the  colossal  theater  seating  6,200,  designed 
for  variety  shows,  was  opened  with  gala  ceremony  the  night  of  Dec.  27. 
Two  nights  later  the  RKO  Roxy,  the  large  motion  picture  theater  unit, 
with  a  seating  capacity  of  3,700,  was  dedicated.  Both  theaters  are 
modern  in  the  extreme,  though  simplicity  and  comfort  are  the  reigning 
motifs.  Growing  out  of  radio,  indicating  the  intimate  relationship  pre- 
vailing between  radio  and  its  allied  arts,  the  theater  units  furnish  mas- 
sive and  silent  but  eloquent  tribute  to  the  hold  that  radio  has  upon  the 
amusement  arts. 

Radio  personnel,  indeed,  are  manning  these  initial  enterprises  of  Radio 
City.  "Roxy,"  who  is  director  of  the  theaters,  earned  his  national  repu- 
tation on  the  radio,  though  his  experience  in  show  business  dates  back 
23  years.  Erno  Rapee  left  NBC  to  become  musical  director  of  Radio 
City,  and  has  two  symphony  orchestras  under  him — one  of  100  pieces 
in  Music  Hall  and  one  of  50  pieces  in  the  RKO  Roxy  Theater. 

Mr.  Rapee's  staff  includes  12  men.  Conductors  include  Joseph  Littau, 
for  more  than  three  years  conductor  at  the  original  Roxy  Theater; 
Charles  Previn,  director  of  the  original  Camel  Hour  on  NBC-WJZ  and 
more  recently  with  the  St.  Louis  Municipal  Opera;  Macklin  Marrow, 
conductor  and  composer,  and  others  of  note. 

Leon  Rosebrook,  staff  conductor  for  NBC  and  formerly  director  of  the 
Municipal  Chorus  School  of  the  St.  Louis  Municipal  Opera,  is  chorus 
director  for  both  theaters. 

In  charge  of  the  radio  broadcasts  from  the  studios  in  Music  Hall  is 
Leo  Russoto,  who  served  in  the  same  capacity  at  the  old  Roxy  Theater. 


terior;  Right,  Above, 
the  Lobby,  Whose 
Stream-Lines  are  De- 
cidedly Sea -Going; 
Below,  the  Oval 
Auditorium,  Show- 
i  n  g  the  Staggered 
Mezzanines  and  the 
Wood-Panelled  Walls 


(Reproduced  by  courtesy 
of  Musical  America) 


Sponsor  Hires  Hall 

THE  CHAMBER  music  hall  of 
the  Carnegie  Hall  building,  New 
York,  has  been  engaged  for  the 
Buick  -  Pontiac  -  Oldsmobile  Sales 
Company's  weekly  Pontiac  pro- 
grams over  58  stations,  featuring 
Colonel  Stoopnagle  and  Budd,  so 
that  an  audience  of  500  persons 
can  attend  each  performance.  The 
first  program  was  heard  Wednes- 
day, Dec.  28,  at  9:30  p.  m.,  but  all 
future  programs  are  to  be  heard 
Thursday  nights,  9:30  p.  m.  This 
is  the  first  CBS  program  to  be  pre- 
sented with  so  many  spectators. 
The  chamber  music  hall  had  to  be 
remodelled  for  radio  purposes,  its 
stage  being  enlarged  to  accommo- 
date the  45-piece  orchestra  and 
20-voice  chorus  also  on  the  pro- 
gram. 


NAB  Progresses 

PROGRESS  is  being  made  by  the 
NAB  board  of  directors  toward 
fulfillment  of  the  projects  adopted 
at  the  recent  St.  Louis  convention 
designed  to  bolster  the  industry, 
according  to  A.  J.  McCosker,  di- 
rector of  WOR,  Newark,  and  pres- 
ident of  the  NAB.  Mr.  McCosker 
indicated  that  an  announcement 
shortly  will  be  made  setting  forth 
details.  A  meeting  of  a  committee 
of  the  NAB  board  was  held  in 
Philadelphia  a  fortnight  ago,  at 
which  the  plans  were  considered. 


PRESIDENT  HOOVER,  speaking 
23  times,  heads  the  list  of  423  gov- 
ernment officials  who  delivered 
more  than  1,000  speeches  on  NBC 
networks  during  1932. 
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Mobilizing  All  ASCAP  'Victims' 
To  Force  Reasonable  Royalties 

Broadcasters,  Hotels,  Restaurants,  Dance  Halls, 
May  Unite;  "Educational"  Material  Sent 


PLANS  for  mobilizing  all  of  the 
so-called  "victims"  of  the  copy- 
right royalty  demands  of  the 
American  Society  of  Composers, 
Authors  and  Publishers,  including 
broadcasters,  hotels,  restaurants, 
dance  halls,  amusement  parks  and 
other  performers  of  music,  are 
being  fostered  in  an  effort  to  bring 
about  "fair  and  reasonable"  royal- 
ties. 

Having  forced  a  contract  with 
broadcasters  whereby  they  will 
pay  vastly  increased  revenues  for 
the  use  of  copyrighted  music,  it 
is  reported  that  ASCAP  now  is 
working  out  increased  rates  for 
other  performers  of  music  for 
profit  whether  they  be  music  halls 
having  their  own  orchestras  or 
barber  shops  picking  up  music  on 
radio  receivers.  In  the  case  of 
amusement  parks,  it  is  reported 
that  ASCAP  has  demanded  about 
three  times  as  much  as  they  form- 
erly paid. 

Federal  Agencies  Inquiring 

MEANWHILE,  both  the  Depart- 
ment of  Justice  and  the  Federal 
Trade  Commission  are  inquiring 
into  the  corporate  setup  and  ac- 
tivities of  ASCAP  to  ascertain 
whether  it  is  a  combination  which 
violates  the  anti-monopoly  laws 
and  whether  it  is  guilty  of  re- 
straint of  trade.  These  inquiries 
are  direct  outgrowths  of  the  con- 
troversy between  broadcasters  and 
ASCAP  provoked  by  the  new  con- 
tracts allegedly  forced  upon  the 
broadcasters  which  boost  music 
royalties  by  some  300  per  cent, 
based  on  present  revenues. 

The  federal  agencies,  it  is  un- 
derstood, are  not  only  studying 
ASCAP  activities,  but  are  inquir- 
ing into  the  functions  of  the  Music 
Publishers  Protective  Association, 
which  is  made  up  of  approximate- 
ly the  same  group  of  publishers 
who  serve  on  the  ASCAP  board, 
and  which  grants  licenses  in  the 
recording  and  transcription  field. 
These  licenses  are  held  necessary 
by  MPPA  on  the  ground  that  they 
are  for  public  performance,  but  it 
is  stipulated  that  the  records  can 
be  played  only  by  stations  having 
ASCAP  licenses. 

Double  Royalty  Hit 

IN  SOME  quarters  it  is  argued 
that  the  MPPA  license  is  illegal 
since  it  works  as  a  double-royalty 
in  cases  of  broadcasting  stations 
which  already  are  ASCAP  li- 
censees. The  MPPA  charges  a 
flat  fee  of  25  cents  per  number 
per  record  on  ordinary  music,  and 
50  cents  for  restricted  numbers. 
The  suggestion  has  been  made  that 
the  50  cent  fee  could  be  avoided  if 
advertisers,  in  making  transcrip- 
tions, would  not  specify  numbers 
on  the  restricted  lists. 

Oswald  F.  Schuette,  director  of 
copyright  activities  of  the  NAB, 
sees  a  great  deal  of  merit  in  uni- 
fied action  of  all  performers  of 
copyright  music  against  ASCAP. 


In  a  bulletin  to  all  broadcasters 
Dec.  28,  he  urged  them  to  contact 
the  hotels,  restaurants  and  other 
performers  of  music  in  their  lo- 
calities and  cooperate  with  them. 
He  also  suggested  that  they  notify 
their  delegations  in  Congress  of 
their  grievances  because  such  com- 
plaints would  find  their  way  to  the 
Department  of  Justice  and  Trade 
Commission. 

Frank  A.  K.  Boland,  general 
counsel  of  the  national  hotel  men's 
trade  association,  has  asked  all  his 
members  to  do  nothing  whatever 
about  the  new  demands  of  ASCAP 
for  royalties  until  he  advises  them. 
Mr.  Boland  testified  before  the 
House  Patents  Committee  last  year 
in  opposition  to  ASCAP,  and  its 
demands  for  royalties  on  every  re- 


WHITHER  go  the  moneys  that  are 
paid  into  the  yawning  coffers  of 
ASCAP?  This  question  is  partial- 
ly answered  in  the  January  Fort- 
une, which  carries  an  article  titled 
"5,000,000  Songs,"  purporting  to 
disclose  the  inner  workings  of 
America's  major  copyright  music 
pool. 

The  article  somewhat  sardonical- 
ly calls  radio  ASCAP's  "dearest 
friend  and  severest  critic,"  but  adds 
that  "radio  and  every  other  hard- 
headed  industry  would  find  it  diffi- 
cult to  understand  an  organization 
which  represents  so  curious  a  blend 
of  business  and  sentiment."  Though 
the  article  may  leave  the  impres- 
sion that  all  is  well  within  the  So- 
ciety's own  ranks,  and  that  the  di- 
vision of  spoils  by  its  committees 
of  songwriters  and  publishers  is 
satisfactory  to  all,  it  is  otherwise 
a  fair  appraisal  in  general  of  the 
Society's  workings. 

It  shows  that  ASCAP's  1931 
budget  amounted  to  $1,971,000,  of 
which  radio  furnished  $939,000; 
motion  pictures,  $665,000;  dance 
halls,  $135,000;  hotels,  $89,000; 
restaurants,  $79,500,  and  parks, 
carnivals,  circuses  and  steamships, 
$63,000. 

This  income  was  expended  as  fol- 
lows: divided  among  700  authors 
and  composers,  who  are  classified 
in  14  categories  according  to  vogue 
and  popularity  of  their  songs, 
$643,500;  divided  among  100  pub- 
lishers, $643,500;  indigent,  out- 
moded composers,  $96,600;  foreign 
composers,  authors  and  publishers, 
$96,600;  reserve  fund,  $96,600,  and 
operating  expenses,  $394,200. 

The  classifications  of  composers 
and  divisions  of  income  are  done 
by  the  composers'  own  committee 
of  12,  and  this  is  where  the  "curi- 
ous blend  of  business  and  senti- 
ment" enters  in.  The  article  shows 
that  the  Class  AA,  most  active  and 
highest-paid  list,  included  51  writ- 
ers who  got  $5,000  each.  Among 


Stamps  on  the  Air 

PHILATELISTS  in  Philadel- 
phia and  vicinity  get  a  break 
now  in  the  Uncle  Wip  broad- 
casts over  WIP-WFAN  every 
Wednesday  from  7  to  7:30 
p.m.  G.  A.  Henhoeffer,  phil- 
atelic authority,  gives  talks 
as  a  round-the-world  itiner- 
ary is  followed.  Novel  sound 
effects  are  employed  to  cre- 
ate atmosphere  of  the  places 
visited. 


ceiving  set  in  hotel  rooms,  besides 
regular  orchestra  copyright  royal- 
ties. 

Schuette  Reports  Progress 

MR.  SCHUETTE  pointed  out  that 
dance  halls,  night  clubs,  and  the 
like,  that  have  orchestras,  pay  the 
ASCAP  royalty  direct,  just  as  in 
cases  of  broadcasting  stations.  But 
small  business  establishments,  like 
drug  stores,  barber  shops  and  boot- 
black stands  that  pick  up  the  music 


these  are  Irving  Berlin,  Rudolf 
Friml,  Sigmund  Romberg,  George 
Gershwin,  the  estates  of  Victor 
Herbert,  John  Philip  Sousa,  et  al. 
Class  A  paid  some  $4,000  to  such 
as  Fritz  Kreisler,  Al  Jolson,  et  al. 
But  most  of  these  men,  it  is  stated, 
get  their  real  incomes  out  of  pro- 
ductions using  their  songs  and 
some,  like  Berlin  and  Kern  and 
Donaldson  and  Gershwin  and  De 
Sylva,  Brown  and  Henderson,  have 
substantial  interests  in  publishing 
houses  which  produce  their  songs. 

The  history  of  the  Society  is 
traced  in  the  article,  and  personal 
sidelights  furnished  on  Victor  Her- 
bert and  Gene  Buck,  who  really 
organized  it,  and  Edwin  Claude 
Mills,  who  is  "heading  the  fight 
against  radio."  The  plaint  that 
radio  has  cut  sheet  music  sales  is 
again  aired,  but  radio  is  quoted  as 
refusing  to  take  the  blame  for  a 
business  that  "started  downhill  be- 
fore the  days  of  broadcasting." 
Radio  is  credited  with  reviving 
more  and  more  old  songs  and, 
though  blamed  for  "plugging" 
popular  ones  to  untimely  deaths,  it 
is  shown  as  a  chief  medium  for 
promoting  the  popularity  of  songs. 

"Band  leaders,"  says  the  article, 
"are  the  ones  who  plug  songs  now 
— Rudy  Vallee,  Paul  Whiteman, 
Guy  Lombardo,  Ben  Bernie,  Wayne 
King,  George  Olsen,  most  of  whom 
have  up-to-date  business  offices 
which  publishers'  touts  besiege. 
The  ASCAP  frowns  on  the  custom 
of  paying  these  men  to  plug  songs 
but  the  custom  persists.  The  sys- 
tem is  slightly  different  from  what 
it  used  to  be.  Now  if  an  orchestra 
leader  will  play  a  song  night  after 
night  the  publisher  will  often  cut 
him  in  on  the  song's  royalties.  Just 
the  same  the  elevators  in  broad- 
cast studios  carry  up  many  pub- 
lishers' hireling,  daily  with  ten- 
dollar  bills  in  their  pockets  ready 
to  slip  to  people  who  will  do  their 
songs." 


on  receivers  are  in  an  entirely  dif- 
ferent position.  He  suggested  that 
in  such  cases,  the  proprieters  get 
in  touch  with  the  manufacturers 
of  the  sets  they  use.  The  Radio 
Manufacturers  Association,  conse- 
quently, would  become  a  vitally 
interested  party,  since  ASCAP 
royalty  demands  from  such  sources 
will  definitely  affect  set  sales. 

Definite  results  are  being  realized 
from  the  campaign  of  resistance 
against  ASCAP  devised  by  Mr. 
Schuette.  He  reports  word  from 
many  broadcasters  endorsing  his 
ban  on  "song  plugging"  and  re- 
stricted numbers.  In  line  with  his 
second  proposal,  construing  vari- 
ous clauses  of  the  copyright  con- 
tracts in  a  way  that  works  to  the 
benefit  of  the  broadcaster,  he  de- 
clared many  stations  are  revising 
their  systems  of  accounting  to 
take  advantage  of  the  suggestions. 
Among  other  things,  Mr.  Schuette 
brought  out  that,  as  he  construed 
the  contract,  it  provides  for  the 
payment  of  the  3  per  cent  royalty 
(during  the  first  year)  only  on 
money  "actually  paid"  the  station 
for  sale  of  "time  on  the  air."  He 
suggested  therefore,  that  stations 
should  not  sell  "time  on  the  air" 
as  including  anything  except  ac- 
tual use  of  the  microphone  and 
the  carrier  wave.  All  other  ser- 
vices, he  advised,  should  be  charged 
separately  and  the  books  of  the 
station  should  be  kept  accordingly. 

Advises  on  Commissions 

ON  THE  AGITATED  subject  of 
commissions,  Mr.  Schuette  inter- 
preted the  clause  to  mean  that  a 
sum,  not  exceeding  15  per  cent, 
may  be  deducted  from  the  month's 
aggregate  of  sales,  and  not  that 
the  15  per  cent  limitation  falls 
on  the  individual  items.  Further, 
he  said  the  contract  refers  specifi- 
cally to  "advertising"  commissions, 
and  that  therefore  it  has  nothing 
to  do  with  the  charges  made  by 
the  brokers,  provided  they  have 
been  deducted  before  the  money  is 
"actually  paid"  to  the  station. 

Broadcasters  received  a  dose  of 
copyright  information  from 
ASCAP  itself  during  the  last  fort- 
night, when  E.  C.  Mills,  ASCAP 
general  manager  sent  to  "all  li- 
censed stations"  a  four-page  cir- 
cular letter  together  with  a  cata- 
logue of  ASCAP-afiiliated  compos- 
ers, containing  some  50,000  listings 
of  American  and  foreign  compos- 
ers and  other  pertinent  informa- 
tion. 

In  his  letter,  Mr.  Mills  said  it 
was  his  desire  to  "contribute  all 
we  possibly  can  toward  a  thorough 
understanding"  of  the  copyright 
situation.  "We  consider  your 
group  as  our  best  customers  and 
we  are  anxious  to  give  you  every 
possible  service  under  your  license 
with  us",  he  stated. 

Other  Copyright  Groups 

MR.  MILLS  pointed  out  that  there 
are  many  copyright  owners  not 
affiliated  with  any  society,  and  be- 
cause of  this  the  broadcaster  may 
not  safely  assume  that  the  copy- 
right owner  is  willing  that  his 
works  shall  be  publicly  performed 
for  profit  without  license.  Besides 
ASCAP,  he  said,  other  copyright 
agencies  functioning  in  the  United 
States  are  Associated  Music  Pub- 
lishers, Inc.,  New  York;  Elkan- 
{Continued  on  page  26) 


Radio  ASCAP  Chief  Source  of  Income; 
How  $1,971,000  Budget  Was  Divided 

"Fortune"  Article  Recounts  "Business  Sentiment"  Setup 
Of  Copyright  Group;  Tells  How  Songs  are  Plugged 
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Department  Store  Features  Children 

Any  Child  Eligible  to  Take  Part  in  Weekly  Broadcast; 
Sales  Prove  Success  of  Enterprise  in  Cleveland 


By  GLEN  F.  RITTENBURG 
Account  Executive 
WGAR,  Cleveland 

TAKE  the  universal  appeal  of 
children  to  the  human  heart,  let 
those  children  perform  before  a 
microphone,  add  a  dash  of  sales 
promotion  and  you  have  a  radio 
idea  with  few  equals  in  commercial 
possibilities  and  results. 

The  Bailey  Co.,  operating  three 
department  stores  in  Cleveland, 
accepted  this  formula  compounded 
by  the  WGAR  merchandising  de- 
partment some  nine  months  ago. 
Week  after  week,  interest  and 
value  attached  to  the  Children's 
Hour  grow  for  the  sponsor  and  the 
station. 

Stage  Set  at  Store 

THE  PROGRAM  goes  on  the  air 
between  10  and  11  o'clock  every 
Saturday  morning  from  the  chil- 
dren's department  of  the  downtown 
Bailey  store.  A  stage  with  all  the 
fittings  has  been  set  up  for  the 
broadcast  studios,  and  back  of  the 
footlights  are  seats  for  several 
hundred  people,  including  admir- 
ing parents,  relatives  and  friends 
of  the  participants. 

Any  child  between  the  ages  of  2 
and  12  years  is  eligible  to  appear 
on  the  program.  He  or  she  may 
sing,  recite,  play  a  musical  instru- 
ment or  dance.  And  if  you  don't 
think  considerable  talent  and  many 
budding  artists  are  discovered  in 
these  appearances,  you  have  an- 
other guess  coming.  But  good  or 
not  so  good,  the  fact  remains  that 
children  on  the  air  cast  an  appeal 
over  grown-ups  that  can't  be  de- 
nied. 

No  Rehearsals 

CHILDREN  qualify  for  these  ap- 
pearances by  registering  at  the 
store,  and  there  are  always  several 
hundred  awaiting  their  turn.  Some 
twenty  appear  in  every  weekly  pro- 
gram. The  first  case  of  "stage 
fright"  is  yet  to  be  reported.  There 
are  no  rehearsals.  Everything  is 
spontaneous  and  natural. 

Clyde  Wood,  WGAR  favorite 
among  Cleveland  children,  acts  as 
"Uncle  Clyde"  and  master  of  cere- 
monies. Rarely  does  Clyde  walk 
down  Euclid  Avenue  without  being 
hailed  by  some  alert  bright-eyed 
youngster.  They  know  and  remem- 
ber him  just  as  they  know  and  re- 
member the  Bailey  store. 

Each  weekly  program  is  a  con- 
test, and  the  radio  audience  votes 
by  letter  direct  to  the  store  on  the 
best  act  put  on  by  a  boy  and  the 
best  act  by  a  girl.  The  two  win- 
ners receive  certificates  good  for 
$10  in  trade  at  any  department  of 
the  Bailey  store. 

Sales  Reflect  Popularity 

HUNDREDS  of  votes  pour  in 
weekly.  Competition  is  keen.  The 
boys  and  girls  work  for  their  votes 
before  and  after  the  broadcast  in 
a  manner  that  would  put  a  ward 
politician  to  shame. 

A  few  short  announcements  of 


PART  OF  CROWD  of  children  witnessing  the  special  WGAR  "Children's 
Hour"  program  sponsored  by  Cleveland  department  store  organization. 


Bailey  specials  are  sandwiched  in 
between  some  of  the  children's 
acts.  Records  show  these  are  busi- 
ness pullers.  One  week  the  lug- 
gage department  was  practically 
sold  out.  In  a  month,  advertised 
merchandise  in  the  bedding  depart- 
ment was  gone.  Nine  bicycles  were 
sold  as  the  result  of  one  announce- 
ment. 

But  more  important,  these  chil- 


dren, future  citizens  of  Cleveland, 
never  forget  the  Bailey  Co.  They 
bring  their  parents,  relatives  and 
friends  to  the  store.  Thousands 
are  made  "Bailey  conscious." 

It  is  interesting  to  note  that  the 
success  of  these  programs  has 
caused  the  idea  to  spread  to  other 
cities.  The  show  is  too  much  of  a 
"natural"  to  miss  as  a  good-will 
builder  and  sales  promoter. 


Three  Audiences 
Reached  by  Store 

THREE  TYPES  of  listeners,  each 
having  a  different  program  taste, 
are  sought  by  WSYR,  Syracuse, 
and  Edward's  Store,  also  of  Syra- 
cuse, in  a  series  of  broadcasts  just 
started.  The  three  audiences  are 
the  children,  young  women  and 
men. 

A  children's  program,  with  a 
complete  juvenile  cast,  is  presented 
each  Saturday  morning  from  the 
store's  auditorium.  "Famous 
Faces,"  an  analysis  of  the  beauty 
of  noted  women,  is  offered  to  at- 
tract young  matrons  and  girls.  The 
third  program,  broadcast  on  Sun- 
day evening,  is  a  first-hand  ac- 
count of  the  International  Hockey 
League  contests  and  is  intended  to 
attract  the  men. 

The  programs  were  planned  by 
E.  S.  Barlow,  advertising  manager 
of  Edward's  Store,  and  Howard  C. 
Barth,  general  manager  of  WSYR. 


Canada  Dry  Drops 

CANADA  DRY  ginger  ale,  featur- 
ing Jack  Benny  and  Ted  Weems' 
orchestra  on  CBS  Thursday  and 
Sunday  nights  goes  off  the  air 
Jan.  26.  Various  reports  are 
current  as  to  the  reason  why  the 
account  is  going  off.  One  is  a 
conflict  between  Jack  Benny  and 
Sid  Silvers.  The  latter  acts  as 
Benny's  stooge  on  the  programs 
and  writes  the  material.  Account 
is  handled  by  N.  W.  Ayer  &  Son, 
New  York.  Jack  Benny  last  week 
notified  NBC  of  his  willingness  to 
accept  a  program  on  that  network 
and  NBC  is  now  trying  to  sell 
him  along  with  George  Olsen's  or- 
chestra and  Ethel  Shutta,  the  same 
combination  that  Canada  Dry  fea- 
tured while  on  the  CBS  network. 


Census  Data  Tabulated 
By  Agency  In  New  Book 

A  COMPENDIUM  of  official  sta- 
tistics gathered  by  federal  enumer- 
ators in  the  1930  census,  covering 
data  available  for  cities  of  100,000 
or  more,  has  been  issued  by  E. 
Katz  Special  Advertising  Agency, 
New  York,  which  is  marketing  the 
volume  for  $2.50.  This  37-page 
book  represents  "a  sincere  effort  to 
compile  in  convenient,  usable  form 
all  the  information  the  recent  cen- 
sus has  made  available  for  the  use 
of  people  interested  in  merchandis- 
ing and  marketing  to  the  Ameri- 
can public." 

The  tables  show  population  of 
the  cities  and  its  composition, 
homes  and  home  ownership,  homes 
by  value  and  rental,  families  with 
radios,  telephone  and  electricity 
and  their  income  tax  returns,  re- 
tail and  wholesale  sales.  The  sec- 
ond part  breaks  down  these  figures 
by  sections.  This  is  an  important 
book  to  radio  executives  for  calcu- 
lating potential  markets  and  pur- 
chasing power. 


RMA-NAB  Parley 

BELIEVING  that  reception  can  be 
improved  through  elimination  of 
"hum"  said  to  exist  in  broadcast 
transmitters  in  various  parts  of 
the  country,  the  Radio  Manufac- 
turers Association  has  asked  the 
NAB  to  cooperate  in  a  joint  con- 
ference of  engineers  of  the  two 
organizations.  Reports  of  this  in- 
terference, the  RMA  announces, 
have  been  considered  by  its  engi- 
neering division,  which  believes 
that  cooperative  measures  by  sta- 
tions and  set  manufacturers  can 
correct  the  conditions  to  the  bene- 
fit of  both  stations  and  set  dealers. 
The  proposal  will  be  considered  at 
the  next  meeting  of  the  NAB 
board. 


Hearst  Papers  Sponsor 
World's  Disk  Programs 
To  Aid  Local  Circulation 

HEARST  newspapers  will  launch 
an  ambitious  series  of  musical-dra- 
matic transcription  programs  dur- 
ing the  week  of  Jan.  1  over  a  large 
list  of  selected  stations  with  the 
avowed  purpose  of  boosting  the 
circulations  of  each  of  the  17  pa- 
pers. World  Broadcasting  System 
is  handling  the  contract,  which  is 
reported  to  be  for  52  weeks. 

Outstanding  features  from  the 
American  Weekly,  Sunday  sup- 
plement of  the  Hearst  papers,  will 
be  dramatized.  Two  15-minute 
periods  a  week  will  be  used,  the 
nights  to  be  selected  by  local 
Hearst  editors  and  advertising 
managers. 

Programs  will  range  from  grand 
opera  to  jazz  in  musical  back- 
ground, while  the  drama  will  in- 
clude murder  trials,  romances,  his- 
toric events,  and  scientific  achieve- 
ments. 

Raoul  Marie,  former  film  direc- 
tor now  associated  with  World, 
will  direct  a  cast  that  includes 
such  celebrities  as  Conway  Terrle, 
Bert  Lytell,  Lou  Tellegen,  William 
Gaxton,  Paul  Muni,  Mary  Duncan, 
Katherine  Renwick  and  Martha 
Attwood  of  the  Metropolitan  Opera 
Company.  Gustave  Haenschen  will 
plan  and  direct  the  music. 

Sponsor's  announcements  will 
vary  with  each  locality  so  as  to 
feature  local  papers.  Commercial 
messages  will  be  limited  to  45  sec- 
onds about  a  minute  before  the 
program  closes. 


Huge  Coffee  Campaign 
Committee  Is  Appointed 

NINE  MEN  comprise  the  commit- 
tee appointed  to  direct  the  $1,000,- 
000  cooperative  coffee  campaign 
recently  authorized  by  the  Na- 
tional Coffee  Council  of  Brazil. 
The  campaign  will  be  handled  by 
N.  W.  Ayer  &  Son,  Philadelphia, 
and  will  use  radio  among  other 
media.  Four  were  chosen  from  the 
Brazilian-American  Coffee  Promo- 
tion Committee  and  four  from  the 
Associated  Coffee  Industries  of 
America,  while  Berent  Friele,  pres- 
ident of  the  American  Coffee 
Corp.,  represents  both  groups. 

The  other  committee  members 
are:  Sebastiano  Sampaio,  Consul 
General  of  Brazil;  David  N.  Wal- 
ker, Arbuckle  Brothers;  James  F. 
Brownlee,  General  Foods  Corp.; 
W.  Miles  Ryan,  Ryan  Coffee  Co.; 
Travers  Smith,  Standard  Brands, 
Inc.;  Carl  Stoffregen,  president  of 
Steinwnder,  Stoffregen  &  Co.; 
Theodore  Pfeil,  Hard  &  Rand,  Inc., 
and  L.  Boardman,  William  S. 
Scull  Co. 


New  Radio  Producer 

RADIO  PRODUCTIONS,  Inc.,  a 
new  agency  offering  complete  pro- 
duction, audition  and  rehearsal  stu- 
dio facilities,  has  opened  studios 
and  a  little  theater  to  be  known 
as  "Radio  Playhouse"  in  the  Beaux 
Arts  Bldg.,  Eighth  and  Beacon 
Streets,  Los  Angeles.  The  play- 
house has  a  seating  capacity  of 
550. 
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Special  Authority 
Conditions  Set  Up 

Commission  Limits  Stations 
in  Extra-License  Operation 

SPECIAL  authorizations  for  broad- 
casting stations  will  be  granted 
hereafter  only  when  applications 
are  filed  at  least  10  days  in  ad- 
vance and  when  certain  other  con- 
ditions are  complied  with  under  a 
ruling  announced  by  the  Radio 
Commission  Dec.  20.  In  a  circu- 
lar to  all  stations,  James  W.  Bald- 
win, Commission  secretary,  ex- 
plained that  because  of  the  great 
increase  in  such  requests  the  Com- 
mission had  decided  upon  the  new 
procedure.  The  circular  follows  in 
full  text: 

A  great  many  requests  are  received  by 
the  Commission  for  special  authorizations 
to  permit  the  operation  of  stations  in  a 
manner  and  to  an  extent  which  are  at 
variance  with  the  terms  of  existing  li- 
censes. Because  of  the  increased  number 
of  such  requests  and  the  consideration 
that  must  be  given  to  the  need  of  such 
extended  service  and  to  the  question 
whether  the  granting  thereof  might  ad- 
versely affect  the  listeners  residing  in  the 
normal  service  areas  of  other  stations,  the 
Commission  has  adopted  the  following  pro- 
cedure which  must  be  adhered  to  by  all 
applicants  : 

1.  Applications  for  special  authorizations 
must  be  made  by  the  licensee. 

2.  Applications  for  special  authorizations 
must  be  received  in  the  offices  of  the 
Commission  at  least  ten  (10)  days 
previous  to  the  date  for  which  the 
authorization   is  requested. 

3.  Applications  made  by  "Limited", 
"Day'',  "Part  Time",  or  "Specified 
Hour"  stations  must  be  supported  by 
the  consent  of  the  dominant  station  or 
the  station  with  which  the  applicant 
divides  time.  Consents  must  be  re- 
ceived by  the  Commission  direct  from 
the  stations  giving  them  and  must 
show  whether  the  consent  is  for  simul- 
taneous operation  or  whether  the  sta- 
tion giving  the  consent  is  giving  up 
the  time  sought  by  the  applicant. 

4.  Applicant  must  show  the  public  need 
for  such  authorization. 

Approval  by  the  Commission  will  not 
be  given  in  cases  where  another  station 
IS  licensed  to  operate  in  the  same  locality 
and  during  the  hours  specified  in  the 
application. 


Ultra  -  Modern  Antenna, 
Vertical  Radiator  Type, 
Will  Be  Built  for  WhW 

AN  820-FOOT  vertical  radiator 
antenna  tower  is  to  be  erected  for 
WLW,  Cincinnati,  at  its  transmit- 
ter plant  in  Mason,  0.,  according 
to  an  announcement  by  Powel 
Crosley,  Jr.,  president  of  the  Cros- 
ley  Radio  Corp.,  which  owns  and 
operates  the  station. 

Officials  who  claim  that  WLW 
already  has  the  greatest  coverage 
of  any  single  station  in  the  United 
States  assert  that  the  50  kw.  trans- 
mitter will  carry  50  per  cent  far- 
ther with  the  new  equipment.  The 
antenna  will  be  used  with  the  pres- 
ent plant  until  the  completion  of 
the  500,000-watt  transmitter  now 
under  construction. 

The  new  antenna  tower  will  be 
furnished  and  installed  by  the 
Blaw  Knox  Co.,  of  Pittsburgh,  and 
will  cost  in  the  neighborhood  of 
$50,000.  Joseph  A.  Chambers,  chief 
technical  engineer  of  the  Crosley 
stations,  will  supervise  the  work. 

This  ultra-modern  antenna  tower 
will  be  35  feet  across  at  its  widest 
point  and  will  taper  uniformly 
from  its  center  to  points  at  both 
ends.  The  equipment  will  weigh 
135  tons. 
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Five  Zones  of  British  Empire  Broadcasting  Service 


TO  BRING  daily  British  radio 
programs  to  all  units  of  the  Brit- 
ish Empire,  the  British  Broadcast- 
ing Corp.  on  Dec.  19  inaugurated 
an  Empire  service  that  undoubted- 
ly represents  the  most  elaborate 
use  of  the  short-waves  for  regular 
scheduled  international  relay  re- 
ception ever  recorded. 

Programs  are  relayed  to  each 
zone  for  two  hours  daily  from 
Daventry,  where  two  20  kw.  trans- 
mitters radiate  them  via  17  aerials 
on  eight  wave  lengths  to  the  sev- 
eral zones  as  follows: 

Zone  1 — Australiasian  zone,  in- 
cluding Australia,  New  Zealand, 
British  North  Borneo  and  the  Pa- 
cific Islands;  9:30-11:30  a.m., 
Greenwich  Time,  on  11,750  and 
11,865  kc. 

Zone  2 — Indian  zone,  including 
India,  Burma,  Malay  States, 
Straits  Settlements  and  Ceylon; 
2:30-4:30  p.m.,  Greenwich  Time, 
on  17,770,  11,865,  11,750,  9,585  and 
9,510  kc. 

Zone  3 — African  zone,  including 
South  Africa,  East  Africa,  Aden, 


"RADIO  REALITIES"  titles  a 
series  of  programs  inaugurated  by 
Leo  Fitzpatrick,  vice  president  and 
general  manager  of  WJR,  Detroit, 
for  the  purpose  of  clearing  up 
much  of  the  popular  misunder- 
standing about  radio.  Mr.  Fitz- 
patrick, who  won  fame  as  "The 
Merry  Old  Chief"  announcing  the 
Kansas  City  Nighthawks  in  radio's 
early  days,  himself  does  the  talk- 
ing in  this  Sunday  night  forum. 

The  talks  are  interwoven  with 
orchestral  music  and  are  informal 
in  nature.  On  the  first  program 
Mr.  Fitzpatrick  explained  the  fea- 
ture thus: 

"Radio  Realities  is  presented  for 
the  sole  purpose  of  acquainting  you 
with  facts  about  the  billion  dollar 
industry  of  radio  broadcasting.  We 
can  all  go  back  a  few  years  to  the 
time  when  radio  was  a  novelty;  but 
now,  today,  we  know  that  radio  is 
a  vital  factor  in  modern  life  .  .  . 
and  we  all  know  that  in  the  next 
few  years  radio  will  develop  in 
even  more  amazing  and  wonderful 
ways." 

Soliciting  opinions  and  ques- 
tions from  listeners,  Mr.  Fitzpat- 
rick continued:  "There  is  also  an- 
other purpose  of  these  broadcasts. 


the  Seychelles,  certain  Islands  in 
the  Indian  Ocean,  Malta,  Cyprus 
and  Palestine;  6  to  8  p.m.,  Green- 
wich Time,  on  21,470  (day)  and 
9,585  and  9,510  (night)  kc. 

Zone  4 — West  African  zone,  in- 
cluding West  Africa,  Ascension 
Island,  St.  Helena  and  Falkland 
Islands;  8:30  to  10:30  p.  m.,  Green- 
wich Time,  on  6,050,  9,510  and 
9,585  kc. 

Zone  5 — Canadian  zone,  includ- 
ing Canada,  British  Guiana,  Brit- 
ish Honduras,  the  West  Indies  and 
Newfoundland;  1  to  3  a.m.,  Green- 
wich Time,  on  15,140,  9,585,  9,510 
and  6,050  kc. 

The  programs  are  preponderant- 
ly British  in  their  cultural  and 
news  aspects,  and  it  is  not  be- 
lieved there  will  be  any  restric- 
tions upon  their  pickup  and  relay 
by  non-British  countries.  One  of 
the  major  features  of  the  service 
will  be  its  news  aspects.  As  an- 
nounced in  England,  the  news  ser- 
vice will  be  comprehensive  as  re- 
lates to  subjects  of  British  and 
colonial  interest. 


The  radio  industry  cannot  ignore 
any  longer  the  criticisms  which  are 
levelled  against  it.  You,  as  radio 
listeners,  are  aware  of  these  criti- 
cisms. They  appear  in  print  .  .  . 
and  they  are  discussed  by  every- 
one. I  want  to  present  radio's 
case,  and  I  feel  sure  you  will  grant 
me  this  privilege,  for  only  you  can 
assist  the  broadcasting  industry  in 
helping  radio  fulfill  its  destiny." 

Following  other  orchestra  selec- 
tions Mr.  Fitzpatrick  said  in  part: 

"I  intend  to  answer  criticisms 
which  are  levelled  against  broad- 
casting. The  best  way  to  select 
these  criticisms  would  be  by  vol- 
ume; that  is,  I'll  take  the  loudest 
one  first.  I'm  sure  you  all  know 
what  it  is:  'There  is  too  much  ad- 
vertising On  the  air.'  You  know, 
I  feel  a  sort  of  hush  after  that 
statement  because  in  spite  of  the 
number  of  times  we  have  heard  it 
repeated,  in  spite  of  the  number  of 
times  it  has  appeared  in  print,  this 
is,  I'm  sure,  the  first  time  that  any- 
one has  had  the  audacity  and  te- 
merity to  stand  in  front  of  a  mic- 
rophone, and  repeat  out  loud: 
'There  is  too  much  advertising  on 
the  air.'  The  reason  I  don't  hesi- 
tate to  do  so  is  because  I  feel  I  can 


Frank  D.  Scott  Resigns 
Post  As  RMA  Counsel 

^5^^^^  signed  as  legisla- 
Mr.  ocott  t  i  V  e  counsel  of 
the  Radio  Manufacturers  Associa- 
tion, Dec.  31,  in  order  to  devote 
more  time  to  private  law  practice, 
particularly  for  broadcasting  sta- 
tions. He  had  been  legislative 
counsel  of  the  RMA  since  1927. 

In  a  formal  announcement,  RMA 
stated  that  Mr.  Scott's  resignation 
had  been  accepted  by  the  board  of 
directors  with  deep  regret.  He  had 
tendered  his  resignation  originally 
last  October,  but  the  RMA  board 
refused  to  accept  it. 

Mr.  Scott  has  had  extensive  ex- 
perience in  the  legal  branch  of 
radio.  As  chairman  of  the  Mer- 
chant Marine  Committee,  charged 
with  radio  legislation,  he  was  re- 
sponsible for  much  of  the  original 
radio  law  and  often  has  been  re- 
ferred to  as  the  "father"  of  radio 
legislation.  

answer  the  criticism  with  state- 
ments so  fair  that  they  will  appeal 
to  anyone. 

"You  know  radio  has  grown  to 
a  billion  dollar  industry,  and  like 
every  other  billion  dollar  industry 
it  has  piled  up  a  vast,  imposing 
array  of  figures  and  statistics.  Out 
of  these,  I've  selected  just  one  to 
answer  the  claim  that  there  is  too 
much  advertising  on  the  air. 

"The  average  radio  station  pre- 
senting 18  hours  of  music,  instruc- 
tion, and  entertainment,  presents 
only  41  minutes  of  advertising.  The 
average  listener  listens  one  hour 
and  forty-five  minutes  a  day  to 
radio  so  that  out  of  one  hour  and 
forty-five  minutes  he  receives  one 
hour  and  thirty-eight  minutes  of 
entertainment,  and  only  seven  min- 
utes of  advertising.  You  know, 
the  statisticians  tell  us  that  a 
newspaper  to  be  successful  must 
have  at  least  70  per  cent  adver- 
tising. 

"Now,  I  make  just  this  one  com- 
parison and  that  is  with  the  other 
most  popular  form  of  entertain- 
ment, the  moving  pictures.  Com- 
pare the  minute  or  so  it  takes  you 
to  listen  to  a  commercial  announce- 
ment over  the  radio  with  several 
minutes  consumed  at  the  opening 
of  a  sound  film,  to  tell  the  name  of 
the  producer,  the  name  of  the  star, 
names  of  the  entire  cast,  name  of 
the  camerman,  the  artist,  the  sound 
expert  and  the  author. 

"I  believe  you  will  admit,  in  all 
fairness,  that  all  this  consumes  (at 
a  form  of  entertainment  for  which 
you  pay  an  average  admission 
price  of  50  cents)  .  .  .  about  an 
equal  or  even  greater  amount  of 
time  than  the  few  minutes  taken 
by  an  advertiser  to  extol  the  vir- 
tues of  his  product  on  the  air! 

Because  of  American  advertis- 
ers, the  American  public  is  pro- 
vided with  greater,  more  costly 
and  more  varied  entertainment  and 
educational  features  than  is  any 
other  body  of  radio  listeners.  I 
believe  you  will  endorse  whole- 
heartedly the  claim  these  adver- 
tisers make  for  your  attention." 


ANSWERING  RADIO'S  CRITICS 

WJR  Manager  Starts  Weekly  Forum  to  Recite  Facts  About 
 New  Billion  Dollar  Industry  
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Contested  Davis  Bill  Features 
Believed  Defeated  at  Hearing 

Omnibus  Measure  Likely  to  Blocked  in  Senate; 
Radio  Representatives  Set  Forth  Objections 


THAT  the  Davis  omnibus  bill  (H. 
R.  7716),  if  it  passes  this  session, 
will  be  stripped  of  most  of  the 
provisions  viewed  as  objectionable 
to  broadcasting  and  to  the  Radio 
Commission,  appears  evident  as  a 
result  of  hearings  on  the  measure 
before  the  Senate  Interstate  Com- 
merce Committee  Dec.  22  and  23. 

The  bill,  containing  amendments 
sponsored  by  Senator  Dill,  (D.)j 
.of  Washington,  remains  on  the' 
•SBenate  calendar.  The  committee, 
however,  will  not  consider  the 
measure  again  until  after  the  holi- 
days, or  until  about  Jan.  3,  when 
it  is  felt  certain  most  of  the  ob- 
jectionable features  will  be  cor- 
rected. The  welter  of  business 
confronting  the  Senate  prior  to 
its  sine  die  adjournment  March  4, 
together  with  the  opposition  of 
certain  members  to  the  bill,  may 
have  the  effect,  however,  of  block- 
ing the  measure  completely. 

Lottery  Item  May  Pass 

SHOULD  this  prove  the  case,  it 
may  develop  that  the  anti-lottery 
provision  and  other  uncontroverted 
features  will  be  salvaged  and 
adopted  in  a  separate  bill.  Pres- 
sure has  been  brought  by  news- 
papers for  passage  of  the  anti- 
lottery  provision.  The  Davis  bill, 
prior  to  its  amendment  by  Sena- 
tor Dill,  had  passed  the  House  last 
session. 

Provisions  of  the  measure  whichl 
aroused  most  vigorous  objection 
were  those  which  would  eliminate 
examiners  entirely  and  force  com- 
missioners to  conduct  hearings, 
under  threat  of  reducing  the  Com- 
mission to  three  and  possibly  one 
member;  empower  the  Commis- 
sion to  suspend  wayward  stations 
-for  limited  periods;  amend  the  po- 
litical equality  section  of  the  pres- 
ent law  to  make  it  apply  to  pub- 
lic issues  as  well  as  candidates  for 
office,  and  to  stipulate  maximum 
rates  for  time;  prohibit  studios  of 
foreign  stations  in  this  country 
unless  express  authority  is  given 
by  the  Commission;  amend  the  ap- 
pellate provisions  to  allow  appeals 
to  federal  district  courts  in  the 
jurisdictions  in  which  stations  are 
located,  and  other  procedurall 
changes.  — ' 

Refutes  Dill  Charges 

OBJECTIONS  of  broadcasters, 
who  asked  for  the  hearing,  were 
voiced  Dec.  22  by  Henry  A.  Bel- 
lows, CBS  vice  president  and 
former  commissioner,  as  chairman 
of  the  NAB  legislative  committee. 
On  the  same  day  the  committee 
heard  Louis  G.  Caldwell,  former 
Commission  general  counsel  and 
chairrnan  of  the  American  Bar  As- 
sociation's committee  on  radio  law, 
who  discussed  legal  aspects  of  the 
legislation. 

Duke  M.  Patrick,  general  coun- 
sel and  James  W.  Baldwin,  secre- 
tary of  the  Commission,  testified 
regarding  Commission  phases  of 
the  measure  Dec.  23.  Both  con- 
tended that  examiners  were  vital 


in  the  Commission's  administra- 
tion of  radio,  and  contested  charges 
by  Senator  Dill  that  the  Commis- 
sion was  conducting  itself  "like  a 
court"  and  was  not  utilizing  its 
time  to  good  advantage.  Senator 
Dill  said  repeatedly  prior  to  and 
during  the  hearings  that  in  his 
view  there  was  a  choice  between 
eliminating  examiners,  with  the 
Commission  itself  holding  hear- 
ings, or  reducing  the  Commission 
to  one  member  or  three. 

Cites  Secret  Revision 

IN  OPENING  the  testimony,  Mrti 
Bellows  explained  there  had  been 
some  misapprehension  about  the 
measure.  As  the  bill  passed  the 
House,  he  declared  there  were  no 
serious  objections.  Broadcasters 
were  not  aware,  he  declared,  of 
the  additional  amendments  to  the 
measure  until  it  had  been  reported 
Dec.  13  by  the  committee. 

"New  and  most  alarming  powers 
to  suspend  stations"  would  be 
given  the  Commission  under  the 
proposed  amendment  authorizing 
it  to  suspend  stations  as  well  as 
revoke  or  modify  licenses,  Mr. 
Bellows  asserted,  in  opposing  that 
provision.  Stations,  he  declared, 
survive  on  their  advertising  reve- 
nues, and  a  30-day  suspension 
would  mean  termination  of  con- 
tracts and  probably  the  "ruin"  of 
certain  stations.  The  public,  more- 
over, he  declared,  would  be  the 
obvious  victim,  since  it  would  be 
deprived  of  the  station's  service. 

In  the  ensuing  discussion  on  the 
advisability  of  the  provision.  Sen- 
ator Dill  said  it  would  provide  a 
"half-way  measure"  in  disciplining 
delinquent  stations  and  would  be- 
come doubly  important  should  li- 
censes be  issued  for  periods  longer 
than  the  six  months  authorized  by 
law.  Mr.  Bellows  concurred  in  a 
suggestion  by  Chairman  Couzens, 
(R.)  Mich.,  that  a  fine  would  be 
preferable  to  a  suspension  and 
would  serve  the  same  purpose. 

Raps  Political  Provisions 

MR.  BELLOWS  disclosed  that  an 
appeal  to  the  United  States  Su- 
preme Court  in  the  KFAB  Ne- 
braska libel  case  is  contemplated 
to  settle  finally  the  question  of 
a  station's  liability  in  libel  and 
slander  cases.  Discussing  the  pro- 
posed new  political  section  of  the 
law,  which  would  broaden  the 
equality  requirement  to  embrace 
public  questions  to  be  voted  upon 
at  an  election,  he  suggested  that 
before  the  law  is  changed  a  Su- 
preme Court  ruling  should  be 
awaited.  He  pointed  out  that  in 
the  Nebraska  case  (Sorensen  vs. 
Wood)  the  supreme  court  of  that 
state  held  stations  equally  liable 
with  speakers  for  libel,  and  that 
broadcasters  are  now  "between  the 
horns  of  a  dilemma"  since  the 
federal  law  prohibits  censorship. 

Mr.  Bellows  objected  to  the  pro- 
vision which  specifies  that  rates 
charged  for  political  speakers  shall 
not  exceed  regular  rates  for  ad- 


President-elect  Roosevelt 

MARCH  4,  next,  will  be  a  quite  sig- 
nificant date  for  WOKO,  Albany, 
N.  Y.,  as  well  as  President-elect 
Franklin  D.  Roosevelt,  who  has 
spoken  over  the  station  more  than 
a  score  of  times  since  its  official 
dedication  March  4,  1931. 

Since  its  dedication,  WOKO  has 
not  only  been  the  mouthpiece  of 
the  next  President  of  the  United 
States  but  it  has  also  cooperated 
with  Albany  civic  organizations, 
notably  the  chamber  of  commerce, 
in  publicizing  the  New  York  capi- 
tal's important  events  and  insti- 
tutions. 

The  Albany  chamber  of  com- 
merce bulletin  recently  carried  a 
tribute  to  WOKO,  and  at  a  dinner 
given  by  the  organization  on  Dec. 
15  in  honor  of  two  of  its  distin- 
guished members.  Gov.  Roosevelt 
and  Governor-elect  Herbert  H. 
Lehman,  WOKO  played  an  impor- 
tant role.  The  station  furnished 
the  entertainment  and  broadcast 
the  program,  with  Gov.  Roosevelt 
participating. 

vertising  purposes,  pointing  out 
that  station  rates  vary  for  differ- 
ent classes  of  business.  He  sug- 
gested that  the  requirement  be 
simply  that  rates  charged  must 
be  published,  but  on  this  score  sev- 
eral Senators  disagreed. 

As  to  the  foreign  studio  provi- 
sion, Mr.  Bellows  declared  it  was 
undesirable  and  confusing,  to  which 
Chairman  Couzens  and  Senator 
Wheeler  (D.)  of  Montana  agreed. 
Senator  Dill  said  the  provision 
was  recommended  by  the  Commis- 
sion, and  was  aimed  at  foreign 
stations  operated  in  Mexico  by 
former  American  broadcasters. 
Senator  Dill  discounted  the  seri- 
ousness of  the  provision  asserting 
that  Mr.  Bellows  was  "technical" 
when  he  said  it  would  make  man- 
datory the  procuring  of  special 
permits  from  the  Commission  for 
every  microphone"  used  in  cover- 
ing a  special  event  broadcast 
through  a  network  over  Canadian 
or  other  stations. 

Examiner  Supported 

ELIMINATION  of  examiners  was 
opposed  by  Mr.  Caldwell,  who  de- 
clared they  have  become  an  in- 
tegral part  of  Commission  opera- 
tion. He  said  examiners  should  be 
sent  into  the  field  to  conduct  hear- 
ings, and  that  much  of  the  criticism 
against  the  Commission  for  fail- 
ure to  allow  oral  arguments  has 
{Continued  on  page  29) 


Press  Predicts  Decline 
In  Baseball  Broadcasts 

PREDICTING  a  decline  in  broad- 
casting of  major  league  baseball 
games  next  season,  the  United 
Press  declares  that  four  clubs  will 
broadcast  their  home  games,  five 
will  not  and  seven  are  still  un- 
decided. 

A  poll  made  by  the  press  asso- 
ciation discloses  that  among  the 
seven  undecided  clubs  are  some 
that  broadcast  last  season,  but 
that  are  believed  certain  to  ban  the 
microphone  next  year  such  as  the 
St.  Louis  clubs  of  both  the  Ameri- 
can and  National  Leagues.  Amer- 
ican and  National  League  officials 
adjourned  their  annual  meeting  in 
New  York  Dec.  16  without  taking 
a  definite  stand  on  the  proposal, 
fostered  by  certain  clubs  and  en- 
couraged by  newspaper  groups,  to 
ban  broadcasting.  Thus  the  ques- 
tion was  left  to  decision  of  the 
individual  clubs. 

The  United  Press  says  that  in 
the  National  League  Boston  and 
Chicago  will  continue  to  broadcast 
their  home  games.  Philadelphia 
and  New  York  will  not.  St.  Louis, 
Pittsburgh  and  Brooklyn  "prob- 
ably will  not,"  it  states,  and  there 
is  a  "strong  possibility  that  the 
Cincinnati  Reds  will  stop  broad- 
casting." 

In  the  American  League  the 
Chicago  and  Boston  clubs  will  con- 
tinue their  radio  work,  while  New 
York,  Philadelphia  and  Washing- 
ton will  not.  Cleveland  and  St. 
Louis  "probably"  will  discontinue, 
and  Detroit  is  said  to  be  unde- 
cided. 


Several  NBC  Auditions 
Staged  for  Prospects 

AMONG  auditions  for  prospective 
commercials  currently  reported 
from  New  York  as  having  been 
held  at  NBC  are  the  following: 
Charis  Corp.,  Lottice  Howell,  Rob- 
ert Simmons,  Phyllis  Nickerson 
and  string  trio,  Woodbury  soap, 
Elsie  Hitz,  Ned  Weaver  and  others. 

Artists  and  new  programs  lately 
auditioned  before  the  NBC  pro- 
gram board  for  possible  use  as 
sustainings  or  for  sale  to  commer- 
cials are  as  follows:  Harry  Green, 
monologist;  "Jes'  Neighbors",  dra- 
matic; Phil  Cook  and  orchestra  of 
14  pieces  (which  may  mean  Phil 
Cook's  comeback  on  NBC);  "Death 
Before  Lemberg",  dramatic;  "Cas- 
anova of  the  Air";  Circus  Folks, 
with  Earl  Chapman  May,  and 
"Fraunces  Tavern",  dramatic. 

NBC  also  auditioned  a  choir  of 
16  voices  for  the  reported  pur- 
pose of  replacing  the  Hall-Johnson 
Choir,  currently  featured  on  the 
Maxwell  House  Showboat. 


Net  On  Independent 

BY  SPECIAL  arrangement  with 
NBC,  the  Five-Star  Theatre  series 
of  thrice-weekly  programs  over  the 
NBC-WJZ  network  is  being  broad- 
cast in  Washington  over  WMAL, 
former  CBS  outlet,  and  now  with- 
out regular  chain  affiliation.  The 
Standard  Oil  program,  featuring 
Groucho  and  Chico  Marx,  among 
others,  could  not  be  handled  over 
WRC,  which  is  a  basic  NBC- 
WEAF  network  outlet. 
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Agencies  and  1933 

IF  THERE  are  any  people  in  broadcasting  who 
are  still  dubious  about  the  new  year's  pros- 
pects, we  commend  to  their  attention  the  re- 
assuring expressions  from  advertising  agency 
executives  as  published  in  the  symposium  in 
this  issue.  All  accept  radio  as  a  proved  ad- 
vertising medium.  One  tells  us  it  has  proved 
itself  in  bad  times  as  well  as  good;  another 
asserts  positively  that  all  his  agency's  1932 
radio  clients  will  remain  on  the  air  through 
1933  and  adds  that  others,  including  new  ad- 
vertisers, are  considering  radio;  still  another 
looks  to  1933  for  a  "general  settling  of  a  ma- 
tured industry  into  a  practical  groove." 

Network  income  figures,  also  published  in 
this  issue,  and  the  statements  of  several  con- 
tributors about  the  fine  prospects  for  tran- 
scriptions, seem  to  bear  out  the  conviction 
that  the  business  of  broadcasting  is  on  the 
upgrade.  These  are  not  merely  hopeful  signs 
but  stimulating  ones  to  all  who  have  gone 
through  the  trying  "up  and  down"  cycles  of 
1932. 

As  if  to  cap  the  climax,  we  also  have  a 
statement  from  one  of  radio's  severest  critics 
that  seems  to  support  the  belief  that  program 
and  commercial  technique  will  right  itself 
without  interference  from  the  government  or 
from  the  inevitable  reformers.  Recalling  Rep. 
Ewin  L.  Davis'  barbed  shafts  at  the  radio 
session  of  the  A.A.A.A.  in  Washington  last 
spring,  it  is  interesting  to  note  this  admission 
from  him: 

"Until  a  few  months  ago  the  quantity  and 
objectional  character  of  radio  advertising  was 
increasing  at  an  alarming  rate.  Recently 
there  has  been  quite  an  improvement,  but 
there  is  still  room  for  improvement."  We 
agree  there  is  always  room  for  improvement, 
and,  if  Judge  Davis  can  discern  it  taking 
place  in  these  trying  times,  it  certainly  will 
continue  at  an  accelerated  pace  in  the  better 
days  ahead. 


Shades  Of  '28 

SMUG  AND  SERENE  in  their  present  assign- 
ments, American  broadcasters  apparently  see 
no  more  significance  in  the  forthcoming  North 
American  Conference  than  they  did  in  the  de- 
velopments that  led  to  the  wholesale  realloca- 
tion of  1928.  Yet  that  conference  may  affect 
the  operating  assignment — indeed,  the  very  ex- 
istence— of  any  number  of  stations  in  this 
country. 

When  Duke  M.  Patrick,  general  counsel  of 
the  Radio  Commission,  testified  the  other  day 
before  the  Senate  Committee  on  Interstate  Com- 
merce, he  made  the  assertion  that  "we  are 
coming  to  a  time  when  a  reallocation  will  be 


necessary."  This  is  alarming.  He  referred 
undoubtedly  to  the  changes  that  may  be 
wrought,  perforce,  by  the  North  American 
Conference  to  be  called  probably  this  spring. 

Anybody's  frequency  is  at  stake  at  that  con- 
ference, for  anything  can  happen  when  the 
nations  begin  bartering  wave  lengths.  That 
is  really  the  purpose  of  the  conference.  Mex- 
ico and  Cuba,  and  perhaps  even  Canada, 
though  its  demands  would  seem  to  have  been 
satisfied  by  the  revised  agreement  of  last 
spring,  still  want  wave  lengths.  They  may  not 
be  satisfied  with  the  longer  wave  channels  be- 
low 550  kc,  if  indeed  those  channels  are  made 
available  by  a  conclusion  to  widen  the  broad- 
cast band. 

They  may  want  some  of  the  waves  already 
assigned  in  this  country.  The  ax  may  fall  any- 
where, for  at  present  the  United  States  and 
Canada  have  divided  all  the  96  available  fre- 
quencies. If  our  neighbors  persist  in  their  de- 
mands, a  new  juggling  of  the  waves  left  to 
the  United  States  will  be  necessary,  powers 
may  have  to  be  readjusted  and  time  assign- 
ments may  be  changed.  Inevitably,  more  sta- 
tions will  lose  than  benefit.  It  behooves  every 
broadcaster  to  watch  our  North  American 
wave  problem  with  a  keen  eye. 


Listener  Insurance 

OUT  IN  DETROIT  listeners  are  getting  a 
practical  radio  education — all  because  Leo 
Pitzpatrick,  able  director  of  WJR,  had  his 
"Irish"  worked  up  by  repeated  attacks  on 
broadcasting.  He  decided  it  was  his  job  to 
correct  in  the  minds  of  listeners  "the  errone- 
ous and  distorted  impressions  given  them  by 
other  media." 

Inaugurating  a  series  of  Sunday  sustaining 
programs  which  he  calls  "Radio  Realities," 
Mr.  Fitzpatrick  presents  the  unvarnished  facts 
about  the  industry — cold  facts  that  answer 
those  incessant  outcries,  all  too  often  selfishly 
inspired,  about  "too  much  advertising  on  the 
air,"  etc.  He  told  his  audience  that  the  figures 
show  that,  in  the  average  station  schedule  of 
18  hours,  only  41  minutes  of  advertising  is 
presented,  whereas  the  newspaper  to  be  suc- 
cessful must  have  at  least  70  per  cent  adver- 
tising. 

Mr.  Fitzpatrick  sets  a  good  example  for  all 
stations.  The  reaction  he  has  received  con- 
vinces him  that  a  few  more  broadcasts  of  this 
kind  will  completely  turn  the  attitude  of  the 
audience  in  favor  of  the  earnest  efforts  of 
radio  executives  to  please  them  and  to  cater 
to  their  reasonable  demands.  The  same  infor- 
mation is  easily  obtainable  by  other  broad- 
casters.  The  NAB  is  prepared  to  supply  it. 

The  industry  could  stand  a  few  more 
"Fightin'  Irish." 


A  NEW  bibliography  of  government  publica- 
tions on  radio  subjects  just  issued  by  the 
Bureau  of  Foreign  and  Domestic  Commerce  of 
the  U.  S.  Department  of  Commerce  lists  the 
following,  which  may  be  obtained  from  the 
Superintendent  of  Documents,  Government 
Printing  Office,  Washington,  D.  C,  at  the 
prices  quoted;  all  of  these  publications  have 
been  announced  or  reviewed  in  Broadcasting 
as  they  appeared: 

Broadcast  Advertising  in  Latin  America. 
Trade  Information  Bulletin  No.  771.   10  cents. 

Broadcast  Advertising  in  Europe.  Trade  in- 
formation Bulletin  No.  787.    10  cents. 

Broadcast  Advertising  in  Asia,  Africa, 
Australia,  and  Oceania.  Trade  Information 
Bulletin  No.  799.   10  cents. 

Radio  Broadcast  Stations  in  the  United 
States  (January  1,  1932).  Federal  Radio  Com- 
mission.  Annual.    15  cents. 

Federal  Radio  Commission  Rules  and  Regu- 
lations (loose-leaf  sheets  only).    45  cents. 

Commercial  and  Government  Radio  Stations 
of  the  United  States  (June  30,  1931).  Annual. 
20  cents. 

Amateur  Radio  Stations  of  the  United 
States.   Annual.    35  cents. 

Radio  Service  Bulletin  (monthly  corrections 
to  Commercial  and  Government  Radio  Sta- 
tions). 5  cents  per  copy,  25  cents  per  year. 

Merchandising  Problems  of  Radio  Retailers 
in  1930.  Trade  Information  Bulletin  No.  778. 
10  cents. 

Radio  Markets  of  the  World,  1932.  Biennial. 
10  cents. 


"RADIO  ROUND-UPS'"  titles  the  first  full 
volume  devoted  to  radio  stars  ever  published. 
Compiled  by  Myron  Slager  and  Joseph  Gur- 
man,  the  109-page  volume  contains  pen-and- 
ink  drawings  of  more  than  150  microphone 
celebrities  with  sidelight  paragraphs  on  the 
artists.  The  volume  is  published  by  Lothrop, 
Lee  &  Shepard  Co.,  Boston,  $1.  The  authors 
make  acknowledgment  of  the  "invaluable  as- 
sistance and  whole-hearted  cooperation"  of  A. 
A.  Sorenson  of  NBC  and  Paul  W.  White  of 
CBS. 


AN  ELEMENTARY  textbook  on  television 
has  been  written  by  A.  Frederick  Collins  in 
"Experimental  Television"  (Lothrop,  Lee  & 
Shepard  Co.,  Boston;  $2.50).  The  author  de- 
scribes in  sequence  a  large  number  of  experi- 
ments that  demonstrate  the  principles  of  tele- 
vision so  that  a  reader  who  is  entirely  unac- 
quainted with  the  technique  of  visual  broad- 
casting may  understand  just  how  transmitters 
and  receivers  are  made  and  work.  The  scan- 
ning-disk method  is  selected  from  among  the 
various  systems  because  it  is  in  widest  use. 


MEANS  by  which  a  retailer,  wholesaler  or 
manufacturer  may  determine  the  approximate 
sales  of  any  commodity  for  any  area  from  the 
Retail  Distribution  Census  data  are  outlined  in 
a  brochure  just  published  by  the  U.  S.  Census 
Bureau  entitled  "How  to  Use  Commodity 
Sales  Data."  It  is  available  without  cost  from 
the  Bureau. 


"MERCHANDISING  Radio  to  Dealers"  titles 
a  newly  issued  supplement  to  the  "Broadcast 
Advertising,  Volume  II"  published  last  year 
by  NBC.  The  supplement  has  been  distrib- 
uted by  E.  P.  H.  James,  NBC  sales  promotion 
manager. 
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We  Pay  Our  Respects  to — 


PAUL  W.  MORENCY 


FROM  THE  WEALTH  of  experi- 
ence he  gained  as  field  service  man- 
ager of  the  NAB,  "Fritz"  Morency 
came  to  know  the  radio  industry 
with  an  intimacy  shared  by  few 
other  persons.  It  was  his  task  in 
the  field  to  meet  broadcasters  in 
their  own  studios,  to  address  them 
in  groups  in  their  home  baliwicks, 
to  impress  upon  them  the  practical 
ideal  of  organization  and  solidarity 
— in  a  word,  to  persuade  them  to 
join  the  NAB,  or,  being  members, 
to  work  for  the  common  cause. 

How  well  he  did  his  work  is  well 
known  to  practically  every  import- 
ant broadcasting  executive.  What- 
ever one  thinks  of  the  old  mana- 
gerial regime  in  the  NAB,  he  loses 
no  regard  for  this  able,  personable 
and  very  bright  young  man  who 
spent  practically  all  of  his  time 
"on  the  road"  in  the  interests  of 
the  organization.  He  did  a  job  of 
building  membership  that  even  the 
present  efficient  organization  might 
well  emulate. 

It  was  young  Morency's  ready 
grasp  of  radio's  essential  problems, 
his  capacity  for  work  and  his  like- 
able personality  that  impelled  the 
owners  of  WTIC,  Hartford,  of  the 
Travelers  Insurance  Co.,  to  invite 
him  to  become  general  manager  of 
that  station  when  it  went  to  50  kw. 
on  Dec.  1,  1929.  He  was  only  30 
when  he  accepted  the  post — one  of 
the  youngest  executives  in  any 
major  American  broadcasting  sta- 
tion. 

In  the  three  years  since  he  took 
over  the  managership  of  WTIC, 
"Fritz"  Morency  has  developed  the 
clear  channel  WTIC  into  one  of 
the  outstanding  radio  institutions 
in  New  England.  It  is  a  frequent 
originating  point  for  NBC  net- 
work programs.  Some  of  its  local 
program  features,  notably  its  radio 
cooking  school,  are  the  most  suc- 
cessful ever  devised.  WTIC  is  one 
of  the  keys  of  the  recently-formed 
New  England  network  of  five  lead- 
ing stations  that  also  belong  to  the 
NBC-WEAF  network.  Mr.  Mo- 
rency was  one  of  the  prime  movers 
in  the  organization  of  this  regional 
network. 

Nor  has  he  ever  lost  his  interest 


in  the  NAB.  He  has  cooperated 
wholeheartedly  in  its  upbuilding. 
He  became  a  director  and  in  1931- 
32  served  as  its  vice  president.  He 
was  chairman  of  its  copyright 
committee  in  the  ill-fated  negotia- 
tions with  ASCAP.  His  clear,  suc- 
cinct report  on  those  negotiations 
to  the  St.  Louis  convention  of  the 
NAB  revealed  the  delicacy  of  the 
task  which  confronted  that  com- 
mittee. 

"Fritz"  Morency  was  born  in 
Oak  Park,  111.,  Oct.  19,  1899.  He 
was  attending  the  Lewis  Institute 
of  Chicago  when  the  United  States 
entered  the  World  War.  He  en- 
listed at  once  and  served  with  the 
149th  Field  Artillery,  part  of  the 
famous  42nd  or  Raini)ow  Division. 
He  was  18  months  in  overseas  ser- 
vice. 

Returning  from  France,  he  en- 
tered the  University  of  Chicago 
and  was  graduated  with  the  degree 
of  Ph.B.  in  1923.  He  joined  the 
Chicago  Evening  Amekican's  ad- 
vertising department  and  later 
was  placed  in  charge  of  educational 
advertising  for  that  newspaper.  At 
the  time  the  newspaper  was  affili- 
ated with  KYW,  and  Morency  was 
assigned  to  arrange  a  series  of 
broadcasts  relating  to  educational 
subjects.  That  was  his  first  intro- 
duction to  radio. 

In  November,  1927,  he  was  in- 
vited by  L.  S.  Baker,  then  manag- 
ing director  of  the  NAB,  to  be- 
come its  traveling  representative. 
He  served  a  little  over  two  years. 

A  bachelor  of  33,  "Fritz"  Mo- 
rency is  sometimes  called  the  Beau 
Brummell  of  broadcasting.  Not 
that  there  is  anything  foppish 
about  his  attire  or  effete  about  his 
person.  He  is  simply  one  of  those 
highly  eligible,  good-looking  young 
men  who  are  always  in  social  de- 
mand. His  hobbies  are  sports,  and 
he  engages  in  all  manner  of  ath- 
letic activities.  He  is  an  excellent 
golfer  and  a  crack  rifleman,  among 
other  sports  accomplishments.  He 
is  a  member  of  Alpha  Delta  Phi 
fraternity,  Alpha  Delta  Phi  Club 
of  New  York,  University  Club  of 
Hartford  and  Hartford  Golf  Club. 


PERSONAL  NOTES 


HAROLD  FAIR  has  resigned  as  man- 
ager of  WBEN,  Buffalo,  a  post  he  has 
held  for  a  year  and  a  half,  to  return 
to  WBBM,  Chicago,  as  assistant  to 
Walter  J.  Preston,  western  program 
manager  for  CBS. 

C.  ELLSWORTH  WYLIE,  manager  of 
KGB,  San  Diego,  Cal.,  has  been  ap- 
pointed general  sales  manager  for  the 
Don  Lee  System  with  headquarters  at 
KHJ,  Los  Angeles. 

W.  E.  WEBB,  formerly  with  Altman 
Co.,  New  York,  has  joined  NBC  in  a 
sales  promotional  capacity. 

CECIL  BEAVER,  formerly  of  KOIL, 
Council  Bluffs-Omaha,  has  been  ap- 
pointed account  executive  of  KSTP, 
St.  Paul. 

VIC  MEYERS,  elected  lieutenant  gov- 
ernor of  the  state  of  Washington  in 
November,  will  continue  his  radio  pro- 
grams until  he  takes  office.  His  or- 
chestra is  heard  over  KOMO,  Seattle, 
and  KGW,  Portland,  Ore.,  on  two 
commercials  a  week. 

J.  PAT  SCULLY  is  again  directing 
WKFI,  Greenville,  Miss.,  which  he 
had  previously  leased  to  M.  C.  Gold- 
stein and  Homer  Schoonover,  who  have 
surrendered  their  lease. 

FRANK  MULLEN,  NBC  director  of 
agriculture,  was  host  in  the  Chicago 
studios  Dec.  16  to  60  members  of  the 
Illinois  and  agricultural  committees  of 
the  Chicago  association  of  commerce, 
who  were  entertained  at  luncheon  and 
at  a  studio  performance  directed  by 
Robert  Brown. 

JOHN  HENRY,  studio  director,  has 
been  promoted  to  general  manager  of 
KOIL,  Council  Bluffs-Omaha,  succeed- 
ing Don  Searle,  who  has  left  to  start 
his  own  advertising  agency.  Max  Vin- 
sonhaler  has  been  named  studio  direc- 
tor, and  Bernard  Penner  has  left 
KOIL  to  become  director  of  the  Omaha 
studio  of  KFAB,  Lincoln,  Neb. 

LINCOLN  DELLAR,  former  advertis- 
ing manager  of  the  periodical  Game  & 
Gossip,  has  been  appointed  manager 
of  KGB,  San  Diego,  succeeding  C.  Ells- 
worth Wylie,  now  sales  director  of  the 
Don  Lee  System  in  Los  Angeles.  John 
Stewart  is  now  commercial  manager 
of  KGB. 

LEO  WATERS,  former  newspaper  ad- 
vertising man,  has  joined  the  sales 
staff  of  WDEL  and  WILM,  Wilming- 
ton, Del. 

ROY  FROTHINGHAM,  NBC  sales 
promotion  manager  in  San  Francisco, 
turned  dramatist  Dec.  23.  He  drama- 
tized the  book,  "Robert  E.  Lee"  as 
one  of  the  weekly  programs  of  the 
Star  book  series. 

CHESTER  STRATTON,  formerly 
vaudeville  booking  agent  for  RKO, 
will  join  NBC's  Artists'  Bureau  the 
first  week  in  January.  Stratton  will 
work  under  Harold  Kemp,  head  of  the 
popular  division  of  the  artists  bureau, 
and  will  concentrate  on  vaudeville 
bookings  for  NBC  artists. 

C.  V.  GREGORY,  editor  of  'Prairie 
Farmer,  operating  WLS,  Chicago, 
visited  Washington  dujing  December 
to  consult  national  leaders  in  Congress 
for  the  purpose  of  making  a  report  to 
WLS  listeners  on,  "What's  Ahead  for 
Agriculture"  in  a  broadcast  Jan.  2. 

POWEL  CROSLEY,  Jr.,  president  of 
WLW,  played  host  to  thousands  of 
Cincinnati  children  for  the  tenth 
Yuletide  season  Dec.  20  at  a  party  in 
Cincinnati's  Music  Hall. 

GRANT  POLLOCK,  chief  announcer 
of  KTAB,  San  Francisco,  has  been 
made  manager  of  the  new  Oakland 
studios  opened  late  in  December,  with 
Tom  Morgan  remaining  as  general 
manager. 

J.  BURT  MILLS  has  been  appointed 
office  manager  of  KGER,  Long  Beach, 


TOM  HUTCHINSON,  former  NBC 
production  chief,  has  joined  Mac- 
Gregor-Sollie  recording  laboratories, 
San  Francisco,  to  take  charge  of  pro- 
ductions; Ken  Boucher,  formerly  with 
Lord  &  Thomas,  has  been  added  to  the 
staff  to  take  charge  of  syndication, 
and  John  Blair,  formerly  with  J.  Wal- 
ter Thompson,  is  now  handling  time 
placement. 

BOB  WILDER,  publicity  director  of 
WOR,  Newark,  has  sold  a  short  story 
"Blue  Water"  to  the  North  American 
Review.  His  last  play  "Sweet  Chariot" 
played  on  Broadway  two  years  ago. 

C.  HOLLISTER  NOBLE,  former  ne\ys- 
paperman  and  laterally  associated  with 
the  radio  department  of  Batten,  Bar- 
ton, Durstine  and  Osborn,  has  joined 
the  CBS  publicity  staff. 

JOE  DONAHUE  has  rejoined  CBS  as 
a  member  of  the  news  broadcasting 
division.  G.  J.  Gude,  formerly  of  the 
news  broadcasting  division,  has  been 
made  news  editor  of  the  publicity  de- 
partment. 

W.  GARLAND  YOUNG,  formerly  with 
the  Louisville  Courier-Journal,  the 
E.  I.  du  Pont  de  Nemours  Co.  and  the 
A.  P.  Lefton  agency,  Philadelphia,  has 
joined  the  sales  promotion  staff  of 
NBC  in  New  York. 


BEHIND 
THE  MICROPHONE 


WARREN  SWEENEY,  pianist  -  an- 
nouncer at  WMAL,  Washington,  has 
moved  to  WJSV,  new  CBS  outlet  at 
Washington,  and  Jim  McQrath,  vet- 
eran announcer,  replaces  Sweeney  at 
WMAL.  Harold  Gray,  formerly  of 
WDBJ,  Roanoke,  Va.,  has  also  been 
added  to  the  WJSV  announcing  staff. 

KENNETH  NILES,  of  KHJ,  Los  An- 
geles, has  taken  new  office  as  chief  an- 
nouncer and  assistant  production  man- 
ager. 

BURR  McINTOSH,  formerly  on 
KFWB,  Hollywood,  as  the  "Cheerful 
Philosopher,"  in  December  started  a 
series  over  KFAC,  Los  Angeles. 

ALTON  BORGAN,  a  student  of  sculp- 
ture and  painting,  has  joined  the  staff 
of  KSTP,  St.  Paul,  as  announcer. 

SARA  LANGMAN,  added  to  the  staff 
of  KFWB,  Hollywood,  two  months  ago 
in  the  publicity  department,  has  start- 
ed a  weekly  continuity  called  "'The 
Rendezvous."  Locale  will  be  an  inn 
near  Paris  with  a  different  skit  each 
week  but  the  same  location. 

RICHARD  LICENCE,  onetime  chief 
announcer  at  both  KTM,  Los  Angeles, 
and  KMPC,  Beverly  Hills,  Cal.,  has 
joined  the  announcing  staff  of  KMTR, 
Hollywood. 

MOREY  AMSTERDAM,  onetime  co- 
median at  KNX,  Hollywood,  has  been 
added  to  the  jamboree  staff  of  KFRC, 
San  Francisco. 

ROBERT  J.  WARREN,  of  the  con- 
tinuity staff  of  WGAL,  Lancaster,  Pa., 
is  the  author  of  a  new  serial  sketch, 
"P,ercy  &  Muggy,"  which  is  being 
broadcast  by  WGAL. 

THREE  MEMBERS  of  the  weekly 
Hi-Jinks  at  KFWB,  Hollywood,  have 
gone  to  New  York.  They  are  "Red" 
Corcoran,  Cliff  Arquette  (Aunt  Ad- 
die)  and  Ken  Browne. 

JOHN  McINTIRE,  formerly  at  KMPC, 
Beverly  Hills,  Cal.,  and  later  leading 
a  hillbilly  troupe  for  KTM,  Los  Ange- 
les, has  joined  the  announcing  staff 
of  KRKD,  Los  Angeles. 

RAYMOND  PAIGE,  music  director  of 
KHJ,  Los  Angeles,  on  Jan.  18  will  be 
guest  conductor  for  the  Los  Angeles 
Philharmonic  Orchestra.  He  is  the 
first  radio  impressario  to  be  so  hon- 
ored. 

SALVATORE  SANTAELLA,  formerly 
musical  director  at  KTM,  Los  Ange- 
les, has  been  appointed  music  director 
for  KMTR,  Hollywood. 
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Smash 
Radio  Hit 
For  Sale 


A  new  and  sensational  radio  program  by  the  producers  of 
Chandu  the  Magician  (Beech-Nut) — Detectives  Black  and 
Blue  (lodent) — Omar  Khayyam  (Diamond  Brand  Wal- 
nuts). 

If  you  are  an  advertiser  now  using  radio — and  want  to 

increase  results — 

Or  if  you  are  an  advertiser  not  now  using  radio— 

Or  if  you  are  an  advertising  agency,  wondering  how  best 

to  sell  merchandise  for  your  clients — at  a  profit— 

Read  This  Advertisement. 

We  started  Chandu  the  Magician  on  the  air  on  a  single  radio  station, 
August  4th,  1931.  It  is  now  being  broadcast  nightly  on  ninety-four 
radio  stations — and  has  had  nearly  a  year  and  a  half  of  uninterrupted 
success.    It  is  perhaps  the  most  widely  imitated  program  in  America. 

"Detectives  Black  and  Blue"  is  currently  proving  its  ability  to  sell 
lodent  Tooth  Paste. 

"Omar  Khayyam"  has  done  a  spectacular  job  for  Diamond  Walnuts. 

We  now  oflFer  another  radio  program — which  will  make  radio  history. 

You  don't  have  to  guess  about  this  program.  It  is  recorded  on  elec- 
trical transcriptions — available  for  you  to  hear  now. 

You  can  have  this  program  on  the  air  inside  of  thirty  days.  You 
can  start  it  out  on  a  limited  number  of  stations  if  you  choose — on  a  test 
basis.  You  can  continue  to  use  it — or  not — based  on  the  results  this 
feature  actually  delivers  to  you. 

This  program  is  different  from  anything  that  has  ever  been  heard  on 
radio.  It  is  based  on  a  big  idea — rather  than  on  a  big  name — or  big 
orchestra. 

It  is  designed  for  a  fifteen  minute  broadcast,  five  times  per  week.  How- 
ever, it  may  be  used  three  times  a  week. 

The  very  title  of  this  program  will  become  a  household  word.  It's 
that  good.  And  as  for  merchandising  plans,  built  around  this  program 
they're  all  thought  out — worked  up  so  you  can  see  them — and  ready 
for  immediate  use. 

If  you  want  audience  mail — with  evidence  of  purchase — this  program 
will  produce  it — in  quantities — anywhere  in  America.  If  you  want  sales 
— and  a  new,  vital  stimulus  to  salesmen — dealers — consumers — this  pro- 
gram will  deliver — and  prove  it — daily. 

Adult  appeal?  This  program  has  it.  Child  appeal?  Plenty.  In  fact, 
it's  more  than  just  a  radio  program — it's  a  whole  advertising  and  selling 
philosophy.  It's  a  brand  new  idea.  And  if  you  listen  to  radio,  you 
know  how  scarce  ideas  are. 

It  is  produced  by  us  in  Hollywood,  California — as  are  Chandu,  Black 
and  Blue,  Omar  Khayyam.  Here  we  have  at  our  command  a  world  of 
talent,  music,  sound  effects  and  other  ingredients  from  which  great  en- 
tertaitmient  is  fashioned. 

But  the  big  thing  is  the  idea.  Again  we  repeat.  This  is  a  big  idea — 
totally  unlike  anything  ever  heard  on  the  air.  Not  copied,  lifted,  stolen, 
adapted  or  otherwise  based  upon  anything  radio  has  ever  done. 

We  are  not  disclosing  the  nature  of  this  idea — or  its  name — in  this 
advertisement  because  we  do  not  want  to  take  the  edge  off  for  the  adver- 
tiser who  buys  it  by  offering  it  widely. 

We  suggest  that  you  hear  it  yourself.  Put  it  on  the  air.  Test  it. 
Note  mail  and  sales  response.    Then  you  be  the  judge. 

This  program  may  be  used  locally — sectionally — or  nationally.  The 
price  must  be  satisfactory  to  yo«— or  no  deal  will  be  made.  There  will 
be  no  difficulty  in  arranging  terms  with  any  interested  advertiser  or 
agency. 

Wire  or  write  to  our  nearest  office.  Full  information  will  be  sent  to 
you.  Inquiries  will  be  handled  in  the  order  in  which  they  are  received. 
Offer  of  this  program  is  made  subject  to  prior  sale. 

Earnshaw -Young,  Inc. 

Petroleum  Securities  Bids.,  l-os  Angeles 
Graybar  BIdg.,  New  York 


COL.  LEMUEL  Q.  Stoopnagle  and 
Budd  have  been  signed  by  Paramount 
to  appear  in  a  full-length  talkie,  "In- 
ternational House."  It  goes  into  pro- 
duction early  in  January,  shortly  after 
the  Colonel  and  Budd  make  their  de- 
but on  their  new  CBS  series  of  week- 
ly half-hour  programs  for  Pontiac. 
The  sequences  in  which  the  comedians 
are  to  appear  will  be  made  in  the  east. 

WANDA  HAWLEY,  popular  during 
the  early  movie  days,  now  conducts 
a  weekly  style  chat  over  KOMO,  Se- 
attle. 

LYLE  TOMERLIN,  formerly  in  news- 
paper work  at  Asheville,  N.  C,  has 
joined  the  continuity  staff  of  KNX, 
Hollywood.  The  same  station  has  also 
signed  Frank  Stever,  Jr.,  formerly  a 
singer  with  Fanchon  and  Marco,  to  do 
a  once  weekly  sustaining  program 
with  Ben  Light,  pianist. 

FREDERICK  SHIELDS,  announcer  at 
KNX,  Hollywood,  has  been  signed  to 
do  the  dialogue  part  in  "Voodoo,"  an 
educational  film  to  be  released  in  Jan- 
uary. 

SYLVESTER  WEAVER,  Jr.,  formerly 
in  the  printing  business,  has  joined 
the  continuity  staff  of  KHJ,  Los  An- 
geles. 

VIN  LINDHE,  Swedish  concert  pianist 
of  WFAA,  Dallas,  has  been  engaeed 
as  guest  conductor  at  the  local  RKO 
Palace  Theater  for  a  January  appear- 
ance. Alice  Holcomb,  WFAA  staff 
violinist,  was  guest  artist  with  the 
Dallas  Symphony  orchestra  in  its  De- 
cember program. 

EDWARD  DUNN,  staff  announcer  of 
WFAA,  Dallas,  was  married  Dec.  20 
to  Miss  Josephine  Germany,  of  Dallas. 

MILDRED  ROSE,  oratorio  soprano, 
has  been  placed  under  contract  to  CBS 
artists  bureau  and  now  broadcasting 
over  the  network  twice  weekly  on  a 
sus^"aining  basis. 

MARGARET  MORTON  McKAY,  for- 
merly in  charge  of  publicity  of  WLS, 
Chicago,  has  joined  the  staff  of  WJJD, 
Chicago,  as  continuity  writer.  Harry 
Steele,  news  broadcaster  of  WLS,  has 
succeeded  her  as  publicity  director  of 
WLS. 

HOLLAND  ENGLE  and  Merle  Housh, 
harmony  team,  former  of  KMOX,  St. 
Louis,  Helen  O'Reilly,  soprano,  and 
the  Cook  Sisters,  harmony  duo,  are 
recent  additions  to  the  staff  of  WBBM, 
Chicago.  Ensile  has  been  assigned  an- 
nouncing duties  also. 

GEORGE  C.  BIGGAR,  WLS,  Chicago, 
program  director,  and  Mrs.  Biggar  are 
parents  of  a  boy,  born  Dec.  10.  The 
child  has  been  named  Gordon  Vincent. 

JEAN  ABBEY  (Mrs.  Mathew  Kiley) 
the  Woman's  Home  Companion  Shop- 
per of  WBBM,  Chicago,  is  the  mother 
of  a  girl,  born  Dec.  20. 
THE  KENTUCKY  RAMBLERS,  hill 
billy  troupe,  formerly  of  WOC-WHO, 
have  joined  WLS  Artists,  Inc.,  Chi- 
cago, to  appear  on  WLS.  The  name 
has  been  changed  to  Prairie  Ramblers. 


IN  THE 
CONTROL  ROOM 


LIEUT.  COL.  A.  G.  LEE  has  succeeded 
Col.  Sir  Thomas  F.  Purves  as  chief 
engineer  of  the  British  PostoflSce  de- 
partment, which  regulates  all  British 
radio.  Sir  Thomas  retired  Nov.  30. 
He  is  well  known  in  this  country,  hav- 
ing been  chief  British  delegate  to  the 
International  Radio  Conference  in 
Washington  in  1927. 

JESSE  W.  BROWN,  federal  radio  in- 
spector at  New  York,  has  been  trans- 
ferred to  Chicago  in  the  same  ca- 
pacity. 

EDMUND  WUITTAKER,  for  three 
years  supervisor  of  master  control  at 
WABC,  New  York,  has  joined  the  stu- 
dio engineering  staff  of  WCDA,  New 
York.  Leonard  Ohl,  CBS  field  engi- 
neer, is  now  studio  engineer  of  WMSG- 
WBNX,  New  York.  The  stations  they 
join  are  units  of  the  Whetstone  group. 

RAYMOND  A.  O'NEILL  of  the  engi- 
neering staff  of  WOR,  Newark,  has 
been  appointed  an  ensign  in  the  U.  S. 
"Naval  Reserves  and  assigned  to  com- 
munications. 

ARTHUR  PECK,  radio  technician,  has 
been  added  to  the  engineering  staff  of 
KSTP,  St.  Paul. 

NEWLY  ELECTED  directors  of  the 
American  Radio  Relay  League,  an- 
nounced following  the  annual  elections 
Dec.  20,  are  Bernard  J.  Fuld,  Brook- 
lyn attorney,  Hudson  division;  H.  L. 
Caveness,  assistant  professor  of  chem- 
istry at  North  Carolina  State  College, 
Roanoke  division,  and  Lieut.  Ralph  J. 
Gibbons,  airport  manager.  Walla  Wal- 
la, Wash.,  Northwestern  division. 

A.  S.  WELLS,  president  of  the  Gul- 
bransen  Company,  Chicago,  has  been 
elected  chairman  of  the  Engineering 
Committee  of  the  Radio  Manufactur- 
ers Association,  succeeding  Franklin 
Hutchinson,  New  York,  who  resigned. 


Engineer  Electrocuted 

D.  R.  SIMMONS,  engineer  of 
KTBS,  Shreveport,  La.,  was  elec- 
trocuted Nov.  31  while  working  on 
the  station,  according  to  a  report 
received  by  the  Radio  Commission 
from  Theodore  Deiler,  acting  in- 
spector in  charge  at  New  Orleans. 
Mr.  Simmons  was  43  years  old  and 
has  been  active  in  radio  around 
New  Orleans  since  1922.  The  re- 
port stated  that  Mr.  Simmons  was 
standing  on  a  stool  before  the  rec- 
tifier panel,  and  leaned  against  a 
meter  while  looking  behind  the 
panel.  After  the  flash,  he  stepped 
down  from  the  stool  and  walked 
about  four  feet  before  collapsing. 
Attempts  to  revive  him  with  a 
pulmotor  proved  ineffectual. 


Frequency  Measuring  Service 

Many  stations  find  this  exact  measuring  service  of  great 
value  for  routine  observation  of  transmitter  perform- 
ance and  for  accurately  calibrating  their  own  monitors. 

MEASUREMENTS  WHEN  YOU  NEED  THEM  MOST 

R.  C.  A.  COMMUNICATIONS,  Inc. 

Commercial  Department 

A  RADIO  CORPORATION  OF  AMERICA  SUBSIDIARY 

66  BROAD  STREET  NEW  YORK,  N,  Y. 
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Just  Suppose 


— that  the  representative  of  some  outstanding  advertising  medium  came  to  your  desk  and 
said,  "Listen!  I've  got  something,  now!  Here  .  .  .  you  know  we've  had  fifty  thousand 
circulation — and  you  know  what  the  rate  has  been.  Well,  we've  pulled  a  Chandu.  Over- 
night we've  increased  our  circulation  five  times;  from  fifty  thousand  up  to  a  quarter-mil- 
lion.  But  the  rate  is  just  the  same  as  it  was  before!" 

.  .  .  wouldn't  that  be  GREAT? 


Well,  then 


— there  you  have  a  close  parallel  to  WBT's  story.  Power  increased  from  five 
thousand  to  twenty-five  thousand  watts.  No  increase  in  rate.  And  the  first  indi- 
cations from  the  tabulation  of  a  new  coverage  survey  point  to  better  than  ten 
times  increase  in  primary  coverage  area!  How  is  that  for  one  of  those  "new  deals" 
you've  been  hearing  about? 

•  Clear  Channel 

25.000  Watts 


•  Full  Time 


STATIOM 


WBT 


•  Key  Station  of  the  Dixie  Network 
of  the  Columbia  Broadcasting  System 


INCORPORATED 

WILDER  BUILDING 
CHARLOTTE 
NORTH  CAROLINA 
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The  Business  of  Broadcasting 

Current  News  About  Accounts,  Pending  Schedules,  Transcriptions, 
Representatives  and  Apparatus;  Notes  from  the  Stations 


STATION  ACCOUNTS 


TRANSCRIPTION  accounts  reported 
by  WJSV,  Alexandria,  Va.:  Adolph 
Gobel,  Inc.,  New  York  (meat  prod- 
ucts), two  15-minute  periods  weekly 
titled  "Harry  Salter  and  his  Band  Box 
Revue,"  through  Lester  Loeb,  New 
York;  Bristol-Meyers  Co.,  New  York 
(Ipana  toothpaste),  one  15-niinute 
period  weekly,  "Looking  Through  the 
Looking  Glass,"  starting  Jan.  3;  Nyal 
Drug  Stores,  Chicago  (drug  special- 
ties), three  5-minute  periods  weekly, 
through  Scott  Howe  Bowen,  and 
Mantle  Lamp  Co.,  Chicago  (Aladdin 
lamps),  one  15-minute  period  weekly, 
"Smiling  Ed  McConnell,"  through 
Philip  O.  Palmer  &  Co.,  Chicago. 
WJSV  also  reports  the  following  na- 
tional spot  announcements:  Bulova 
Watch  Co.,  New  York,  three  time  sig- 
nals, daily  through  The  Blow  Co., 
New  York;  Ass'n  of  American  Soap 
&  Glycerine  Products,  New  York 
(GPA  anti-freeze) ,  weather  forecasts 
nightly,  through  Newell-Emmett  Co., 
New  York,  ending  Dec.  31  and  to  be 
taken  over  then  by  Maryland  Phar- 
maceutical Co.,  Baltimore  (Rem) 
through  Joseph  Katz  &  Co.,  Balti- 
more. 

WFAA,  Dallas,  reports  the  following 
new  national  accounts:  Musterole  Co., 
Cleveland,  two  15-minute  transcrip- 
tions weekly,  through  Erwin,  Wasey 
&  Co.,  Chicago,  and  World  Broadcast- 
ing System;  Vick  Chemical  Co., 
Greensboro,  N.  C.  (Vick's  Drops  and 
Vapo-Rub),  27  daily  1-minute  an- 
nouncements, through  Thompson-Koch, 
Cincinnati;  Remington-Rand  Co.,  Buf- 
falo, N.  Y.  (portable  typewriters),  10 
daily  1-minute  announcements,  through 
Batten,  Barton,  Durstine  &  Osborn, 
New  York;  Peruna  Co.,  Chicago,  52 
daily  1-minute  announcements,  through 
Heath-Seehof,  Inc.,  Chicago,  and  Scott 
Howe  Bowen;  Buick-Oldsmobile-Pon- 
tiac  Sales  Co.,  Detroit,  six  1-minute 
announcements,  three  times  weekly, 
through  Campbell-Ewald  Co.,  Detroit, 
and  World  Broadcasting  System; 
United  Air  Lines,  Chicago  and  Dallas 
(air  transportation),  two  announce- 
ments weekly  for  13  weeks,  direct. 

KOMA,  Oklahoma  City,  reports  the 
following  accounts:  Southwest  Bat- 
tery Corp.,  through  Ray  K.  Glenn-Ad- 
vertising, Oklahoma  City;  The  Wessel 
Co.,  Chicago;  Los  Angeles  Soap  Co., 
"Chandu,"  through  Earnshaw- Young, 
Los  Angeles;  National  Aid  Life  Insur- 
ance Ass'n,  Oklahoma  City;  Oklahoma 
State  Life,  Oklahoma  City;  Crown 
Drug  Co.,  Kansas  City;  International 
Oil  Heating  Co.,  through  Lloyd  &  Hill, 
St.  Louis;  Cushion  Comfort  Shoes, 
Oklahoma  City;  Yellow  Cab  Co.;  Ho- 
tel Will  Rogers,  Claremore,  Okla.; 
Armour  &  Co.,  Chicago,  through  N. 
W.  Ayer  &  Sons;  Smax  Co.,  (Tarzan 
of  the  Apes)  through  Russell  C. 
Comer,  Kansas  City;  Peruna  Co.,  Chi- 
cago, through  Scott  Howe  Bowen; 
Crazy  Water  Co.,  Mineral  Wells,  Tex.; 
Sal-O-Dent  Laboratories,  (Salomint 
toothpaste)  St.  Louis;  Bowen  Air 
Lines  and  Bowen  Motor  Coaches,  Fort 
Worth. 

WYETH  CHEMICAL  Co.,  New  York, 
(Hill's  cascara  quinine  tablets)  on 
Dec.  20  started  "Tom  Jones,  the  Ar- 
kansas Traveler,"  electrical  transcrip- 
tion, on  WBZ,  WBZA,  WTAM  and 
KDKA,  Tuesday  and  Thursday  after- 
noons, 13  weeks.  World  Broadcast- 
ing System,  New  York,  handles  ac- 
count. 


CHAMBERLAIN  Laboratories,  Des 
Moines,  la.,  (hand  lotion)  is  sponsor- 
ing 15-minute  program  Friday  nights 
over  WBBM,  Chicago.  Programs  which 
began  Dec.  16  and  runs  13  weeks,  is 
using  live  talent  and  transcription 
series  based  on  "The  Origin  of  Super- 
stition," and  is  handled  by  Ruthrauff 
&  Ryan,  Chicago.  Mona  Motor  Oil 
Co.,  Lincoln,  Neb.,  (Barnsdall  oil 
products)  sponsoring  "Fireside  Enter- 
tainment" transcription  running  15 
minutes  each  Friday  night  for  26 
weeks,  beginning  Dec.  16;  Scott  Howe 
Bowen,  Chicago,  handles  account.  Sta- 
tion also  reports  13  five-minute  tran- 
scription broadcasts  by  Dodge  Motor 
Car  Co.,  beginning  Jan.  2;  handled  by 
Scott  Howe  Bowen,  Chicago.  John 
Canepa  &  Co.,  South  Bend,  Ind.,  (Red 
Cross  macaroni,  spaghetti  and  egg 
noodles)  is  switching  to  evening  time 
Mondays,  Wednesdays  and  Fridays  for 
15-minute  periods  beginning  Jan.  2, 
using  Harriett  Cruise,  blues  singer, 
and  Norsemen  male  quartet;  hereto- 
fore client  had  been  using  same  talent 
six  mornings  a  week  for  15-minute 
periods;  handled  by  Edward  J.  Long, 
Chicago.  Philip  R.  Park  Laboratories, 
Los  Angeles,  Calif.,  (Parkelp  drug 
product)  began  series  of  15-minute 
transcriptions  three  afternoons  a 
week  for  indefinite  period;  handled  by 
Scott  Howe  Bowen. 

WALGREEN  Co.,  chain  drug  stores, 
sponsored  the  remote  control  broad- 
cast of  the  recent  Notre  Dame-South- 
ern California  football  game  over 
WGN,  Chicago,  which  sent  Quin  Ryan, 
manager  and  chief  announcer,  and 
Carl  Meyers,  chief  engineer,  to  the 
Pacific  coast  to  cover  it.  This  is  be- 
lieved to  be  the  longest  commercial 
remote  control  ever  attempted  by  any 
individual  station.  Line  charges  alone 
ran  nearly  $3,000.  Sponsor  mentioned 
many  nationally  advertised  products  it 
carries  in  stock,  but  these  did  not  help 
bear  the  cost. 

KSL,  Salt  Lake  City,  is  now  producing 
five  programs  weekly  for  Les  Parfums 
Marly,  Inc.,  New  York,  (perfumes). 
Account  was  handled  by  Norman  D. 
Atkinson,  San  Francisco  representa- 
tive of  Marly. 

HOUSEHOLD  FINANCE  Corp.,  Chi- 
cago, has  placed  with  CKOK,  Wind- 
sor-Detroit, a  26-week  contract  for  a 
weekly  quarter-hour  program. 


KTSA,  San  Antonio,  reports  the  fol- 
lowing accounts:  International  Bible 
Students  Ass'n,  New  York;  Crazy 
Water  Co.,  Mineral  Wells,  Tex.;  In- 
ternational Refining  Co.,  through  Pit- 
luk  Advertising  Agency,  San  Antonio; 
National  Aid  Life  Ass'n,  Oklahoma 
City;  International  Oil  Heating  Co., 
through  Lloyd  &  Hill,  Inc.,  St.  Louis; 
Coleman  &  Co.,  Insurance,  San  An- 
tonio; Reinhard  Coffee  &  Tea  Co.,  San 
Antonio;  Walkover  Shoe  Co.,  Boston, 
Mass;  Hotel  Jefferson,  St.  Louis, 
through  Nelson-Chesman ;  Liberty 
Mills,  (Heart's  Desire  Flour)  San  An- 
tonio; Sal-O-Dent  Laboratories,  (Salo- 
mint toothpaste)  St.  Louis;  Victory- 
Wilson,  Inc.,  Dallas;  Bowen  Air  Lines, 
Inc.,  Bowen  Motor  Coaches,  Fort 
Worth. 

KTAT,  Fort  Worth:  National  Aid  Life 
Ass'n,  Oklahoma  City;  International 
Oil  Heating  Co.,  through  Lloyd  & 
Hill,  Inc.,  St.  Louis;  Bowen  Air  Lines, 
Inc.,  and  Bowen  Motor  Coaches,  Fort 
Worth;  Victory-Wilson,  Dallas;  R.  J. 
Allen  &  Sons,  (cigars)  Fort  Worth; 
Hotel  Jefferson,  St.  Louis,  through 
Nelson-Chesman  Co.;  Smax  Co., 
through  Russell  C.  Comer,  Kansas 
City;  Sal-O-Dent  Laboratories,  St. 
Louis;  Trinity  Life  Insurance  Co. 

WMAQ,  Chicago,  reports  its  stamp 
talk  feature  conducted  by  Ralph  Kim- 
ble for  the  past  three  years  over  the 
station  has  been  sponsored  by  the 
Numismatic  Co.,  Dallas,  Tex.,  dealers 
in  rare  coins.  This  radio  venture  is 
an  experiment  by  the  sponsor  and  is 
to  be  conducted  for  an  indefinite 
period.  Account  handled  direct.  Sta- 
tion also  reports  Pedrick  Laboratories, 
Tulsa,  Okla.,  (Vigo  dog  food)  using 
daily  announcements  on  a  staggered 
schedule  for  an  indefinite  period; 
handled  through  Rogers  and  Gano. 

STACK-GOBLE  Advertising  Agency, 
Chicago,  reports  placing  accounts  for 
daily  weather  reports  for  Paris  Medi- 
cine Co.,  St.  Louis,  (drug  products) 
for  indefinite  period  on  KPO,  San 
Francisco,  and  WGY,  Schenectady. 

COLGATE  PALMOLIVE,  PEET  Co., 
Chicago,  will  sponsor  a  15-minute 
dramatic  show  for  children  five  after- 
noons a  week  over  WENR,  Chicago, 
beginning  the  first  week  of  January, 
for  13  weeks.  Account  handled  by 
Lord  &  Thomas,  Chicago. 


THE  "CHANDU"  series  five  times  a 
week  on  the  CBS-Don  Lee  network 
will  continue  for  the  Los  Angeles  Soap 
Co.  But,  commencing  late  in  Decem- 
ber, the  program  over  KHJ,  Los  An- 
geles, and  KDB,  Santa  Barbara,  spon- 
sorship was  given  over  to  the  Rio 
Grande  Oil  Co.  Sponsorship  west  of 
the  Mississippi  (transcriptions)  has 
for  some  time  been  taken  by  the 
Beechnut  Co.  Earnshaw- Young,  Los 
Angeles  agency,  produces  the  series. 

SEMINOLE  PAPER  Co.,  Chicago, 
(tissues)  on  Dec.  13  started  four 
5-minute  programs  on  KDKA,  Pitts- 
burgh, Tuesdays  and  Thursdays,  9:05- 
9:10  p.m.  Paris  &  Peart,  New  York, 
handled  account. 

STICKNEY  &  BOOR  SPICE  Co., 
Charlestown,  Mass.,  (spices,  etc.,)  on 
Dec.  23  started  a  13-week  series,  Fri- 
days, 10:45-11  a.m.,  over  WJZ,  New 
York;  WBZ,  Boston,  and  WBZA, 
Springfield,  titled  "Stickney's  Stuffing 
Program,"  with  Lew  White  at  organ 
and  woman  speaker.  Badger  &  Brown- 
ing, Boston,  handles  account. 

I.  J.  FOX,  New  York,  (furs)  on  Dec. 
28  started  a  series  of  13  programs 
titled  "Fox  Fur  Trappers,"  with  Bert 
Hirsch's  orchestra  and  quartet  on 
WEAF,  New  York,  Wednesdays  and 
Fridays,  7:30-7:45  p.m.  Peck  Adver- 
tising Agency,  New  York,  handles  ac- 
count. 

KNOW,  Austin,  Tex.,  reports  the  fol- 
lowing national  accounts:  Interna- 
tional Oil  Heating  Co.,  through  Lloyd 
&  Hill,  St.  Louis;  Bowen  Air  Lines, 
Inc.,  Fort  Worth;  Sal-O-Dent  Labora- 
tories, St.  Louis;  Bowen  Motor  Coach- 
es, Fort  Worth;  International  Bible 
Students  Ass'n;  Hotel  Shoreham, 
Washington;  Montgomery- Ward,  Aus- 
tin. 

WACO,  Waco,  Tex.,  reports  the  fol- 
lowing national  accounts:  Interna- 
tional Oil  Heating  Co.,  through  Lloyd  • 
&  Hill,  St.  Louis;  Bowen  Air  Lines, 
Inc.,  and  Bowen  Motor  Coaches,  Fort 
Worth;  Sal-O-Dent  Laboratories,  Inc., 
St.  Louis;  Kuhn  Paint  Co.,  Houston; 
Crazy  Water  Co.,  Mineral  Wells,  Tex.; 
Texas  Mutual  Life  Insurance  Co., 
Waco. 

NEW  ACCOUNTS  reported  by  KFRC, 
San  Francisco,  include  a  twice-weekly 
program  for  Beechnut  Co.,  and  a 
thrice-weekly  transcription  for  the 
American  Pop  Corn  Co.,  Sioux  City, 
Iowa. 


NETWORK  ACCOUNTS 


CENTAUR  Co.,  New  York,  (Fletcher's 
castoria)  on  Jan.  2  starts  24-week 
series  titled  "Dr.  Dick"  as  part  of 
Radio  Household  Institute,  Mondays, 
10:15-10:30  a.m.,  PST,  over  NBC-KGO 
network,  with  KFSD,  KTAR  and 
Mountain  networks.  Same  sponsor  on 
Jan.  1  renews  "Pages  of  Romance," 
over  NBC-WJZ  network,  Sundays, 
5:30-6  p.m.,  EST,  for  13  weeks.  Also 
renews  Radio  Household  Institute  Jan. 
2  for  13  weeks  over  NBC-WEAF  net- 
work, with  Northwest,  Southeast, 
South  Central  and  Southwest  groups, 
Mondays,  11:15-11:30  p.m.,  EST. 
Young  &  Rubicam,  New  York,  handles 
accounts. 

E.  R.  SQUIBB,  New  York,  (pharma- 
ceutical supplies)  on  Jan.  8  starts 
Frank  Black,  The  Revelers  and  or- 
chestra, over  the  basic  NBC-WEAF 
network,  Sundays,  4:30-5  p.m.,  for  13 
weeks.    Account  handled  direct. 

WESTERN  CLOCK  Co.,  La  Salle,  111., 
on  Jan.  15  starts  a  13-week  series  over 
the  basic  NBC-WEAF  network  to  Chi- 
cago, omitting  WTIC,  titled  "Big  Ben 
Dramas,"  Sundays,  5:15-5:30  p.m. 
Batten,  Barton,  Durstine  &  Osborn, 
New  York,  handles  account. 

TIDE  WATER  OIL  Sales  Corp.,  New 
York,  on  Jan.  2  renews  the  "Three  X 
Sisters"  and  Paul  Specht's  orchestra 
over  16  CBS  stations,  Mondays,  Wed- 
nesdays and  Fridays,  7:30-7:45  p.m. 
Lennen  &  Mitchell,  New  York,  handles 
account. 


ITS  OWN  STUDIO— Bristol-Myers  Co.,  New  York,  (toilet  articles)  has 
established  its  own  radio  studio  in  its  New  York  offices,  calling  it  the 
Ingram  studio,  for  the  beauty  talks  constituting  its  Milkeweek  Cream 
program  "Through  the  Looking  Glass."  Program  is  produced  by  World 
Broadcasting  System.  Spotted  on  17  stations  now,  16  others  are  to  be 
added  for  1933.  Photograph  shows  Frances  Ingram  and  her  secretary 
at  their  task. 
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'^WKRC   is   bringing   us   definite  results^^ 

This  message  was  received  from  an  internationally  known  pottery  con- 
cern. They  had  at  first  questioned  the  value  of  radio  advertising.  Would 
it  pay?  A  few  broadcasts  convinced  them  it  did — when  they  used 
WKRC.  Inquiries  increased.  Sales  increased. 

And  the  contract  was  renewed  long  before  its  expiration  date. 

For  years  local  and  national  advertisers  have  increased  their  inquiries 
and  sales  by  using  WKRC.  WKRC  can  produce  these  results  because 
it  is  the  only  local  outlet  for  the  outstanding  popular  Columbia  Net- 
work programs — occupies  a  preferred  position  on  the  dial  (550  Kilo- 
cycles)— operates  on  a  full  19  hour  schedule — uses  1000  watts  power 
— is  equipped  with  the  latest  Western  Electric  transmitter  and  turn- 
tables. 


If  you  want  to  increase  your  inquiries  and  sales,  spot  a  trial  program  on 
WKRC.  You  too  will  say,  ''Renew  Our  Contract." 


WKRC 


CINCINNATI 
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THE  PEPSODENT  Co.,  Chicago, 
(toothpaste  and  antiseptic)  on  Jan.  2 
renews  "Amos  'n'  Andy"  for  52  weeks, 
daily  except  Saturday  and  Sunday, 
7-7:15  p.m.  for  eastern  stations  and 
11-11:15  p.m.  for  western.  Orchestra 
will  be  under  direction  of  Joseph  Gal- 
lichio.  Lord  &  Thomas,  Chicago,  hand- 
les account. 

WILLIAM  R.  "WARNER  Co.,  New 
York,  (Sloan's  liniment)  on  Jan.  22 
starts  Warden  Lewis  Lawes  in  dra- 
matic sketch  titled  for  his  book, 
"20,000  Years  in  Sing  Sing,"  over  the 
NBC-WJZ  network,  Sundays,  9-9:30 
p.m.,  for  12  weeks.  Cecil,  Warwick  & 
Cecil,  New  York,  handles  account. 

REID  MURDOCH  &  Co.,  Chicago, 
(Monarch  brand  foods)  on  Jan.  1  re- 
news "Monarch  Mystery  Tenor"  for 
13  weeks  over  a  selected  NBC-WJZ 
network,  Sundays,  2-2:15  p.m.  Rogers 
&  Smith,  Chicago,  handles  account. 

BUICK- OLDS  -  PONTIAC  Sales  Co., 
Detroit,  (motors)  on  Jan.  7  starts  13- 
week  series  over  selected  NBC  net- 
works; on  Jan.  7  program  will  feature 
Hotel  Waldorf  Astoria  orchestra,  9-10 
p.m.;  thereafter  it  will  feature  George 
Olsen  and  orchestra,  Ethel  Shutta  and 
Gus  Van,  Saturdays,  9:30-10  p.m. 
Campbell-Ewald  Co.,  Detroit,  handles 
account. 

LADY  ESTHER  Co.,  Chicago,  (face 
cream  and  powder)  on  Jan.  3  renews 
Wayne  King  and  orchestra  for  13 
weeks  over  special  NBC-WEAF  net- 
work, Tuesdays,  8:30-9  p.m.  Stack- 
Goble  Advertising,  Chicago,  handles 
account. 

JOCUR,  Inc.,  Chicago,  (hair  waves) 
on  Jan.  15  renews  "Matinee  of  Air," 
with  Harry  Rose  and  Abe  Lyman's  or- 
chestra, for  13  weeks  over  15  CBS  sta- 
tions Sundays,  2:15-2:45  p.m.  Black- 
ett,  Sample,  Hummert  &  Gardner  hand- 
les account. 

SEALED  POWER  Corp.,  Muskegon, 
Mich.,  (piston  rings)  on  Jan.  8  starts 
Josef  Koestner  orchestra  on  NBC- 
WJZ  and  supplementary  networks, 
Sunday  evenings,  13  weeks.  Grace  & 
Holliday,  Detroit,  handles  account. 
THE  BARBASOL  Co.,  Indianapolis, 
(Barbasol)  on  Jan.  9  renews  "Sing- 
ing Sam"  on  CBS,  Mondays,  Wednes- 
days and  Fridays,  8:15-8:30  p.m.,  52 
weeks.  Erwin,  Wasey  &  Co.,  New 
York,  handles  account. 

REMINGTON  RAND,  Inc.,  New  York, 
(office  equipment)  sponsored  "Cowboy 
Tom  and  Indian  Chief"  over  CBS  and 
supplementary  Canadian  stations  Dec. 
11,  13,  14,  15,  18  and  19.  Batten,  Bar- 
ton, Durstine  &  Osborn,  New  York, 
handled  account. 

STANDARD  OIL  Co.  of  New  Jersey 
on  Jan.  2  starts  a  13-week  schedule 
of  "Soconeyland  Sketches,"  Mondays, 
8-8:30  p.m.,  over  NBC  network  com- 
prising WEAP,  WEEI,  WTIC,  WJAR, 
WTAG,  WCSH,  WGY  and  WBEN. 
Batten,  Barton,  Durstine  &  Osborn 
handles  account. 


CORN  PRODUCTS  REFINING  Co., 
New  York,  (Linit)  has  renewed  its 
CBS  contract  for  13  weeks.  Feature 
is  "Bath  Club"  with  Fred  Allen,  Ann 
Leaf,  Portland  Hoffa  and  Louis  Katz- 
man's  orchestra,  Sundays,  9-9:15  p.m. 
E.  W.  Hellwig  Co.,  New  York,  handles 
account. 

GENERAL  FOODS  Corp.,  New  York, 
(Maxwell  House  coffee)  on  Jan.  5  re- 
news "Captain  Henry's  Showboat"  on 
NBC-WEAF  network,  Thursdays,  9-10 
p.m.,  13  weeks.  Benton  &  Bowles, 
New  York,  handles  account. 

LEHN  &  FINK  Products  Co.,  New 
York,  (Hinds  Honey  &  Almond  Cream) 
on  Jan.  4  starts  "D.  W.  Griffith's 
Hollywood  Review"  on  NBC-WJZ  net- 
work, Wednesdays  and  Sundays,  10- 
10:15  p.m.,  13  weeks.  Ruthrauflf  & 
Ryan,  Inc.,  New  York,  handles  ac- 
count. 

WYETH  CHEMICAL  Co.,  New  York, 
(Jad  Salts)  on  Dec.  12  renewed  "Aunt 
Jemima  Songs"  on  19  CBS  and  sup- 
plementary Canadian  stations,  Tues- 
days and  Thursdays,  2-2:15  p.m.,  13 
weeks.  Blackett-Sample-Hummert  & 
Gardner,  New  York,  handles  account. 

STERLING  PRODUCTS,  Inc.,  Wheel- 
ing, W.  Va.,  (Phillips'  Dental  Mag- 
nesia) on  Jan.  3  renews  Abe  Lyman's 
orchestra  and  Hollywood  Newsboy  on 
22  CBS  stations,  Tuesdays,  Wednes- 
days and  Thursdays,  8:45-9  p.m.,  13 
weeks.  Blackett-Sample-Hummert  & 
Gardner,  New  York,  handles  account. 

GENERAL  ELECTRIC  Co.,  New  York, 
on  Dec.  25  started  orchestra  and  Met- 
ropolitan Opera  stars  on  NBC-WEAF 
network,  with  northwestern  group  and 
KFSD  and  KTAR  added,  Sundays, 
9-9:30  p.m.,  40  weeks.  Batten,  Bar- 
ton, Durstine  &  Osborn,  New  York, 
handles  account. 

KATE  SMITH'S  La  Palina  schedule  on 
CBS  on  Jan.  5  substitutes  Thursdays 
for  her  Monday  appearances  on  CBS, 
due  to  her  Hollywood  sojourn.  She 
will  be  heard  thereafter  on  Tuesdays, 
Wednesdays  and  Thursdays,  8:30-8:45 
p.m.,  EST. 

BAYER  Co.,  Inc.,  New  York,  (Bayer 
Aspirin)  sponsoring  the  "American 
Album  of  Familiar  Music"  on  an  NBC- 
WEAF  network,  Sundays,  shifted  its 
program  15  minutes  ahead  Dec.  25  to 
9:30  to  10:30  p.m.  This  move  also  ad- 
vanced the  United  States  Industrial 
Alcohol  Co.  (New  York)  program  15 
minutes  to  10:00  to  10:15  p.m.  Ohman 
and  Arden  orchestra  is  featured  on 
the  latter  program. 

GENERAL  CIGAR  Co.,  New  York, 
(Robert  Burns  cigar)  on  Jan.  4  re- 
news its  CBS  program  featuring  Guy 
Lombardo's  orchestra  and  Burns  & 
Allen  for  another  year.  Program, 
now  heard  Wednesdays,  9-9:30  p.m., 
will  be  moved  to  Wednesdays,  9:30-10 
p.m.  Only  change  in  program  is  addi- 
tion of  Phil  Regan,  tenor.  J.  Walter 
Thompson  Co.,  New  York,  handles  ac- 
count. 


GADGETS  FOR  SLEUTHS— Some 
of  the  accoutrements  utilized  by 
lodent  Chemical  Co.,  Detroit,  (tooth- 
paste) in  merchandising  its  Black 
and  Blue  comedy  detective  series, 
a  transcription  feature  highly  pop- 
ular with  the  audiences  of  many 
stations. 


CARNATION  Co.,  Milwaukee,  (canned 
milk)  on  Jan.  2  starts  "Carnation 
Contented  Program"  for  26  weeks  on 
29  NBC-WEAF  and  supplemental  sta- 
tions, Mondays,  10-10:30  p.m.  Pro- 
gram will  feature  Morgan  Eastman, 
Carnation  Quartet,  Carnation  Singers 
and  Lullaby  Lady.  Erwin,  Wasey  & 
Co.,  Chicago,  handles  account. 

R.  B.  DAVIS  Co.,  Hoboken,  N.  J., 
(Cocomalt)  on  Jan.  2  renews  "The 
Flying  Family"  on  NBC-WEAF  net- 
work, Mondays,  Wednesdays  and  Fri- 
days, 5:30-5:45  p.m.,  13  weeks.  Ruth- 
rauff  &  Ryan,  New  York,  handles  ac- 
count. 

CLIQUOT  CLUB  Co.,  Millis,  Mass., 
(ginger  ale)  on  Jan.  23  starts  Harry 
Reser's  "Cliquot  Club  Eskimos"  for  13 
weeks,  Mondays,  8-8:30  p.m.,  over 
NBC-WJZ  network.  Program  also  in- 
cludes Annette  Henshaw,  A.  K.  Rows- 
well  and  Jimmie  Brierly.  Danielson  & 
Son,  Providence,  R.  I.,  handles  ac- 
count. 

CITIES  SERVICE  Co.,  New  York,  on 
Jan.  6  renews  its  concert  orchestra, 
with  Jessica  Dragnonette  and  Cava- 
liers quartet,  over  the  NBC-WEAF 
network  for  one  year,  with  KSTP, 
WTMJ,  WEBC,  KOA,  KDYL  and 
Southwest  group,  Fridays,  8-9  p.m. 
Lord  &  Thomas,  New  York,  handles 
account. 


WCAU  in  New  Home 

A  THOROUGHLY  modern  9-story 
building  is  the  new  home  of 
WCAU,  Philadelphia,  having  been 
occupied  on  Dec.  26.  Erected  es- 
pecially for  the  WCAU  Broadcast- 
ing Co.  at  1622  Chestnut  Street, 
the  structure  was  purchased  upon 
completion  by  Leon  Levy,  president 
of  WCAU.  It  contains  eight  stu- 
dios, all  other  facilities  of  an  up- 
to-date  broadcasting  station  and 
a  special  office  for  Leopold  Sto- 
kowski,  director  of  the  Philadel- 
phia Orchestra.  From  Jan.  2  on 
the  building  will  be  open  to  visi- 
tors between  8  a.m.  and  midnight. 


JOHNSON  &  JOHNSON,  New 
Brunswick,  N.  J.,  (Red  Cross  sur- 
gical dressings,  etc.)  has  contract- 
ed with  CBS  for  the  9:30-9:45  a.m. 
period,  seven  days  weekly  for  52 
weeks.  Program  starts  Jan.  15  but 
details  have  not  yet  been  an- 
nounced. 


PROSPECTS 


INTERSTATE  AND  UNION  PA- 
CIFIC STAGES,  subsidiary  of  the 
Union  Pacific  System,  Omaha,  will  use 
radio  with  newspapers  and  magazines 
in  a  campaign  to  be  handled  by  Beau- 
mont &  Hohman,  Cleveland,  (Omaha 
branch) . 

RADIO  advertising  will  be  used  along 
with  English  and  Jewish  newspapers 
and  car  cards  to  advertise  the  prod- 
ucts of  Horowitz  Brothers  &  Margare- 
ten,  Inc.,  New  York,  (matzohs  and 
noodles),  preparatory  to  the  spring 
Passover  season. 

DELATONE  Co.,  233  E.  Ontario  St., 
Chicago,  (depilatory  cream,  powder, 
etc.)  will  make  up  lists  during  Janu- 
ary and  February,  using  radio  with 
other  media.  Mitchell-Faust,  Dickson 
&  Wieland,  Chicago,  handles  account. 

DR.  D.  JAYNE  &  SON,  Delaware  Ave. 
and  Vine  St.,  Philadelphia,  (pro- 
prietary medicines)  is  making  up 
monthly  lists  including  radio.  E.  G. 
Bagger  is  advertising  manager.  Frank- 
lin Advertising  Corp.,  New  York,  has 
been  appointed  to  handle  account. 

MARMON  MOTOR  CAR  Co.,  Indian- 
apolis, is  now  including  radio  in  the 
quarterly  lists  it  makes  up  in  Janu- 
ary, April,  July  and  October.  Central 
Advertising  Corp.,  Indianapolis,  hand- 
les account. 

FIELD  &  FLINT  Co.,  Brockton,  Mass., 
(shoes)  makes  up  lists  in  January  and 
July,  using  radio  with  other  media. 
Arthur  E.  Porter  is  advertising  man- 
ager. Ingalls  -  Advertising,  Boston, 
handles  account. 

A.  J.  TOWER  Co.,  24  Simmons  St., 
Boston,  (Fish  brand  slickers  and 
waterproof  clothing)  has  included 
radio  in  lists  which  it  makes  up  in 
January  and  June.  Paul  G.  Hudson  is 
advertising  manager.  N.  W.  Ayer  & 
Son,  Philadelphia,  handles  account. 

AGENCIES  AND 
REPRESENTATIVES 


RUTHRAUFF  AND  RYAN,  Inc.,  New 
York  agency,  is  handling  the  Chrysler 
Motors  account  for  announcement 
during  January  of  the  new  Dodge  car 
in  5-minute  transcriptions  over  some 
70  stations.  The  account  is  being  ser-  ' 
viced  through  Scott  Howe  Bowen,  sta- 
tion representatives. 

ARTHUR  ROTHAFEL,  son  of  S.  L. 
"Roxy"  Rothafel,  has  joined  the  radio 
department  of  Fletcher  &  Ellis,  New 
York  agency. 

STANDARD  OIL  of  Indiana  has  ap- 
pointed McCann-Erickson,  New  York, 
which  has  been  handling  its  oil  adver- 
tising, to  take  over  its  entire  account 
as  of  Jan.  1. 

KFOX,  Long  Beach,  Cal.,  and  KMLB, 
Monroe,  La.,  have  appointed  C.  A. 
MacNaughton,  59  E.  Madison  St.,  Chi- 
cago, as  their  Chicago  representative. 

ROGEHS-GANO  Advertising  Agency, 
Tulsa,  Okla.,  has  been  appointed  to 
handle  a  test  radio  campaign  for  Ped- 
rick  Laboratories,  Inc.,  (Vigo  dog 
food). 

MICHAEL  KELLY,  news  announcer 
at  KNX,  Hollywood,  has  left  the  sta- 
tion to  enter  business  in  Los  Angeles 
with  his  father.  They  will  operate  an 
advertising  agency  under  the  name  of 
Fitzmaurice  and  Son. 

RUTH  R.  ANDERSEN  has  joined  the 
staff  of  McCaffrey  and  Co.,  Oakland, 
Cal.,  agency,  as  head  of  the  new  radio 
department.  As  a  writer  of  fiction 
she  is  known  under  the  name  of  Rebel 
Wayne. 

HANFF-METZGER,  Inc.,  New  York, 
has  organized  an  affiliate,  Hanff-Metz- 
ger  Southern,  with  offices  in  the  Es- 
person  Bldg.,  Houston,  and  with  Niles 
F.  Leche  in  charge. 
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HOW  MANY  LISTENERS? 

WMAQ'S  CIRCULATION 
PROGRAM'S  THE  THING 
HABITS  OF  LISTENERS 


A  letter  was  received  by  Station 
WMAQ  from  an  advertising  agency 
the  other  day,  which  asked  for  an 
estimate  of  the  number  of  radio 
listeners  in  WMAQ's  audience. 
That  is  like  asking  the  Saturday 
Evening  Post  to  estimate  how 
many  of  its  total  circulation  will 
see  an  advertisement  on  page  88. 

*  *  * 

An  exhaustive  analysis  of  mail 
received  by  WMAQ  during  the  past 
three  years  has  demonstrated  clear- 
ly the  limits  of  WMAQ's  primary 
market.  Within  that  primary  mar- 
ket, there  are  6,248,147  radio  lis- 
teners according  to  the  1930  Cen- 
sus. This  market  includes  more 
than  one-tenth  of  all  the  radio  lis- 
teners in  the  United  States.  Just 
how  many  of  these  six  million  lis- 
teners tune  in  on  WMAQ,  depends 
to  a  great  extent  upon  the  pro- 
gram. 

*  *  * 

Therefore,  an  advertiser  has  it 
within  his  own  power,  by  creating 
a  program  of  special  merit  and  by 
publicizing  that  program,  to  in- 
crease his  audience  within  the  pri- 
mary market  of  WMAQ  to  propor- 
tions that  exceed  the  circulation  of 
any  national  magazine. 

WMAQ,  by  careful  program 
building,  has  gone  far  in  estab- 
lishing definite  listener  habits  so 
that  the  large  proportions  of  the 
radio  audience  are  content  to  leave 
their  dials  set  at  670  kilocycles, 
with  the  assurance  that  something 
good  will  come  from  the  loud 
speaker. 

The  long  list  of  advertisers 
printed  in  the  lower  right  hand 
corner  of  this  page,  shows  the  type 
of  advertisers  with  whom  new  ad- 
vertisers will  be  associated  when 
they  come  on  WMAQ.  Many  of 
the  programs  sponsored  by  this  list 
of  advertisers  are  among  the  fore- 
most radio  programs  in  America. 

These  programs  under  commer- 
cial sponsorship,  together  with 
sustaining  programs,  which  are, 
likewise,  of  the  highest  quality, 
combined  with  WMAQ's  long  rec- 
ord of  operation  "in  the  public  in- 
terest, convenience  and  necessity" 
give  WMAQ  advertisers  assurance 
that  the  maximum  possible  audi- 
ence in  the  WMAQ  primary  mar- 
ket will  be  secured.  The  primary 
market  is  approximately  two  hun- 
dred twenty-five  miles  in  each  di- 
rection from  the  WMAQ  transmit- 
ter located  seventeen  miles  west  of 
Chicago  near  Elmhurst,  Illinois. 

*  *  * 

WMAQ  offers  real  advertising 
opportunities. 


"TODAY'S  CHILDREN"  HAVE  XMAS  PARTY 


ENTHUSIASTIC  FANS 
PACK  WMAQ  STUDIOS; 
ALL  RECEIVE  GIFTS 


Today's  Children  held  a  Christ- 
mas party  in  the  NBC  studios  in 
Chicago  on  Friday  morning,  De- 
cember 23.  There  was  a  Christ- 
mas tree  in  all  its  glory.  The  stu- 
dio was  jammed  with  people  from 
Illinois,  Indiana  and  Wisconsin. 

An  announcement  was  made  on 
December  14  that  tickets  of  admis- 
sion would  be  issued  to  the  first 
four  hundred  people  writing  in. 
Sixteen  telegrams  were  immediate- 
ly received,  eighteen  special  de- 
livery letters  and  nine  hundred 
forty-six  other  letters,  and  many 
of  these  requested  tickets  ranging 
in  number  from  two  to  twelve, 
making  a  total  of  over  2,500  re- 
quests for  tickets. 

The  Illinois  cities  heard  from 
were  Chicago,  Berwyn,  Brookfield, 
Cicero,  Evanston,  Forest  Park, 
Maywood,  Oak  Park,  Ottawa,  Ra- 
vinia,  Riverside,  Park  Ridge, 
Prairie  View,  Waukegan,  Western 
Springs,  Wheaton,  Wilmette,  Win- 
netka.  Villa  Park  and  Zion.  Ham- 
mond and  Gary,  Indiana,  were 
likewise,  represented.  Milwaukee, 
Appleton  and  Lake  Mills,  Wiscon- 
sin, were  also  on  the  list.  The  let- 
ter from  Appleton  came  from  the 
farthest  point,  being  nearly  two 
hundred  miles  from  Chicago. 

Today's  Children  is  presented 
five  times  each  week  between  10:45 
and  11:00  o'clock  and  is  sponsored 
on  Station  WMAQ  by  the  General 
Foods  Company.  The  proarram  is 
devoted  to  advertising  Satina  and 
La  France,  laundry  aids.  Each  of 
the  Christmas  party  guests  re- 
ceived packaees  of  Satina  and  La 
Prance  as  gifts  from  the  General 
Foods  Company. 


BROADCASTING  AIDS 
SALE  OF  DOG  FOOD 


Radio  has  been  proved  an  effec- 
tive medium  for  the  sale  of  dog 
food.  Some  dog  food  manufactur- 
ers with  a  very  wide  national  dis- 
tribution have  profited  through  the 
use  of  network  advertising.  Others 
have  found  it  to  their  advantage 
to  lay  emphasis  upon  particular 
markets  in  order  to  stimulate  the 
sale  of  food  for  dogs. 

One  of  the  latest  of  these  is 
Vigo,  manufactured  by  Pedrick 
Laboratories  of  Tulsa,  Oklahoma. 
The  Vigo  account  was  placed  on 
WMAQ  by  the  Rogers  Gano  Ad- 
vertising Agency  of  Tulsa  and 
Chicago. 


Cheer  Up! 

In  times  of  depression,  if  you 
have  an  obsession 
That  business   will  never 
improve. 
And  you  wander  around,  with 
your  eyes  on  the  ground. 
And  you  move  in  the  same 
old  groove. 

While    your    hands  you're 
wringing — the  birds  are 
all  singing. 
And  the  sun  is  shining  all 
day. 

Misfortunes  you  bode,  you're 
a  stone  in  the  road 
Of  Progress,  and  cumber 
the  way. 

"It's  darkest,"  they  say,  "be- 
fore break  of  day," 
But  darkness  is  followed 
by  light. 
So  look  up,  I  pray,  for  the 
sun's  first  ray. 
Dispelling  the  gloom  of  the 
night. 

Give  thanks  if  you're  healthy ; 
if  you're  healthy,  you're 
wealthy. 
(Believe  it  or  not,  it  is 
true.) 

Give  thanks  for  each  bless- 
ing   forget   what's  dis- 
tressing. 
And  the  world  will  look 
better  to  you. 

L'Envoi 

So  in  times   of  depression, 
shake  off  the  obsession. 
And  turn  up  your  face  to 
the  light, 
And  then  you  will  wonder 
why  you  were  down  un- 
der. 

When  all  up  above  you  was 
bright. 

Medinah  Minaret 


MR.  TWISTER  GETS 
A  STUDIO  AUDIENCE 


Mr.  Twister,  the  quaint,  old 
character  developed  by  WMAQ, 
now  has  a  studio  audience  each 
Wednesday  evening,  despite  the 
fact  that  the  program  is  presented 
at  7:00  o'clock.  The  studio  is 
jammed  with  Twister  fans.  Mr. 
Twister  is  assisted  in  the  show  by 
an  orchestra,  which  plays  while 
the  studio  audience,  as  well  as 
radio  fans  scattered  hither  and 
yon,  are  attempting  to  solve  the 
puzzles,  which  Mr.  Twister  sub- 
mits to  them. 

Mr.  Twister  is  a  sustaining  pro- 
gram and  is  available  for  commer- 
cial sponsorship. 


WMAQ'S  STAMP  MAN 
SPONSORED  IN  TEST 


Collectors  of  stamps  and  rare 
coins  number  millions  in  the  United 
States.  Behind  their  enthusiasm 
for  the  collection  of  stamps  and 
coins,  there  is  an  ingrown  faith 
that  such  collections  are  excellent 
investments.  Their  faith  has  been 
borne  out  many  times  by  profits 
which  have  been  realized  through 
the  pursuit  of  these  hobbies.  One 
Chicagoan  purchased  a  forty  thou- 
sand dollar  home  from  profits  made 
in  stamp  trading. 

Because  of  the  fascination  and 
the  prospective  profit  of  stamp  and 
coin  collection,  a  series  of  talks 
have  been  conducted  on  WMAQ 
for  the  past  two  years  by  Ralph 
Kimble,  one  of  the  nation's  out- 
standing philatelists,  has  proved 
to  be  a  very  popular  feature  not 
only  among  fans  within  the  major 
market  of  WMAQ,  but,  likewise, 
among  listeners  in  practically  every 
state  in  the  United  States  and 
every  province  of  Canada. 

The  attention  of  the  Numismatic 
Company  of  Texas  has  been  at- 
tracted to  Mr.  Kimble's  talks  and 
as  a  result,  during  January  Mr. 
Kimble's  program  will  be  sponsor- 
ed by  the  Numismatic  Company  of 
Texas  as  a  test  to  determine  the 
advisability  of  using  radio  as  a 
means  of  stimulating  an  interest 
in  the  collection  of  stamps  and  rare 
coins. 


STATION  ACCOUNTS 


Among  the  commercial  programs 
heard  regularly  over  WMAQ  are 
the  following:  Vigo  Dog  Food, 
(Pedrick  Laboratories),  A.  &  P., 
Princess  Pat  Cosmetics,  Wheatena, 
Pepsodent  Company,  Nivea  Creme, 
Household  Finance  Co.,  Texaco 
Gasoline,  Chase  and  Sanborn,  Daily 
News  Travel  Bureau,  B  u  1  o  v  a 
Watch  Company,  Maryland  Pharm- 
aceutical Company,  Cliquot  Club 
Ginger  Ale,  Armour  &  Company, 
Hinckley  &  Schmitt,  Inc.,  (Corin- 
nis  Spring  Water),  Northern  Trust 
Company,  Fleischmann's  Yeast, 
Monarch  Coffee  Company,  Willard 
Tablet  Company,  Florida  Citrus 
Clearing  House  Assn.,  Stanco,  R. 
B.  Davis  &  Company,  General 
Electric  Refrigerators,  S  t  o  k  e  1  y 
Brothers,  Klee  Brothers  &  Com- 
pany, General  Foods  Corporation, 
Dr.  C.  H.  Berry  Company,  Dupont 
Cellophane  Company,  Firestone 
Tire  &  Rubber  Company,  Conti- 
nental Oil,  Smith  Brothers,  Olds- 
mobile,  Squibb,  Westclox,  Harold 
F.  Ritchie  Company.  Adv. 
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ONE  ADVERTISER'S  EXPERIENCE  WITH 

WOKO 

ALBANY,  NEW  YORK 


jy^OJSTGOJVi^R^I^AZXRjy  €y  Co. 

E^TAlSyx^^o  1071 

^Jatis^action  Guarcrntc^cloryour^loneyBuck 
Dae.  3,  1932 

Station  W-O-K-0 
Hotei  Ten  Eyok 
Albany,  N.  Y. 

Gentlemen: 

Your  representative  has  sollclted^the  writer  for 
advertising  at  various  times  since  your  station  has  opened 
in  Albany.    For  various  reasons,  we  did  not  do  any  advertis- 
ing through  station  WOKO  previous  to  Nov.  E4th. 

Through  the  aggressiveness  of  your  representative, 
we  were  prevailed  upon  to  try  this  medium  for  toy  promotion 
during  the  Holiday  season.    After  the  vronderful  demonstratior 
of  the  past  two  weeks,  1  feel  I  would  be  negligent  if  I  did 
not  take  this  opportunity  of  notifying  you  how  pleased  we  are 
with  the  service . 

JTroB  the  first  day  of  the  radio  broadcast,  our  Toy 
Department  has  been  crowded  to  capacity,  with  children  nceom- 
panied  by  thel  r  parents,  in  response  to  our  radio  progrcxi.  At 
times  there  has  been  as  many  as  500  children  in  line  to  greet 
Santa  Claus.    The  thousands  of  letters  which  have  been  forwarded 
to  Santa  Claus,  care  of  !r  0  K  0,  and  the  h-Andreds  of  additional 
which  have  coma  to  this  store,  addressed  to  W  0  K  0  at  Koutgomery 
Wards,  has  been  most  gratifying. 

The  danonatratlon  of  what  H  0  K  0  om  do,  has  opened 
my  eyes  to  the  wonderful  advertising  ability  of  your  organization. 

I  wish  to  thank  you  at  this  time  for  the  wonderful 
service  and  courtesy  received  from  all  connected  with  your 
organization,    icu  may  be  assured  that  we  feel  the  necessity 
of  using  W  0  K  0  In  the  future. 


Slnaerely  yours, 


John  J. 

Gen  eralHlanager 
Retail  Stors 


The  Albany  Retail  Store  is  the  largest  and  most 
successful  of  the  553  stores  in  the 
Montgomery  Ward  chain 


WOKO 


COVERS    THE    CAPITAL    DISTRICT  of  the 
EMPIRE  STATE 

Consisteotly  —  Thoroughly 
Economically 


Basic  Outlet 
of  the  Columbia 
Broadcasting 
System 


Population 
Approxi  mately 
750,000 
■ 

Bank  Deposits 
$284,955,000 


Full  Time 
Operation 
■ 

W.  E.  Transcrip- 
tion Equipment 


Write 


WOKO 


ALBANY,  NEW  YORK 


For  Rates  and  Data 


ASSOCIATION  of  National  Advertis- 
ers announces  removal  of  its  offices 
from  420  Lexington  Ave.  to  the  Mc- 
Graw-Hill Bldg.,  330  W.  42nd  St., 
New  York. 

"THE  FLEXIBLE  Budget— a  1933  Ad- 
vertising Need"  titles  a  newly  issued 
bulletin  of  the  Bureau  of  Advertising, 
American  Newspaper  Publishers  Asso- 
ciation. 

WOODY  KLOSE,  former  program  di- 
rector of  KMOX,  St.  Louis,  has  joined 
Mortimer  W.  Mears,  Inc.,  St.  Louis 
agency,  as  radio  director. 

KENNETH  COLLINS,  who  recently 
resigned  as  executive  vice  president 
and  director  of  advertising  and  pub- 
licity at  R.  H.  Macy  &  Co.,  has  been 
appointed  assistant  to  Bernard  F. 
Gimbel,  president  of  Gimbel  Brothers 
Inc.  He  will  assume  his  new  duties 
about  the  middle  of  January. 
JOSEPH  SAMETH,  formerly  business 
manager  for  a  Los  Angeles  radio  week- 
ly, has  joined  Radio  Productions,  Inc., 
as  president,  with  offices  in  the  Beaux 
Arts  Bldg.,  Los  Angeles.  A  new  de- 
partment has  been  inaugurated  in  the 
form  of  the  Radio  Playhouse  which 
will  seat  500.  It  will  be  available  to 
agencies  and  sponsors  for  auditions. 
The  organization  will  also  undertake 
services  for  stations,  sponsors  and 
artists. 


Unique  Schedule 

AN  ATTRACTIVE  leaflet  carrying 
program  schedules  and  open  time 
is  now  being  issued  weekly  by 
WSM,  Nashville,  of  which  J.  Les- 
lie Fox  is  commercial  manager. 
Copies  are  sent  to  agencies  and 
prospective  advertisers. 


Actions  of  Commission 

(Continued  from  page  28) 
431) — Denied  application  for  CP  for  new 
station  to  operate  on  590  kc,  250  w.  D, 
sustaining  Examiner  Pratt. 

NEW.  W.  T.  Hamilton,  Greenville,  S.  C. 
(Ex.  Rep.  434) — Dismissed  application  for 
permit  to  erect  new  station  to  operate  on 
1240  kc,  250  w.  night,  500  w.  D,  un- 
limited time.  Chief  Examiner  Yost  re- 
ported applicant,  at  hearing,  consented  to 
withdraw  application  with  prejudice. 

Examiner's  Reports  .  .  . 

WFBM,  Indianapolis,  and  WSBT,  South 
Bend,  Ind. — Examiner  Hyde  recommended 
(Report  437;  Dockets  636  and  1652)  that 
applications  for  modification  of  licenses  to 
permit  simultaneous  operation  on  1230  kc. 
be  denied  on  ground  that  no  substantial 
evidence  was  produced  to  show  that  con- 
siderable interference  would  not  result. 

WJAR  and  WEAN,  Providence.  R.  I.— 
Examiner  Pratt  recommended  (Report  438; 
Dockets  1580  and  1645)  that  applications  to 
increase  power  from  250  w..  500  w.  LS.  to 
1  kw.  be  denied. 

WHEF.  Kosciusko,  Miss.  —  Examiner 
Pratt  recommended  (Report  439 ;  Docket 
1737)  that  application  for  modification  of 
CP  to  move  station  to  Jackson.  Miss.,  be 
denied. 

Shortwave  and  Television  Laboratories, 
et  al,  Boston — Examiner  Pratt  recom- 
mended (Report  440)  denial  of  renewal 
of  experimental  television  station  WIXAV, 
Boston,  and  denial  of  license  for  experi- 
mental relay  broadcasting  license  for 
WIXAL,  Boston,  and  denials  of  applica- 
tions for  additional  television  station  and  . 
special  experimental  station,  on  ground 
of  stock  manipulations. 

KLX,  Oakland,  Cal. — Examiner  Pratt 
recommended  (Report  441;  Docket  1587) 
denial  of  application  for  power  increase 
from  500  w.  to  1  kw.  on  880  kc.  because 
of  quota  regulations. 


THE  RADIO  COMMISSION  held 
no  regular  meetings  during  the 
holiday  week,  and  will  reconvene 
Jan.  4. 


You  Wouldn't  Buy  a  Duesenberg 
To  Find  Out  If  You  Could  Drive  I 

WHY  BUY  50,000  WATTS  TO 
FIND  OUT  IF  RADIO  WILL  SELL 
YOUR  PRODUCT  ? 

"The  Nation's  Test  Station"  Will  Solve  Your  Problem 
for  a  Very  Modest  Investment 

WCLO  has  built  and  proved  four  test  campaigns  for  national 
advertisers  in  the  past  two  months.  It  is  now  building  a  re- 
corded program  for  a  small  chain.  Two  new  programs  start 
this  month,  and  if  the  tests  prove  satisfactory  they  will  go  na- 
tional as  spot  campaigns. 

WCLO  can  save  you  costly  experimenting  by  providing  prac- 
tical counsel  based  on  valuable  testing  experience. 

WCLO's  Dramatic,  Production,  Program  and  Continuity  Di- 
rectors have  been  drawn  from  the  newspaper,  motion  picture, 
and  radio  industry  and  from  the  stage  and  radio  syndicates. 

It  costs  five  thousand  dollars  a  month  to  operate  this  modern 
"idea  factory."  Here  is  an  integral  part  of  your  advertising 
department  ready  to  solve  your  radio  problems  efficiently  and 
inexpensively. 

There  is  no  organization  in  the  world  set  up  as  is  WCLO 
with  its  Janesville  Daily  Gazette  affiliation.  These  two  nation- 
ally recognized  progressive  institutions  blanket  sixty  cities  and 
towns  in  Southern  Wisconsin  and  Northern  Illinois,  the  richest 
of  Wisconsin's  famous  dairy  and  cheese  centers. 

Send  for  your  free  copies  of  the  only  complete  and 
authentic  radio  and  newspaper  surveys  of  this  market. 


WCLO 


Latest  Western  Electric  Transmitter 

JANESVILLE,  WISCONSIN 
"THE  NATIONAL  ADVERTISERS' PROVING  GROUND" 
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STUDIO  NOTES 


COMPLKTE  radio  programs  of  all 
New  Orleans  stations  are  being  dis- 
tributed by  the  Atlantic  and  Pacific 
Tea  Co.,  grocery  chain,  free  to  all  who 
ask  for  them  on  account  of  the  re- 
fusal of  New  Orleans  papers  to  carry 
programs  unless  paid  for  at  advertis- 
.  ing  rates. 

A  PRESIDENTIAL  cake  baked  in  the 
radio  kitchen  of  WSM,  Nashville,  has 
been  sent  to  President-elect  Roosevelt 
by  the  station  in  behalf  of  Tennessee 
and  the  South. 

THE  TENTH  anniversary  of  KGW, 
Portland,  Ore.,  was  observed  with  a 
special  broadcast  Dec.  7.  The  celebra- 
tion followed  close  on  the  heels  of  the 
82nd  birthday  of  The  Oregonian, 
newspaper-owner  of  KGW,  which  was 
founded  Dec.  4,  1850. 
NO  ARTIST  will  be  permitted  to  use 
an  alias  or  pseudonym  when  appear- 
ing in  any  program  on  WOR,  Newark, 
according  to  an  order  just  issued. 
Previously,  many  theatrical  person- 
ages have  used  a  different  name  when 
appearing  for  the  first  time  on  the 
air  to  guard  against  impairing  their 
professional  reputation  should  the 
broadcast  prove  a  flop. 
WHAT  AMOUNTS  to  an  open  forum 
on  Ohio's  penal  institutions  was  start- 
ed on  WHK,  Cleveland,  with  the  first 
of  a  series  of  four  talks  by  a  former 
inmate  of  the  Ohio  State  penitentiary, 
"Convict  No.  13,"  on  his  experiences 
in  "the  big  house"  and  his  subsequent 
efforts  to  reestablish  himself  in  Cleve- 
land. Following  these  talks,  state  of- 
ficials, welfare  leaders  and  sociological 
experts  will  be  given  an  opportunity 
to  answer  or  indorse  the  ex-convict's 
story. 

WKAQ,  San  Juan,  P.  R.,  will  broad- 
cast a  special  DX  program  for  United 
States  and  Canadian  listeners  from  1 
to  5  a.m.,  Jan.  8.  It  operates  on  1240 
kc. 


Coca  Cola  Co.  Sponsors 
Job  Drive  Over  WCKY 

A  CONTRIBUTION  to  unemploy- 
ment relief  was  made  in  Cincinnati 
recently  when  the  Coca  Cola  Bot- 
tling Works  Co.,  through  its  Coca 
Cola  Civic  Club  program  over 
WCKY,  Covington,  Ky.,  inaugu- 
rated a  "Prosperity  Drive." 

The  company  found  that  for  each 
additional  case  of  Coca  Cola  sold 
it  could  provide  30  minutes'  em- 
ployment for  men  previously  out 
of  jobs. 

The  Coca  Cola  Civic  Club, 
through  which  publicity  is  given 
to  the  job-making  campaign,  is  on 
the  air  twice  a  week  from  WCKY. 
All  civic  groups,  church,  school, 
fraternal  and  social  organizations 
are  invited  to  send  in  club  news 
and  announcements,  which  are 
read  on  the  program  at  no  cost  to 
them.  Children  are  being  given 
jig-saw  puzzles  for  their  help  in 
the  campaign. 

So  popular  has  this  Civic  Club 
period  become  that  Coca  Cola  re- 
cently bought  more  time  in  order 
that  all  announcements  might  be 
included. 


Add  Newspaper  List 

TO  THE  LIST  of  broadcasting 
stations  owned  by  or  corporately 
affiliated  with  newspapers,  as  ex- 
clusively carried  in  the  Dec.  15 
issue  of  Broadcasting,  should  be 
added  KGNO,  Dodge  City,  Kan., 
which  is  46.4  per  cent  owned  by 
J.  C.  Denious,  publisher  of  the 
Dodge  City  Globe. 


RIVCMIDI  S58S  RIviMiDE  2S1S 

RADIOS— All  Standard  Makes 
Electric  Washers  Vacuum  Cleaners 

Electric  Refrigerators 


4S4S-47  Gravois  Avenue 


GRANADA  THEATRE  BUILDING 


'Service   that  Counts" 

ST.  LOUIS.  MO. December  17,  1932« 


Ur.  L. A. Benson 
President  W.I.L. 
St.  Louis  Ml33om-i. 


Uy  Dear  Ur.  Benson: - 

As  this  firm  enters  into  its  sixth  consecutive  year 
of  broadcasting  over  your  station,  I  feel  that  I 
should  extend  mjr  heartfelt  thanks  for  the  kindly 
and  helpful  cooperation  we  hare  always  received 
from  your  organization. 

Not  only  am  I  able  to  discern  by  the  direct  returns 
which  we  receive  from  our  programs  that  W.I.L.  has 
a  tremendous  and  responsive  audience,  but  this  feeling 
Is  verified  by  the  observations  of  our  servicemen 
during  the  hundreds  of  oalls  they  make  in  homes,  when 
they  have  opportunity  to  notice  what  station  is  tuned. 

Again  thanking  you  for  your  many  helpful  suggestions, 
I  am, 

Cordially  and  Sincerely, 


.  .  .  your  clients,  too,  will  be 
Just  as  Happy  with  W  I  L 


MOU  ARE  SITTING 

IN  THE  CENTER 
OF  THE  WORLD 


.  .  .  EVERYWHERE 

is  within  arm's  reach  via  coordinated 
telegraph,  cable  and  radio  facilities 

)  Whether  you  would  reach  somebody  five  miles  away 
or  five  thousand  miles... whether  your  message  must  go 
by  telegraph  or  cable  or  radio  or  by  any  combination 
of  these  three... the  great  International  System  of  co- 
ordinated communication  facilities  will  speed  your 
message  to  its  destination  and  flash  back  a  reply  in  a 
mere  matter  of  minutes. 

Working  hand  in  hand,  the  units  of  the  International 
System  are  Postal  Telegraph,  linking  80,000  places'in 
the  United  States  and  Canada*. ..  Commercial  Cables, 
reaching  Europe,  Asia  and  The  Orient... All  America 
Cables,  reaching  Central  America,  South  America  and 
the  West  Indies... and  Mackay  Radio,  which  maintains 
point-to-point  services  in  addition  to  reachingships  at  sea. 

Use  Postal  Telegraph  and  the  International  System 
to  reach  anybody ...  anywhere ...  ^««V^/)', 

*ln  Canada,  through  the  Canadian  Pacific  Railway  Telegraphs, 

To  Telephone  a 
Telegram,  Cablegram  or  Radiogram 
just  call 
"POSTAL  TELEGRAPH" 

or  dial  your  local  Postal  Telegraph  office. 
Charges  will  appear  on  your  local  telephone  bill. 

THE    I  INTERNATIONAL  SYSTEM 

Tostal  Telegraph 


Commerctal 
Cables 


ClU  Clmerica 
Cables 


ttlackay  "Radio 
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Serves  you 

THREE  STATES 


OHIO 


PENNSYLVANIA 


NEW  YORK 


WLBW,  ERIE,  PENNA. — within  three  months  at  its 
new  location,  produces  tangible  results  for  its  advertisers. 

WLBW,  ERIE,  PENNA. — brings  more  than  a  million 
people  in  Pennsylvania,  New  York  and  Ohio  a  steady  flow 
of  the  better  Columbia  features — supplemented  by  programs 
of  local  and  compelling  interest. 

WLBW,  ERIE,  PENNA. — has  a  buying  audience  with 
definite  purchasing  power  that  never  had  opportunity  to  be 
proved  by  national  accounts. 

WLBW,  ERIE,  PENNA.— must  be  included  in  1933 
schedules,  if  you  believe  intelligent  advertising  is  the  key  to 
sales  results. 


XOOO  Watts 


WLBW 

ERIE 


I260  Kc. 


BROADCASTERS    Affiliated  with  the 
o/ PENNSYLVANIA  Columbia  Broad- 
casting System 

"  CONSISTENT  TRI-STATE  COVERAGE  " 
OHIO— PENNSYLVANIA— NEW  YORK 


WE  EXTEND  GREETINGS  FOR  A  HAPPY  AND  PROSPEROUS 
NEW  YEAR  to  EVERYONE  in  the  WORLD'S  BEST  INDUSTRY. 


NBC  Uses  Echo  Room 
To  Make  Voice  Sound 
Hollow  in  Radio  Drama 

GREATER  REALISM  will  be  pos- 
sible in  the  radio  drama  as  the  re- 
sult of  a  development  of  the  "echo 
room"  by  NBC  engineers.  Solving 
one  of  the  big  technical  problems 
connected  with  the  broadcasting  of 
the  human  voice,  the  engineers  are 
now  able  to  add  reverberation  and 
resonance  to  a  voice  after  it  has 
entered  the  microphone  and  before 
it  goes  on  the  air. 

With  the  aid  of  the  echo  room, 
it  now  is  possible  to  present  from 
a  "dead"  studio  a  dramatic  scene 
in  a  tunnel,  basement  or  other  con- 
fine, where  the  normal  voice  has 
pronounced  reverberation,  and  re- 
produce on  the  air  the  proper  hol- 
low sound. 

This  hollow  reverberation,  which 
it  previously  was  impossible  to 
create  in  the  studio,  is  produced 
artificially  in  the  echo  room,  a  bare, 
soundproof  chamber,  aproximately 
12  feet  square,  equipped  with  a 
loudspeaker  and  a  microphone.  The 
loudspeaker  is  connected  with  the 
studio  in  which  the  program  origi- 
nates and  the  "echo"  microphone 
leads  back  to  the  mixing  panel  in 
the  original  studio's  control  booth. 

The  effect  is  created  by  passing 
the  voice  of  the  actor  in  the  studio 
into  the  echo  room,  where  it  rever- 
berates between  the  smooth  "live" 
walls.  The  echo,  in  turn,  is  picked 
up  by  the  microphone  and  carried 
to  the  control  booth  where  the  en- 
gineer mixes  it  with  the  program 
coming  from  the  studio.  Natural- 
ly, the  broadcasters  do  not  place 
the  entire  pickup  burden  on  the 
microphone  in  the  echo  room.  The 
voice  also  is  picked  up  by  the  en- 
gineer direct  from  the  studio  mic- 
rophone. Just  enough  of  the  re- 
verberation is  "mixed"  in  to  give 
the  proper  background. 


We  say  "Yes  Ma'am" 
to  our  Cooks 

Women  cooks  prepare  the  food  for  the 
Hotel  Lexington  restaurants.  That's  why- 
it's  so  delicious  and  wholesome.  And 
Lexington  restaurant  prices,  like  its  room 
rates,  are  sensible  —  35c  for  breakfast, 
65c  for  luncheon  and  $1.00  for  dinner  in 
the  main  dining  room. 

$3  a  day  and  up  for  Lexington  rooms— 
$4  and  up  for  two  persons. 

HOreL  JCeXINGTON 

In  Grand  Central  Zone,  Lexington  Ave.  at  48th  St. 

NEW  YORK  CITY 

CHARLES  E.  ROCHESTER,  General  Manager 


RMA  to  Move 

REMOVAL  of  the  headquarters  of 
the  Radio  Manufacturers  Associ- 
ation from  Chicago  to  Washington 
has  been  approved  by  the  associa- 
tion's board  and  will  be  effected 
during  January.  Bond  Geddes,  ex- 
ecutive vice  president  and  general 
manager,  will  be  in  charge.  The 
change  is  expected  to  make  for 
"quicker  and  better  administra- 
tion" of  the  association's  affairs. 
Mr.  Geddes  is  well  known  in  Wash- 
ington, having  served  for  several 
years  as  chief  of  the  Capitol  staff 
of  the  Associated  Press  and,  prior 
to  that,  as  manager  of  the  Wash- 
ington Bureau  of  the  United  Press. 
He  also  is  a  lawyer. 


Drop  Power  Cases 

BY  MUTUAL  consent  of  the  four 
appellants,  the  high  power  cases 
involving  the  Radio  Commission's 
regulation  restricting  the  maxi- 
mum power  of  50  kw.  to  only  half 
of  the  40  clear  channels,  were  dis- 
missed Dec.  14  by  the  Court  of  Ap- 
peals of  the  District  of  Columbia. 
The  stations  involved  are  WJZ, 
New  York;  KGO,  Oakland,  and 
WGN  and  WMAQ,  Chicago,  all  de- 
nied maximum  power  in  October, 
1931,  when  the  Commission  made 
the  high  power  grants  under  the 
former  General  Order  42  as  amend- 
ed.  Those  grants  now  become  final. 


Dates  For  Poor 

NAMING  the  Salvation  Army  as 
its  official  charity  agent,  Hills 
Brothers  Co.  (Dromedary  dates) 
has  distributed  thousands  of  pack- 
ages of  dates  to  the  poor  through 
a  radio-newspaper  campaign  de- 
signed to  unload  dealers'  shelves 
by  Jan.  1.  The  company  offered  to 
match  each  purchased  package  of 
Dromedary  dates  with  a  free  pack- 
age for  the  poor,  the  labels  to  be 
given  to  the  Salvation  Army.  The 
large  crop  of  dates  this  year  and 
the  prospect  of  developing  possible 
future  customers  for  dates  as  a 
food  added  a  valuable  promotional 
angle  to  this  campaign,  which  was 
handled  by  Cecil,  Warwick  & 
Cecil,  New  York. 


Proprietary  Disks 

ALL  TRANSCRIPTION  releases 
of  the  newly  organized  Proprie- 
tary Radio  Service,  507  Fifth  Ave., 
New  York,  will  be  recorded  by 
RCA  Victor  Co.,  Camden,  N.  J., 
under  an  agreement  just  made  by 
Arthur  G.  Montague,  general  man- 
ager of  the  service,  with  the  radio 
company.  Victrolac  compound  will 
be  used  in  the  manufacture  of  the 
disks.  The  service  will  specialize 
in  proprietary  medicine  accounts. 


BOTH  KSL  and  KDYL,  rival  Salt 
Lake  City  stations,  are  now  pub- 
lishing their  own  program  week- 
lies, carrying  schedules  and  news 
about  radio  performers.  The 
former's  publication  is  called 
"KSL  News"  and  the  latter's  is 
known  as  "Voice  of  KDYL." 


ASCAP  Royalties 

(Continued  from  page  12) 

Vogel,  Inc.,  Philadelphia;  Society 
of  European  Stage  Authors  and 
Composers,  Inc.,  New  York,  and 
Society  of  Jewish  Composers,  Pub- 
lishers and  Songwriters,  Inc.,  New 
York. 

Emphasizing  that  the  ASCAP 
license  is  strictly  limited  to  com- 
positions copyrighted  by  its  mem- 
bers, Mr.  Mills  said  it  does  not 
embrace  any  other  compositions 
whatever.  Many  stations  he  added, 
have  licenses  from  independent 
copyright  owners,  but  he  strongly 
urged  that  each  station  adopt  as 
a  regular  policy  such  a  routine  as 
will  result  absolutely  in  a  proper 
clearance  in  advance  of  the  broad- 
casting of  every  copyrighted  com- 
position to  be  rendered. 

Mr.  Mills  also  suggested  proce- 
dure to  be  followed  by  stations  in 
ascertaining  copyright  ownership 
to  prevent  innocent  or  deliberate 
infringements.  He  offered  to  send 
to  stations  a  specimen  form  upon 
which  written  records  of  musical 
compositions  performed  can  be 
kept. 

In  the  music-trade  press,  it  is 
reported  that  ASCAP  is  working 
out  a  revised  system  of  distribut- 
ing to  its  own  members  the  royal- 
ties collected  from  broadcasting, 
so  that  a  separate  fund  will  be 
carried  and  divided  among  com- 
posers and  publishers  strictly  on 
the  basis  of  radio  performances. 
The  plan  was  devised,  it  is  stated, 
to  meet  the  strenuous  objections 
of  composers  and  publishers  to 
the  pre-radio  method  of  distribut- 
ing profits,  which  is  still  in  force. 
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Station-Agency  Cooperation 

(Continued  from  page  10) 


50  to  52  pex-  cent  pays  the  custo- 
mary two  per  cent  cash  discount. 
If  all  paid  it,  it  might  stimulate 
your  collections.  We  recently  in- 
vestigated other  media — maga- 
zines and  newspapers — and  found 
by  far  the  majority  pays  a  cash 
discount. 

In  dealing  with  questions  of 
agency  credit,  other  forms  of  ad- 
vertising media  have  for  many 
years  required  a  financial  state- 
ment from  the  agencies  to  whom 
they  extend  credit.  If  you  are  ex- 
tending credit,  you  are  entitled  to 
similar  information.  We  have  now 
a  standard  agency  balance  sheet 
which  is  designed  tb  show  media 
owners  whether  or  not  the  agency 
is  entitled  to  credit  and,  if  so,  to 
how  much.  We  should  be  very 
glad  to  have  your  association  use 
that  standard  balance  sheet,  or  for 
you  individually  to  use  it  in  your 
credit  operations. 

Clearing  Misunderstanding 

FINALLY,  I  should  like  to  say  a 
word,  perhaps  in  repetition  of 
what  previous  agency  speakers 
have  told  you,  about  agency  op- 
erations. I  feel  they  are  greatly 
misunderstood.  I  know  of  no  busi- 
ness just  like  the  advertising  agen- 
cy, no  business  the  inside  work- 
ings of  which  are  so  little  known. 

In  the  first  place,  a  visitor  to 
an  advertising  agency  can  not  find 
out  what  is  going  on  because  there 
is  no  physical  evidence.  Another 
reason  why  the  agency  is  not  un- 
derstood is  because  it  never  signs 
its  own  work.  It  is  passed  on  to 
the  advertising  medium  and  there 
you  see  the  result.  For  that  rea- 
son, the  owners  of  advertising 
media  do  not  appreciate  what  the 
agency  does. 

At  the  risk  of  being  tiresome,  I 
would  like  to  check  over  what  an 
advertising  agency  does.  First,  it 
has  to  get  the  business,  sell  the 
account.  It  may  only  induce  the 
advertiser  to  increase  his  appropri- 
ation. But,  by  far  the  most  time 
is  spent  attempting  to  find  new 
products  to  advertise  or  new  uses 
for  old  products,  to  find  an  adver- 
tising story  out  of  which  to  build 
an  appropriation.  That  is  the 
selling. 

After  the  selling,  the  agency 
must  keep  in  constant  contact  with 
the  account.  It  must  have  a  man 
who  knows  what  the  selling  prob- 


lems are  and  is  able  to  give  the 
agency  a  complete  understanding 
of  what  the  advertiser  is  trying 
to  do.  He  has  the  assistance  of 
research  men.  This  may  be  an 
extremely  expensive  job  to  find 
out  what  sort  of  people  are  using 
a  manufacturer's  product  and 
means  of  finding  more  consumers. 

After  the  facts  have  been  ob- 
tained the  agency  goes  to  work 
on  the  advertising  plans.  If  that 
is  adopted  by  the  advertiser,  with 
or  without  changes,  then  the 
agency  puts  it  into  operation. 

Once  the  media  is  selected,  the 
plan  goes  to  the  copy  depart- 
ment, and  more  and  more  agen- 
cies are  writing  radio  commer- 
cials. Whether  right  or  not,  it 
seems  to  be  the  present  trend. 
Then,  finally,  after  the  program 
has  been  placed,  executed,  the 
agency  receives  your  invoice  which 
it  must  check  against  its  own 
orders,  pass  on  to  the  client,  col- 
lect its  money  and  with  its  money 
pay  you. 

Two-fold  Proposal 

AS  A  FINAL  word,  I  would  like 
to  leave  with  you  the  thought  that 
in  all  our  negotiations  we  have 
contracts,  copyright  problems,  pro- 
gram problems  and  other  things  in 
common;  that  we  should  work  to- 
gether to  make  radio  more  produc- 
tive of  sales  and  improve  radio  for 
commercial  purposes. 

I  believe  that  can  be  done;  first, 
by  improving  and  continuing  to 
improve  our  sustaining  and  com- 
mercial programs.  We  will  thus 
enlarge  our  audience,  increase  the 
confidence  of  our  audience  and 
contribute  to  the  greater  sales  pro- 
ductiveness of  the  commercial  pro- 
gram. And,  second,  we  can  facili- 
tate every  step  in  the  handling 
of  advertising.  We  can  do  that 
with  standard  forms,  with  firm 
rates,  with  local  and  national  sta- 
tion rates  that  are  equal  or  ap- 
proximately so.  We  can  do  that 
by  recognition  of  qualified  adver- 
tising agencies,  and  by  watching 
our  credits  and  cutting  our  credit 
losses. 

But,  if  I  can  leave  one  thought 
with  you  that  sums  up  most  of 
the  detailed  points  I  have  tried  to 
make,  it  is,  let  us  work  together, 
your  association  and  ours,  to  make 
radio  advertising  more  productive 
in  sales. 


DOOLITTLE  &  FALKNOR,  Inc. 

FREQUENCY  MEASURING  SERVICE 

May  be  arranged  to  provide  daily  or  any  speci- 
fied number  of  measurements  per  week  as 
well  as  individual  measurements  at  station's 
request. 

Write  for  prices  on  schedule  suitable 
to  your  needs. 

1306-1308  W.  74th  St.       TKone.  Stewart  2810 
CHICAGO,  ILLINOIS 


A  Master  Gain  Control 


Low  Noise  Level 

Panel  at  Ground 
Potential 

Positive  Grip  Knob 

Negligible 

Frequency  Error 


Type  552  Volume  Controls  are  available  in  T- 
and  H-sections  with  impedances  of  200  or  500  ohms, 
and  in  L-sections  with  impedances  of  50,  200,  or  500 
ohms. 

Total  attenuation  30  db.  in  steps  of  1.5  db. 
PRICES: 

L-type  ^28.00 

T-type  34.00 

H-type  48.00 


For  Microphone  Mixer  Circuits 

Type  652 
Volume  Control 
is  a  slide-wire  type  of  at- 
tenuator combining  com- 
pactness and  low  cost 
with  excellent  electrical 
and  mechanical  proper- 
ties. It  uses  a  ladder- 
type  network  which  has  a 
linear  attenuation  charac- 
teristic and  nearly  con- 
stant impedance.  The 
noise  level  is  extremely 
low. 

Impedance:  50,  200, 
or  500  ohms. 

Infinite  Attenuation: 
linear  from  0  to  45  deci- 
bels. 

PRICE:  ^12.50 
For  complete  details,  address  the  General  Radio 
Company,  Cambridge,  Massachusetts. 


CAMBRIDGE  A,  MASSACHUSETTS 
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ACTIONS   OF  THE 


FEDERAL    RADIO  COMMISSION 


DECEMBER  15  TO  DECEMBER  31  INCLUSIVE 


Applications  .  .  . 

DECEMBER  17 

WCGU,  Brooklyn — CP  to  move  transmitter  to  Long 
Island  City,  amended  to  move  transmitter  to  1659  Cypress 
Ave.,  Brooklyn. 

NEW,  Shreveport,  La.—  National  Union  Indemnity 
Asso.  for  CP  to  use  850  ke.,  10  kw.,  share  with  WWL, 
requesting  facilities  of  KWKH,  Shreveport,  La.- — Amend- 
ed to  request  unlimited  time  and  facilities  of  WWL, 
New  Orleans,  La.  and  KWKH,  Shreveport. 

WFBC,  Greenville,  S.  C. — Modification  of  CP  issued 
11-22-32  for  approval  of  exact  transmitter  and  studio 
location  at  Poinsett  Hotel,  South  Main  St.,  Green vOle, 
S.  C,  change  equipment,  increase  power  from  100  w. 
to  100  w.  night,  250  w.  to  local  sunset,  change  hours 
of  operation  from  shares  WBHS  (WBHS  uses  6/7  time, 
WFBC  1/7  time)  to  unlimited  time,  extend  dates  of 
commencement  and  completion. 

WSBC,  Chicago — Modification  of  license  to  cover 
change  in  corporate  name  only  to  WSBC,  Inc. 

KMJ,  Fresno,  Cal. — License  to  cover  CP  issued  7-22-32 
to  move  transmitter  locally,  new  equipment,  change 
frequency  and  power  from  1210  kc.  100  w.  to  580  kc. 
500  w. 

DECEMBER  22 

WAZL,  Hazleton,  Pa. — License  to  cover  CP  issued 
9-13-32  for  new  station. 

WHIS,  Bluefield,  W.  Va.— Modification  of  license  to 
change  hours  from  shares  equally  with  WRBX  to  shares 
with  WRBX. 

NEW,  Lansing,  Michigan — Harold  F.  Gross  for  CP  to 
use  1210  kc,  100  w.  night,  250  w.  to  LS,  unlimited 
hours. 

WJEQ,  Williamsport,  Pa. — Voluntary  assignment  of 
CP  granted  7-26-32  to  WEAK,  Inc. 

NEW,  Mason  City,  Iowa — C.  E.  Wilkinson  for  CP  to 
use  1500  kc,  100  w.,  specified  hours  (8  a.m.  to  11  a.m.; 
2  p.m.  to  6  p.m.;  7  p.m.  to  10  p.m.). 

KOY,  Phoenix,  Ariz. — Modification  of  license  to  in- 
crease power  from  500  w.  to  500  w.  night,  1  kw.  to  LS. 

Applications  returned :  WMSG,  New  York — CP  to 
move  transmitter  formerly  used  to  present  location  and 
authority  to  use  that  transmitter  instead  of  WBNX's 
transmitter ;  WLVA,  Lynchburg,  Va. — CP  to  change 
equipment,  frequency,  power  and  hours  from  1370  kc. 
100  w.  shares  with  WBTM  to  1410  kc.  250  w.,  share 
one-half  time  with  WHIS;  NEW,  AUen  P.  Solada, 
Carlisle,  Pa. — CP  to  use  1430  kc.  500  w.  night,  1  kw. 
to  LS,  share  WCAH  and  WEAK;  WTAQ,  Eau  Clair, 
Wis. — Install  automatic  frequency  control. 

DECEMBER  24 

WMAS,  Springfield,  Mass. — Voluntary  assignment  of 
license  to  WMAS,  Inc. 

WQDM,  St.  Albans,  Vt. — CP  to  change  transmitter 
location  outside  city,  change  equipment,  change  fre- 
quency, power  and  hours  from  1370  kc,  100  w.  to  1340 
kc,  1  kw.,  10  a.m.  to  2  p.m. ;  4  p.m.  to  6  p.m. 

WELL,  Battle  Creek,  Mich. — License  to  cover  CP  for 
change  in  equipment  and  studio. 

NEW,  Thomas  B.  Loer,  Newcastle,  Ind. — CP  for  new 
station,  1420  kc,  100  w.,  unlimited. 

WHA,  Madison,  Wis. — License  to  cover  CP  to  change 
transmitter  locally,  change  equipment  and  increase  power 
from  750  w.  to  1  kw. 

The  following  application  has  been  returned  to  appli- 
cant: NEW,  News-Times  Publishing  Co.,  El  Dorado, 
Ark. — CP  for  new  station  to  use  1500  kc,  50  w.  D  (7 
a.m.  to  7  p.m.). 

DECEMBER  30 

WBAX,  Wilkes  Barre,  Pa. — CP  to  change  frequency 
to  1230  kc,  250  w.  U.,  amended  to  request  930  kc. 

WSAI,  Cincinnati — Modification  to  increase  D.  power 
from  1  to  2%  kw. 

WHBQ,  Memphis — Modification  of  CP  to  extend  com- 
pletion to  4-26-33. 

KICA,  Clovis,  N.  M. — CP  to  move  locally. 


Decisions  .  .  . 


DECEMBER  14 

WMBO,  Auburn,  N.  Y. — Granted  authority  to  rebuild 
station  which  was  destroyed  by  fire,  make  changes  in 
equipment  and  move  transmitter  and  studio  to  Metcalf 
Bldg.,  Auburn,  N.  Y. 

WNBX,  Springfield,  Vt. — Granted  license  covering 
move  of  transmitter  locally,  installing  new  equipment 
and  change  in  frequency  from  1200  to  1260  kc,  and 
change  in  hours  from  sharing  with  WCAX,  to  D  only, 
and  increase  in  power  rom  10  w.  to  250  w. 

WPCH,  New  York — Granted  license  covering  move  of 
transmitter  from  Hoboken,  N.  J.,  to  Flushing,  N.  Y., 
810  kc,  500  w.,  D. 

WDEV,  Waterbury,  Vt.— Granted  license  covering  in- 
stallation of  new  equipment,  move  of  transmitter  locally, 
and  increase  in  power  and  hours  of  operation;  550  kc, 
500  w.,  D. 

KWCR,  Cedar  Rapids,  la. — Granted  license  covering 
changes  in  equipment  and  increase  in  D  power;  1420  kc, 
100  w.  night,  250  W.  LS. 

KFIZ,  Fon  du  Lac,  Wis. — Granted  license  covering 
installation  of  new  equipment,  1420  kc,  100  w. ;  10  a.m. 
to  1  p.m.,  4  p.m.  to  10  p.m.,  CST. 

WBAL,  Baltimore — Granted    authority    to    operate  a 


250  w.  portable  unmodulated  transmitter  in  the  metro- 
politan area  of  Baltimore  for  purpose  of  conducting 
field  intensity  survey  to  select  new  site  for  transmitter 
of  WBAL;  frequency  to  be  used:  1060  kc. ;  hours,  1  to 
6  a.m.,  Dec.  12  to  24,  inclusive. 

KSL,  Salt  Lake  City,  Utah — Granted  license  covering 
local  move  of  transmitter,  installation  of  new  _  equip- 
ment and  increase  in  power  to  50  kw.  experimental 
1130  ke.  ;  also  granted  authority  to  determine  operating 
power  by  direct  antenna  measurement. 

WBEO,  Marquette,  Mich. — Granted  modification  of  li- 
cense to  change  specified  hours  of  operation  to  the 
following:  Daily  9:30  a.m.  to  1:15  p.m.;  5  to  7  p.m.; 
Sunday,  9  a.m.  to  1 :30  p.m.,  CST. 

WBAP,  Fort  Worth,  Tex. — Granted  modification  of 
license  to  increase  power  from  10  kw.  to  50  kw.,  and 
use  transmitter  of  WFAA,  located  4  miles  southeast  of 
Grapevine,  Tex. 

WAZL,  Hazleton,  Pa. — Granted  modification  of  CP 
approving  transmitter  location  at  comer  West  Broad 
and  Laurel  streets,  and  change  in  type  of  equipment ; 
also  granted  consent  to  voluntary  assignment  of  CP  to 
Hazleton  Broadcasting  Service,  Inc. 

WJBI,  Red  Bank,  N.  J. — Program  test  period  extended 
30  days  (from  Dec  9)  pending  action  on  license  appli- 
cation. 

DECEMBER  16 

KRKD,  Los  Angeles — Granted  modification  of  license 
to  change  name  to  Fireside  Broadcasting  Co. 

WOR,  Newark,  N.  J. — Granted  modification  of  CP 
extending  completion  date  for  construction  of  50  kw. 
CP,  subject  to  Commission's  decision  on  pending  appli- 
cation which  has  been  set  for  hearing. 

WJEQ,  Williamsport,  Pa. — Granted  modification  of  CP 
extending  commencement  date  to  Jan.  1,  and  comple- 
tion date  to  Feb.  1. 

KGKB,  Tyler,  Tex. — Granted  modification  of  CP  ex- 
tending completion  date  of  CP  to  Dec.  24. 

WSB,  Atlanta,  Ga. — Granted  modification  of  CP  ex- 
tending completion  date  to  March  17. 

KGFL,  Santa  Fe,  N.  M. — Granted  modification  of  CP 
to  move  transmitter  and  studio  from  Santa  Fe  to  Ros- 
well,  N.  M.,  and  extend  completion  date  to  March  1. 

WHET,  Troy,  Ala. — Granted  modification  of  license  to 
operate  from  7  to  8  p.m.  on  Sundays,  in  addition  to  un- 
limited D  operation. 

KSO,  Des  Moines — Granted  license  covering  installation 
of  new  equipment,  change  in  power  and  hours  of  opera- 
tion ;  1370  kc,  100  w.  night,  250  w.  LS,  unlimited  time. 

WIS,  Columbia,  S.  C. — Granted  consent  to  voluntary 
assignment  of  license  to  WIS,  Inc. 

KOB,  State  College,  N.  M.— Granted  renewal  of  license, 
1180  kc,  20  kw.,  simultaneous  day  with  KEX,  share  at 
night  with  KEX. 

KWKH,  Shreveport,  La. — Granted  special  authority  to 
remain  silent  pending  repair  to  water  supply  equipment. 

WIXG,  Shortwave  &  Television  Corp.,  Portable — Grant- 
ed temporary  renewal  of  visual  broadcasting  license  fre- 
quency 43000-46000,  48500-50300,  60000-80000  kc,  200  _w., 
pending  outcome  of  hearing  to  be  held  on  application 
for  permanent  license. 

Stations  granted  temporary  renewals  pending  action 
on  applications  for  renewal :  WMBQ,  Brooklyn,  N.  Y. ; 
WMBR,  Tampa,  Fla. ;  WMIL,  Brooklyn,  N.  Y. ;  WRDW, 
Augusta,  Ga. ;  WWRL,  Woodside,  N.  Y. ;  KGDA,  Mitch- 
ell, S.  D. ;  and  KGKX,  Sandpoint,  Idaho. 

Set  for  hearing :  WRUF,  Gainesville,  Fla. — ^Renewal 
of  license ;  WNBW,  Carbondale,  Pa. — Modification  of  CP 
for  authority  to  move  studio  and  transmitter  from  Car- 
bondale to  Scranton,  Pa.,  to  make  field  intensity  mea- 
surements, install  new  equipment,  extend  commencement 
date  to  10  days  after  granting  of  this  application  and 
completion  date  to  60  days  after  Dec  18 ;  WBAX, 
Wilkes-Barre,  Pa.— CP  to  install  new  equipment,  change 
frequency  from  1210  to  1230  kc,  increase  power  from 
100  to  250  w.,  and  increase  hours  of  operation  from 
specified  to  unlimited;  KLCN,  Blytheville,  Ark. — CP  to 
move  transmitter  and  studio  locally  in  Blytheville,  change 
frequency  from  1290  to  1500  kc,  increase  power  from 
50  to  100  w.,  and  change  hours  of  operation  from  D  to 
unlimited. 

NEW,  G.  Colby  Blackwell,  Manchester,  N.  H.  (Ex. 
Rep.  90) — Denied  application  for  new  broadcast  station 
at  Manchester,  N.  H.,  to  operate  on  1430  kc,  500  w., 
unlimited  time,  sustaining  Chief  Examiner  Yost. 

KFSD,  San  Diego,  Cal.,  (Ex.  Rep.  424) — Granted  in- 
crease in  night  power  from  500  w.  to  1  kw.,  on  600  kc. 
unlimited  time,  sustaining  Chief  Examiner  Yost. 

WMAL,  Washington,  D.  C,  (Ex.  Rep.  428)— Denied 
application  to  increase  night  power  from  250  to  500w. 
on  630  kc.  sustaining  Chief  Examiner  Yost. 

NEW,  James  M.  Caldwell.  Goodland,  Kans.,  (Ex.  Rep. 
429) — Denied  application  for  CP  for  new  station  at 
Goodland,  Kans.,  to  operate  on  1310  kc,  100  w.,  to 
share  time  with  KGFW,  sustaining  Examiner  Pratt. 

WNBW,  Carbondale,  Pa. — Denied  extension  of  author- 
ity to  remain  silent  from  Dec.  18  to  60  days  after  grant- 
ing of  modification  of  CP,  set  for  hearing  above ;  also 
denied  authority  to  dismantle  equipment  and  remove 
from  its  present  location. 

DECEMBER  20 

WKBF,  Indianapolis,  Ind.— Granted  CP  to  move  trans- 
mitter from  near  Clermont,  Ind.,  to  intersection  of  Fall 
Creek  and  extension  of  Keystone  Ave.,  Indianapolis. 

WJBI,  Red  Bank,  N.  J. — Granted  license  covering 
installation  of  new  equipment,  1210  kc,  100  w.,  sharing 
with  WGBB  and  WFAS  (%  time). 

KVOO,  Tulsa,  Okla. — Granted  modification  of  CP  ex- 
tending completion  date  to  March  17. 

KIEM,   Eureka,  Cal. — Granted  modification  of  CP  to 


change  transmitter  and  studio  location  from  Eureka  Inn 
to  Vance  Hotel  and  extend  completion  date  from  Jan.  13 
to  Feb.  12. 

KICK,  Red  Oak,  la. — Granted  extension  of  authority 
to  remain  silent  until  such  time  as  Court  of  Appeals 
vacates  stay  orders  or  further  disposition  is  made  of 
the  issues  involved. 

WHAM,  Rochester,  N.  Y. — Granted  modification  of 
CP  approving  change  in  equipment  and  transmitter  lo- 
cation, Victor  Township,  N.  Y. 

WMBH,  Joplin,  Mo. — Granted  special  authority  to 
operate  from  8:30  to  9:30  p.m.,  CST,  on  the  following 
Sundays ;  Jan.  1,  8,  15,  22  and  29 ;  Feb.  5,  12,  19  and 
26  ;  March  5,  12,  19,  and  26 ;  April  2,  9,  16,  23  and  30. 

Set  for  hearing:  WRBX,  Roanoke,  Va. — Modification 
of  license  to  change  hours  of  operation  from  sharing 
equally  with  WHIS  to  sharing  with  WHIS;  WAPI, 
Birmingham,  Ala.— Modification  of  CP  to  extend  com- 
mencement date  to  June  17  and  completion  date  from^ 
Dec.  17,  1932  to  Dec.  17,  1933. 

WCGU,  Brooklyn,  N.  Y. — The  Commission,  upon  its 
own  motion,  reconsidered  its  action  of  Dec.  13,  on  a 
petition  filed  by  the  U.  S.  Broadcasting  Corp.  to  hold 
the  hearing  scheduled  for  Dee.  16,  and  granted  said 
petition. 

DECEMBER  22 

WMBH,  Joplin,  Mo. — Granted  CP  to  make  changes 
in  equipment,  install  new  250  w.  maximum  rated  power 
transmitter. 

WJBO,  New  Orleans — Granted  consent  to  voluntary 
assignment  of  license  to  Baton  Rouge  Broadcasting  Co. 

WJBO,  New  Orleans — Granted  CP  to  move  station 
and  studio  to  be  located  in  Heidelberg  Hotel,  transmitter 
at  a  location  to  be  determined ;  also  granted  authority 
to  make  tests  to  determine  exact  transmitter  location. 

KTW,  Seattle — Granted  authority  to  operate  from 
9:30  a.m.  to  10:30  p.m.,  Sundays,  and  7  :30  to  10:30  p.m., 
Thursdays  from  Dec  22  to  Feb.  22. 

WNBW,  Carbondale,  Pa. — Granted  extension  of  author- 
ity to  remain  silent  for  60  days  from  Dec.  18. 

KUJ,  Walla  Walla,  Wash. — Granted  authority  to 
operate  unlimited  time  for  an  additional  period  of  90 
days. 

WTSL,  Laurel,  Miss. — Granted  temporary  license  pend- 
ing installation  of  an  approved  frequency  monitor  and 
on  condition  that  station  remain  silent  until  installation 
of  said  approved  monitor. 

WHBD,  Mt.  Orab,  O. — Granted  temporary  license  sub- 
ject to  certain  investigation  and  decision  of  the  Com- 
mission to  determine  whether  licensee  has  in  any  man- 
ner lost  control  over  the  use,  occupancy  or  operation 
of  station. 

WRAK,  Williamsport,  Pa. — Temporary  license  extended 
from  Jan.  1  to  Feb.  1  subject  to  decision  of  the  Com- 
mission upon  application  for  renewal  now  pending 
before  it.  „„  . 

Set  for  hearing:  KWLC,  Decorah,  la.— CP  to  move 
transmitter  and  studio  to  Dubuque,  and  make  changes 
in  equipment;  KWLC,  Deeorah,  la. — Requests  consent 
to  voluntary  assignment  of  license  to  Telegraph-Herald  ; 
WTBO,  Cumberland,  Md. — ^Requests  involuntary  assign- 
ment of  license  from  Interstate  Broadcasting  System 
Inc.  to  Associated  Broadcasting  Corp ;  WEBR,  Buffalo, 
N.  Y. — Modification  of  license  to  use  either  the  present 
main  transmitter  or  the  auxiliary  as  the  main  trans- 
mitter at  nighttime;  WFEA,  Manchester,  N.  H. — ^Re- 
quests license  to  cover  CP,  1430  kc,  500  w.,  unlimited 
time;  WOKO,  Albany,  N.  Y.— Modification  of  license  to 
change  frequency  from  1440  to  1430  kc.,'  and  change 
hours  of  operation  from  simultaneous  day,  sharing 
WHEC-WABO  night,  to  unlimited;  WCAH,  Columbus, 
O. — Modification  of  license  to  change  hours  of  operation 
to  unlimited,  synchronize  with  WHP,  WOKO  and 
WHEC-WABO  ;  WHEC-WABO,  Rochester,  N.  Y. — Mod- 
ification of  license  to  change  frequency  from  1440  to 
1430  kc,  change  hours  of  operation  from  sharing  with 
WOKO  after  local  sunset  to  unlimited  synchronize  with 
WOKO,  WCAH  and  WHP;  WHP,  Harrisburg,  Pa.— 
Modification  of  license  to  change  hours  of  operation 
from  simultaneous  day  with  WCAH,  and  share  at 
night  with  WBAK  and  WCAH  to  unlimited,  synchronize 
with  WCAH,  WOKO  and  WHEC ;  NEW,  Lansing, 
Mich. — CP  for  new  station  1210  kc,  100  w.  night,  250  w. 
LS,  unlimited  time. 

R.  C.  Powell  &  Co.,  Inc.,  New  York — Denied  request 
that  stations  having  their  frequency  monitors  be  given 
an  extension  of  working  of  Rule  145  beyond  Dec  31. 

WENC,  Americus,  Ga. — ^Denied  authority  to  operate 
until  9  p.m.,  CST,  for  a  period  of  30  days  beginning 
Dec.  19. 

Applications  denied  because  of  failure  to  enter  ap- 
pearances :  NEW,  Joseph  DePalma,  Jeanette,  Pa. — CP 
590  kc,  250  w.,  D ;  NEW,  J.  E.  Richards,  Pine  Bluff, 
Ark.— CP  1340  kc,  250  w.  D. 

Applications  dismissed  at  request  of  applicants :  WOR, 
Kearney,  N  J. — Renewal  of  auxiliary  transmitter  license ; 
WQDM,  St.  Albans,  Vt. — CP  to  change  equipment, 
change  frequency  to  1340  kc,  increase  power  to  500  w., 
and  change  specified  hours. 

WERE,  Erie,  Pa.,  (Ex.  Rep.  410) — Denied  renewal 
of  license,  effective  3  a.m.,  EST,  Jan.  1,  1933,  to  con- 
tinue operation  on  1420  kc,  100  w.,  unlimited  time ; 
also  denied  CP  to  install  new  transmitting  equipment 
and  application  for  modification  of  license  to  change 
corporate  name  of  licensee  from  Erie  Dispatch-Herald 
Broadcasting  Corp.  to  Erie  Broadcasting  Corp.,  revers- 
ing Chief  Examiner  Yost.  Commissioner  Brown  dis- 
sented. 

NEW,  H.  Verne  Spencer,  Jeannette,  Pa.,   (Ex.  Rep. 
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Supreme  Court 
May  Get  3  Cases 

Free  Speech,  Libel  and  Quota 
Provision  Issues  Raised 

SUPREME    COURT   reviews  of 

• three  fundamental  questions  af- 
fecting broadcasting  probably  will 
be  sought  during  the  current  ses- 
sion of  the  nation's  highest  tri- 
bunal. One  of  them,  involving  free 
speech  on  the  air,  already  has  been 
proffered  in  a  petition  for  review 
which  the  court  may  or  may  not 
accept.  Another  questions  the  lia- 
bility of  a  station  for  libel  uttered 
over  its  facilities  by  political  or 
other  speakers.  The  third  raises 
the  issue  of  the  constitutionality  of 
the  Radio  Act  of  1927  with  particu- 
lar reference  to  the  Davis  amend- 
ment for  equitable  distribution  of 
broadcasting  facilities  according  to 
population. 

The  free  speech  issue  is  raised 
in  the  case  of  Rev.  Robert  Shuler, 
whose  station,  KGEF,  Los  Ange- 
les, was  deleted  more  than  a  year 
ago' by  the  Radio  Commission  be- 
cause of  inflammatory  utterances 
made  by  the  pastor.  Louis  G.  Cald- 
well, counsel  for  Shuler,  in  his  pe- 
tition for  a  writ  of  certiorari  now 
pending  before  the  Supreme  Court, 
claims  that  radio  is  analagous  to 
the  newspaper  and  the  public  plat- 
form, and  that  the  Commission's 
decision,  upheld  by  the  Court  of 
Appeals  of  the  District  of  Colum- 
bia, is  an  exercise  of  censorship 
and  an  abridgment  of  the  right  of 
free  speech  guaranteed  by  the 
Constitution. 

In  a  dozen  years,  Mr.  Caldwell 
asserts,  broadcasting  has  largely 
replaced  the  public  platform  as 
the  forum  for  the  debate  of  import- 
ant issues,  and  has  achieved  a 
status  comparable  to  that  of  the 
press  as  a  means  of  mass  com- 
munication. Declaring  that  the 
consequences  of  upholding  the  Com- 
mission's decision  are  far-reaching, 
he  said  that  no  broadcaster  then 
would  dare  permit  the  use  of  his 
microphone  for  speeches  he  had 
not  previously  censored  and  found 
to  be  innocuous.  "Freedom  of 
speech  in  its  most  important  as- 
pects will  cease  to  exist  in  radio 
broadcasting,"  he  declared. 

Libel  Case  Likely 

IN  A  SENSE  paralleling  the 
Shuler  case  is  the  much-disputed 
decision  of  the  Nebraska  Supreme 
Court  holding  broadcasting  sta- 
tions equally  liable  with  speakers 
for  libel  uttered  over  their  facili- 
ties. That  an  attempt  will  be  made 
to  have  this  ruling  reviewed  by 
the  Supreme  Court,  was  indicated 
in  testimony  before  the  Senate  In- 
terstate Commerce  Committee  on 
Dec.  22  by  Henry  A.  Bellows,  CBS 
vice  president,  and  chairman  of  the 
NAB  legislative  committee.  In 
testifying  against  amendment  of 
the  political  section  of  the  existing 
law,  as  advocated  by  Senator  Dill, 
(D.)  of  Washington,  he  declared 
that  it  was  likely  that  this  case 
would  be  carried  to  the  Supreme 
Court  in  the  very  near  future,  and 
suggested  that  it  would  be  advisa- 
ble for  Congress  to  await  the  Su- 
preme Court's  ruling  before  amend- 
ing the  present  law. 

Definite  determination  to  apply 
for  a  writ  of  certiorari  has  not  yet 


Hearing  on  Davis  Omnibus  Bill 
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been  corrected  in  recent  months. 
Asked  by  Chairman  Couzens 
whether  a  three-man  commission 
would  do  if  examiners  are  retain- 
ed, Mr.  Caldwell  declared  this  in- 
volved an  entirely  separate  ques- 
tion of  whether  the  present  sys- 
tem of  zone  representation  should 
be  continued. 

Mr.  Caldwell  objected  to  the 
proposed  amendment  of  the  ap- 
pellate provision  on  several 
grounds.  He  said  it  would  permit 
the  Court  of  Appeals  of  the  Dis- 
trict of  Columbia  to  review  the 
Commission's  rules  on  questions 
of  fact  rather  than  on  questions 
of  law  alone  and  in  that  way 
would  prevent  appeals  to  the  Su- 
preme Court.  He  said  also  that 
the  provision  for  appeals  from 
Commission  decisions  to  district 
courts  instead  of  to  the  Court  of 
Appeals  alone  would  prevent  the 
writing  of  uniform  radio  law.  Sen- 
ator Dill  declared  there  was  no 
intention  of  allowing  court  reviews 
of  facts. 

Patrick  Lauds  Examiners 

VIGOROUS  opposition  to  the  elim- 
ination of  examiners  was  expressed 
by  General  Counsel  Patrick.  He 
pointed  out  that  the  procedure  of 
the  Commission  follows  that  of 
the  Interstate  Commerce  Commis- 
sion and  that  if  it  is  inherently 
wrong  for  the  Radio  Commission 
to  follow  that  procedure  then  it 
is  wrong  in  the  cases  of  other 
federal  commissions.  The  volume 
of  the  work  handled  by  the  Com- 
mission justified  examiners,  he 
asserted. 

Answering  Senator  Dill,  who 
asked  whether  the  Commission  has 
not  "practically  frozen  the  radio 
situation",  Mr.  Patrick  said  it  has 
not  and  that  it  is  generally  believed 
that  a  reallocation  and  changes  in 
policies  are  impending.    He  cited 


been  reached  in  the  third  case, 
which  grows  out  of  the  Radio  Com- 
mission's reversal  by  the  Court  of 
Appeals  of  its  order  deleting 
WIBO  and  WPCC,  Chicago,  in 
favor  of  WJKS,  Gary,  Ind.,  on 
purely  quota  grounds.  No  question 
of  public  service  was  involved  'as 
between  the  stations,  the  Commis- 
sion holding  that  it  was  empower- 
ed, under  the  Davis  amendment,  to 
delete  stations  in  overquota  states 
and  assign  their  facilities  to  un- 
derquota  states.  A  majority  of 
the  Court  of  Appeals,  however, 
held  the  ruling  was  "arbitrary  and 
capricious"  and  that  the  commis- 
sion was  in  error  in  giving  to  the 
Davis  Amendment  a  literal  inter- 
pretation. 

The  question  of  a  Supreme 
Court  review,  particularly  in  view 
of  the  fact  that  the  Court  of  Ap- 
peals was  divided,  currently  is  be- 
ing taken  up  by  the  Commission 
with  the  Department  of  Justice. 
Even  should  the  Government  fail 
to  appeal,  it  is  entirely  possible 
that  WIBO,  through  its  counsel, 
Mabel  Walker  Willebrandt,  will 
venture  an  appeal  in  its  own  right. 
The  lower  court's  decision  had  the 
effect  of  safeguarding  the  assign- 
ments of  stations  in  the  27  over- 
quota  states. 


records  to  show  that  the  Commis- 
sion's time  is  fully  occupied  and 
that  it  would  be  almost  physically 
impossible  for  it  to  conduct  all 
hearings. 

Discussing  the  appellate  provi- 
sion, Mr.  Patrick  declared  that  in- 
stead of  giving  federal  district 
courts  jurisdiction  over  radio,  it 
would  be  more  desirable  to  have 
the  various  federal  courts  of  ap- 
peal, which  have  the  same  status 
as  the  District  of  Columbia  Court 
of  Appeals,  hear  such  cases,  to 
avoid  conflicts  in  law.  But  he  fa- 
vored the  present  law  by  which  all 
appeals  go  to  the  District  of  Co- 
lumbia court. 

Mr.  Patrick  also  endorsed  legis- 
lation which  would  allow  indepen- 
dent commissions  to  apply  direct 


for  Supreme  Court  reviews,  rather 
than  through  the  Department  of 
Justice.  These  agencies  naturally 
are  more  familiar  with  the  litiga- 
tion, he  declared,  and  the  Supreme 
Court  would  exercise  its  judgment 
as  to  whether  or  not  it  would 
accept  such  cases. 

Mr.  Baldwin  outlined  to  the 
committee  the  scope  of  the  com- 
mission's work,  in  opposing  any 
change  of  the  present  organization 
and  procedure.  If  the  Commission 
were  required  to  conduct  hearings 
itself,  he  declared,  it  would  only 
impede  progress. 

It  costs  less  than  $20,000  in  over- 
head each  year  to  maintain  the 
examiner's  division,  he  asserted, 
declaring  its  elimination  would  re- 
sult in  general  dissatisfaction  and 
distrust.  Moreover,  he  added,  the 
records  should  that  the  Commis- 
sion has  its  hands  full  with  other 
matters. 


Thank  Yom  Mr.  Falknor 
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J.  0.  Hotter shead 
E.  P.  SeCiCer  Ino. 
1018  nations!  fress  Bide. 
Waahingtcn,  E.  C. 

Hear  Ur.  Uothershead: 

V.'e  haie  wanted  for  some  time  to  nrlte  you  regardlBg 
the  very  excellent  service  which  yonr  company  has  given  us  on 
various  occasions,  the  cost  recent  instance  having  been  the 
someshat  large  and  difficult  order  which  was  gotten  out  for 
us  during  the  last  weekend. 

As  you  Imow,  circumstances  beyond  our  control  mde 
it  necessary  for  us  to  request  at  the  last  moment  a  very  large 
nunber  of  photostatic  copies  of  several  Intricate  and  highly 
technical  originals,    aiese  were  produced  in  record  time  through 
the  willineness  of  your  company  to  worls  Saturday  and  Sunday  nights 
and  were  ready  for  presentation  Monday  morning.    Despite  the  rash, 
all  copies  were  clear,  perfect  reproductions. 

tie  greatly  appreciate  this  splendid  service  and  want 
to  tslce  this  opportunity  to  thank  you. 

Very  truly  yours, 

DOOIITTLE  &  FALKTOR,  IIX. 
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This  is  typical  of  the  service  rendered  regularly 
to  radio  engineers  and  attorneys 

OVERNIGHT  AND  HOLIDAY  SERVICE 
NOMINAL  CHARGES 

E.  P.  {DECKER,  !!!£: 

Photostats  and  Blueprints 

1018  National  Press  Bldg.,  14th  and  F  Streets  N.  W. 
Telephone  NAtional  1959  —  Day  or  Night 

WASHINGTON,  D.  C. 
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The  Other  Fellow's  Viewpoint . . . 


WFAA,  WBAP  Operate 
Jointly  to  Serve  Dallas 
And  Ft.  Worth  Full  Time 


Commission  Drops 
33  in  Field  Force 

Van  Nostrand  is  Reinstated; 
Ten  Inspectors  Released 

FORCED  by  economy  legislation 
and  the  recent  fusion  of  the  Radio 
Division,  Department  of  Com- 
merce with  the  Radio  Commission, 
33  employees  of  the  Commission's 
field  force,  including  10  inspectors, 
have  been  released.  In  reducing 
the  size  of  its  force  the  Commis- 
sion took  into  consideration  senior- 
ity in  service,  military-preference 
and  other  factors  specified  in  law. 

Simultaneously,  it  was  announced 
that  W.  Van  Nostrand,  former 
supervisor  at  Atlanta,  had  been 
reinstated  and  will  be  transferred 
to  the  New  York  district  as  in- 
spector. Those  released  pursuant 
to  the  economy  provisions,  effec- 
tive Nov.  30,  except  where  other- 
wise specified,  are  as  follows: 

District  No.  1 — Boston :  Ralph  J.  Ren- 
ton,  Jr.  inspector ;  H.  Underwood  Gra- 
ham, Jr.  inspector ;  Ruth  M.  Downes, 
clerk ;   Esther  Ober,  clerk. 

District  No.  2 — New  York :  C.  Davis 
Belcher,  Jr.  inspector ;  Rosalie  Horowitz, 
clerk ;  Louis  J.   Bader,  clerk. 

District  No.  4 — Baltimore  :  Thomas  F. 
Johnston,  Jr.  inspector  (effective  Dec. 
31)  ;  Dorothy  Carroll,  clerk,  (effective 
Dec.  31)  ;  Anna  M.  Hodgkins,  clerk  (ef- 
fective Jan.  15). 

District  No.  6 — Atlanta:  George  Llewel- 
lyn, inspector   (effective  Dec.  2). 

District  No.  8 — ^New  Orleans  :  Fendell 
B.  Peterson,  Jr.  inspector ;  John  A. 
Rosado,  clerk. 

District  No.  11 — Los  Angeles :  Mary 
Spearman,  clerk. 

District  No.  12 — San  Francisco :  Clemens 
W.  Laufenberg,  Jr.  inspector ;  John  L. 
Tisdale,  clerk  (effective  May  29,  1933, 
upon   retirement) . 

District  No.  14 — Seattle:  Edna  E.  Crowe, 
clerk ;  Victoria  F.  Anderson,  clerk ;  Jo- 
sephine Diamond,  clerk. 

District  No.  15 — Denver:  Glen  W.  Earn- 
hart,   acting   inspector   in  charge. 

District  No.  18 — Chicago :  Theodore  A. 
Hansen,  Jr.  inspector ;  Joseph  Turner, 
Jr.  inspector ;  Orpha  N.  Wendt,  Irma  B. 
Engler,  Rosalie  Biedermann,  Julia  G.  Fas- 
der  and  Margaret  Reho,  clerks. 

District  No.  19 — Detroit:  Ernest  P. 
Peterkin,  assistant  radio  inspector ;  Mary 
M.  Mattson,  Ruth  V.  Sharpe,  Winona  E. 
Marvin  and  Nancy  M.  McNamara,  clerks. 

District  No.  20 — Buffalo:  Morris  K. 
Kunins,  Jr.  inspector. 


Madrid  Group  Back 

ACTING  CHAIRMAN  E.  0.  Sykes, 
Chief  Engineer  C.  B.  Jolliffe  and 
Engineer  Gerald  C.  Gross,  of  the 
Radio  Commission,  were  back  at 
their  desks  Dec.  23,  after  more 
than  four  months  abroad  attend- 
ing the  International  Radio  Con- 
ference at  Madrid.  They  returned 
aboard  the  SS.  Manhattan  Dec.  23, 
accompanied  by  Walter  Lichten- 
stein,  of  Chicago,  a  delegate,  H.  J. 
Walls,  Airways  Division,  Depart- 
ment of  Commerce,  technical  ad- 
visor, and  Loyd  A.  Briggs,  of 
RCA, 


Ordered  Deleted 

DELETION  of  WERE,  Erie,  Pa., 
effective  Jan.  1,  was  ordered  by 
the  Radio  Commission  Dec.  22  for 
alleged  violations  of  radio  regu- 
lations. Simultaneously,  the  Com- 
mission denied  the  station's  appli- 
cation to  install  new  transmitting 
equipment  and  to  change  its  cor- 
porate name  from  Erie  Dispatch- 
Herald  Broadcasting  Corp.  to  Erie 
Broadcasting  Corp.,  in  all  instances 
reversing  Chief  Examiner  Yost. 
The  station  operated  on  1420  kc. 
with  100  watts,  unlimited  time. 
Commissioner  Brown  dissented. 


Real  Public  Service 

To  the  Editor  of  Broadcasting: 

One  of  the  most  spectacular 
demonstrations  of  the  effectiveness 
or  radio  broadcasting  occurred 
here  in  San  Diego  about  two  weeks 
ago. 

As  you  perhaps  recall,  the  news- 
papers throughout  the  country 
headlined  the  fact  that  fourteen 
naval  airplanes  were  caught  in  the 
fog  above  San  Diego  during  Navy 
Day  maneuvers  on  the  evening  of 
October  27.  The  fog  was  so  in- 
tense that  the  airplanes  were  un- 
able to  land,  their  fuel  was  run- 
ning out  and  every  one  of  these 
planes  was  faced  with  an  inevi- 
table crack-up. 

The  United  States  Fleet,  Air- 
craft Division,  immediately  got  in 
touch  with  KGB,  a  unit  of  the  Don 
Lee  Broadcasting  System,  request- 
ing that  we  cooperate  with  them  in 
broadcasting  an  appeal  to  San 
Diego  citizens  to  get  into  their 
automobiles  as  swiftly  as  possible 
and  go  to  Kearny  Field,  adjacent 
to  this  city,  and  to  encircle  the  en- 
tire field  with  their  cars  so  that 
the  headlights  would  mark  a  land- 
ing place  for  these  fog-bound 
planes. 

KGB  put  this  announcement  on 
the  air  about  seven  times  within  a 
twenty-minute  period,  and  almost 
immediately,  3,000  automobiles 
sped  to  Kearny  Field.  Through 
this  device  every  naval  airplane 
landed  safely. 

I  do  not  know  of  another  incident 
in  the  history  of  radio  broadcast- 
ing where  such  immediate  action 


PROFESSIONAL 
DIRECTORY 


JANSKY  and  BAILEY 

Consulting  Radio  Engineers 
Commercial  Coverage  Surveys 
Allocation  Engineering 
Station  and  Studio  Installations 

Engineering  Management 
National  Press  Bldg.  Wash.,  D.  C. 


T.  A.  M.  CRAVEN 

Consulting  Radio  Engineer 

Allocation  Engineering 
Commercial  Coverage  Surveys 

Antenna  Installations 
Complete  Engineering  Surveys 

National  Press  Building, 
Washington,  D.  C. 


J.  C.  McNARY 

(Consulting  T^adio  Engineer 

Directional  end  Non-Directional  Antenna 
Installation.    Field  Intensity  Surveys. 

9420  JONES  MILL  ROAD 
Phone  Wisconsin  3181 
CHEVY  CHASE  MARYLAND 


GLENN  D.  GILLETT 

Qonsulting  ''Radio  Engineer 
Synchronization  Equipment  Design.  Field 

Strength  and  Station  Location  Surveys 
Antenna  Design       Wire  Line  Problems 

National  Press  Bldg.    Washington,  D.  C. 
N.  Y.  Office :  Englewood,  N.  J. 


was  brought  about  by  radio  or  per- 
formed such  a  life-saving  service. 
This  station  has  received  official 
commendation  from  Rear  Admiral 
H.  E.  Yarnell,  Commander  of  the 
U.  S.  Fleet,  Aircraft  Division.  He 
says  in  his  letter: 

"In  response  to  the  announce- 
ments with  which  KGB  interrupt- 
ed its  regular  program,  some  three 
thousand  citizens  of  San  Diego 
drove  their  automobiles  to  Camp 
Kearny,  where  they  outlined  the 
field  with  their  headlights,  and  en- 
abled the  last  of  the  airplanes  to 
make  a  safe  landing  at  that  place." 

I  believe  that  this  remarkable 
proof  of  the  effectiveness  of  radio 
broadcasting  will  be  of  wide  inter- 
est to  all  people  in  all  broadcast- 
ing organizations. 

All  the  newspapers  which  car- 
ried this  story  prominently  men- 
tioned the  fact  that  the  landing  of 
the  airplanes  was  brought  about 
through  the  emergency  appeal  via 
radio,  which  mobilized  three  thou- 
sand automobiles. 

C.  Ellsworth  Wylie, 

Manager,  KGB, 
Don  Lee  Broadcasting  System, 
San  Diego,  Cal. 

Nov.  16,  1932. 


"Tarzan"  Record 

To  the  Editor  of  Broadcasting: 

We  believe  the  radio  serial  "Tar- 
zan  of  the  Apes"  has  established 
some  sort  of  a  record  in  the  state 
of  California  during  the  past  three 
weeks. 

This  act  is  being  sponsored  by 
the  Signal  Oil  Company  in  Cali- 
fornia. A  part  of  their  merchan- 
dising plan  has  been  to  offer  "Tar- 
zan"  club  memberships.  In  less 
than  three  week's  time  more  than 


CLASSIFIED 

ADVERTISEMENTS 

Classified  advertisements  in 
Broadcasting  cost  7c  per  word  for 
each  insertion.  Cash  must  accom- 
pany order. 

Forms  close  28th  and  13th  of 
month  preceding  issue. 


Situations  Wanted 


Radio  Engineer — 13  years  radio  experi- 
ence— regional  and  local  stations  since 
1924.  Last  three  years  chief  engineer. 
Address  Box  67,  Broadcasting. 


Young  lady  holding  first  class  radiotele- 
phone license  desires  position  in  broad- 
casting station.  Experienced  operator  and 
announcer.  Musical  training  and  typist. 
References.    Address  Box  61,  Broadcasting. 


Station  Manager,  connection  desired 
with  station.  Possesses  executive  ability 
and  initiative  in  organizing  sales  ideas. 
Aggressive,  excellent  personality,  convinc- 
ing talker.  5  years  continuous  radio  ac- 
tivity. Thoroughly  understand  station  re- 
quirements. Can  completely  handle  credits, 
collections,  and  finances.  Previously  held 
position  as  controller,  systematizer  with 
radio  advertising  agency.  Perhaps  I  am 
just  the  man  for  you.  Go  anywhere. 
Please  write  Advertiser,  Suite  405,  200 
Broadway,  New  York  City.  

Wanted  to  Buy 

I  am  interested  in  purchasing  a  good 
100  watt  station ;  must  be  in  good  loca- 
tion. Please  state  time  schedule ;  equip- 
ment ;  ASCAP  fee ;  and  approximate  price 
for  entire  layout.  Your  reply  will  be  held 
in  strictest  confidence.  Address  Box  68, 
Broadcasting. 


JOINT  OPERATION  of  WFAA, 
Dallas,  and  WBAP,  Fort  Worth, 
on  800  kc,  using  the  same  50  kw. 
transmitter,  effective  Jan.  1,  is  an- 
nounced by  Martin  Campbell,  gen- 
eral manager  of  WFAA.  The  new 
arrangement,  providing  full  time 
service  for  the  Dallas-Fort  Worth 
area,  was  made  possible  by  the 
action  of  the  Radio  Commission 
granting  the  Fort  Worth  station 
authority  to  increase  its  power  on 
50  kw.  on  the  channel  it  shares 
with  WFAA. 

Simultaneously,  the  stations  an- 
nounced a  joint  rate  card,  carry- 
ing reductions  of  from  13  to  25 
per  cent  from  the  former  WFAA 
rates.  A  joint  sales  staff  under 
Mr.  Campbell  will  handle  all  na- 
tional business.  Programs  will  be 
placed  on  either  station,  depending 
upon  the  time  desired  by  the  ad- 
vertiser. Both  stations  have  been 
in  operation  since  1922.  WFAA  is 
owned  by  the  Dallas  News  and 
WBAP  by  the  Fort  Worth  Star- 
Telegram. 

WBAP,  under  the  arrangement, 
will  lease  the  transmitter  of  WFAA 
for  use  during  the  hours  the  Fort 
Worth  station  is  on  the  air.  The 
transmitter,  of  latest  RCA  design, 
is  located  18  miles  northwest  of 
Dallas  and  equal  distant  from  Fort 
Worth.  Because  of  the  prestige  of 
the  call  letters  of  the  stations  and 
of  the  newspapers  owning  them,  it 
was  decided  to  preserve  the  iden- 
tity of  each  rather  than  to  merge 
them,  Mr.  Campbell  said.  Separate 
studios  and  studio  staffs  will  be 
maintained  in  Dallas  and  Fort 
Worth.  Harold  Hough,  "The  Hired 
Hand,"  is  supervisor  of  WBAP, 
and  George  Cranston  is  program 
director. 


10,000  applications  for  member- 
ships have  been  received  by  the 
Signal  Oil  Company.  To  become 
eligible  for  membership  the  appli- 
cant must  have  obtained  a  new 
customer  for  the  Signal  Oil  & 
Gas  Company. 

The  whole  idea  has  been  so  tre- 
mendously popular  that  plans  are 
now  being  discussed  for  the  forma- 
tion of  a  national  "Tarzan"  club 
organization. 

American  Radio  Features 
Syndicate, 

Frederick  C.  Dahlquist, 
President. 
Los  Angeles,  Cal., 
Dec.  9,  1932. 


10,000  WATTS  FULL  TIME 
SCHEDULE.  NORTHWEST'S 
LEADING  RADIO  STATION 
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result  largely  from  a  shrewd  selection  of  appropriate  talent.  ...  A  clever  choice 
of  capable  artists  may  be  effected  by  consulting  with  NBC  ARTISTS  SERVICE. 
.  .  .  This  organization,  presenting  a  more  brilliant  array  of  representative  artists 
than  any  other  agency  of  its  kind,  offers  an  unusual  service  to  broadcast  adver- 
tisers. .  .  .  Incidentally,  this  wide  range  of  talent  and  the  extensive  facilities  of 
NBC  ARTISTS  SERVICE  are  available  for  all  forms  of  public  entertainment  and 
private  functions,  including  lectures,  concerts,  banquets,  conventions,  dances, 
recitals,  stage  productions,  motion  pictures  and  phonograph  recording.  .  .  . 
Inquiries  will  receive  immediate  attention. 

★  ★★★★★ 

NBC  ARTISTS  SERVICE  '711  FIFTH  AVENUE  •  NEW  YORK  CITY 

GEORGE    ENGLES...   MANAGING  DIRECTOR 

BOSTON  WASHINGTON  SCHENECTADY  CHICAGO 

DENVER  PORTLAND,  ORE.  SAN  FRANCISCO  LOS  ANGELES 
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HIGH 
FIDELITY 

assures  maximum  audience 


Are  you  fair 
to  your  advertisers  ? 

If  so,  you  assure  them  of  a  maximum  audience  by  providing 
facilities  to  reproduce  their  program  with  the  best  possible  fidel- 
ity. If  you  do  not  you  are  unfair  to  your  best  friends,  and  un- 
fair to  yourself — for  needlessly  handicapping  yourself  in  the 
competition  for  audience  attention.  Moreover,  your  old  alibi, 
the  prohibitive  cost  of  fine  equipment,  no  longer  holds.  The 
Type  S-3  Speech  Equipment  has  been  designed  particularly  to 
provide  the  high-quality  audio  channel  required  to  take  full  ad- 
vantage of  the  increased  fidelity  made  possible  by  the  Velocity 
Microphone.  It  is  made  up  of  the  same  unit  panels  used  in 
the  finest  studio  installations — yet  because  of  standardized  man- 
ufacture it  is  actually  less  expensive  than  much  inferior  equip- 
ments which  are  much  less  flexible.  This  new  equipment  is 
described  in  Bulletin  No.  26 — your  copy  will  be  sent  on  request. 


TRANSMITTER  SECTION 

RCA  Victor  Co.,  Inc. 

A  Radio  Corporation  of  America  Subsidiary 

CAMDEN,  N.  J. 

"RADIO  HEADQUARTERS" 


New  York:  153  East  24th  St. 
Chicago:  111  N.  Canal  St. 


San,  Francisco:  235  Montgomery  St. 
Dallas:  Santa  Fe  Building. 


The  Tyfje  S-3 
Speech  Equipment 
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GAZINE  OF  THE  FIFTH  ESTATE 


almdit  ?... 

Let's  turn  out  the  lights 

/// 


goes  the  chorus  of  Tin 
Pan  Alley's  recent  song  sensation. 
The  melody  lingers  .  .  .  but  the 
philosophy  is  wrong.  This  is  no 
time  to  turn  out  lights  and  go  to 
sleep!     ^^j^  ^^^^^ 

Radio  never  sleeps  .  .  .  it  works 
night  and  day. 

Here  in  New  York  .  .  .  serving  a  po- 
tential consumer-audience  of  12,055,187 
persons  . . .  WMCA  is  always  on  the  job. 
Day  and  night  WMCA  is  creating  good 
will  for  many  clients  . . .  WMCA  is  sell- 
ing merchandise  for  them. 

WMCA  NEVER  TURNS  OUT  THE 
LIGHTS  AND  GOES  TO  SLEEP! 

WMCA  KNOWS  WHAT  TO  DO 
ABOUT  ITI 


Pr 


Lmericas  rremier 


NEW  YORK  CITY 

Donald  Plamm  FrtstJcnt 


KNICKERBOCKER  BROADCASTING 


WMCA  BUILDING 


NEW  YORK  CITY 


CHICAGO  OFFICE 


FREE  4  SLEININGER 


ISO  N.  MICHIGAN  AVE. 


CHICAGO  ill. 


.  .  now  equipped  ^ 

WLW 
KMOX 
WABG 
KSL 
WHAS 
WCCO 

.  .  contracted  for 

WSB 
WOR 
WHAM 
KVOO 


Superior  quality  and  performance  with 
Western  Electric  50  KW  Transmitters 

These  ten  nationally  known  broadcasting  stations  chose  Western  Electric  50  kilowatt 
transmitters  because  they  knew  that  Western  Electric  equipment  would  give  highest  quality, 
utmost  dependability.  Long  experience  in  making  telephones  and  other  sound  transmission  ap- 
paratus has  made  Western  Electric  the  recognized  leader  in  the  electrical  communication  field. 

More  than  175  stations  are  now  Western  Electric  equipped.  These  range  in  power  from 
50  watts  to  50  kilowatts  —  an  indication  of  the  wide  selection  Western  Electric  offers  to 
broadcasting  stations.  In  addition  to  transmitters,  there  are  Western  Electric  Speech  Input 
Equipments,  Tubes  and  Pick-up  Apparatus. 

Whatever  your  broadcasting  needs,  rely  on  the  leader — Western  Electric! 


Western  Electric  50  Kilowatt 
Radio  Transmitter  Installation 


Western  Electric 

RADIO  TELEPHONE  BROADCASTING  EQUIPMENT 
Distributed  by  GRAYBAR  Electric  Company 


^  ^  m  m  » 


9  Type  Speech  Input  Equipment  for  use 
with  50  Kilowatt  Radio  Transmitters 


GRAYBAR  ELECTRIC  CO,  B  1-33 

Graybar  Building,  New  York,  N.  Y. 

Gentlemen :  We  are  interested  in  Western  Electric  Radio  Broadcasting 

Equipment,  transmitter  to  have  power  rating  of  

Include,  information  regarding : 

Moving  Coll  Microphone  □ 

Speech  Input  Equipment  □ 


CITY    STATE., 
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K  M  O  X 


St,  Louis 


Let  us  tell  about  YOUR  product^  too! 


As  FAST  as  the  flight  of  time  are  new  heights  of  success 
being  attained  by  KMOX.  Not  only  success  for  our 
station  but  successful  results  for  our  advertisers  for  on  those 
results  only  can  we  predicate  our  story.  Right  now  we're 
doing  a  real,  workmanlike  selling  job  for  some  105  manu- 
facturers and  our  renewal  ratio  of  64.3  indicates  nothing 
less  than  the  producing  of  sales. 

We'd  like  an  opportunity  to  tackle  the  job  of  increasing 
sales  for  other  manufacturers.  We  have  some  very  definite 
thoughts  on  what  would  constitute  a  good  plan  for  advertis- 
ing and  merchandising  baking  powder — or  breakfast  food — 
or  socks — or  lipstick.  If  you  make  these  or  any  of  the 
dozens  of  other  things  people  use  regularly,  our  millions  of 
listeners  throughout  the  entire  Mississippi  Valley  would  like 
to  hear  more  about  them — and  in  the  way  WE  can  tell  them ! 


KMOX 
Tree  Stories 

Not  long  ago  one  of  our  clients,  the 
head  of  a  St.  Louis  department  store, 
had  some  ten  thousand  pairs  of  wom- 
en's hose  which  he  wanted  to  dispose 
of  as  quickly  as  possible  and  with  a  fair 
profit.  This  man,  whose  program  is  on 
our  station  daily,  first  put  a  reduced 
price  on  the  hose,  then  announced  the 
sale  and  the  price  on  his  program  over 
KMOX.  Within  two  hours  after  the 
broadcast  our  client  had  over  eight  hun- 
dred orders  and  by  the  end  of  the  second 
day  he  didn't  have  a  single  sock  left  out 
of  the  ten  thousand. 

KMOX  Will  Do  This  For  You,  Too! 


KMOX  The  Voice  of  St.  Louis,  Inc. 


KMOX 

Saint 
Louis 


KEY  STATION  OF  THE  COLUMBIA  BROADCASTING  SYSTEM 
50,000  WATTS       •       1090  KILOCYCLES       •       275.1  METERS 

Studios  and  Offices:  Mart  Building,  St.  Louis,  Mo. 
Transmitter:  Baumgartner  Road,  St.  Louis  County 
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1/  You  Sell  »  »  »  » 

IME 
UBES 
ALENT 

RANSMITTERS 
RANSCRIPTIONS 

In  Fact"'lf  You  Have  a  Sales  Message 
To  the  Radio  Industry  .... 

PUT  IT  IN  PRINT 

 In  
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Our  Complete  Coverage  of  the  Broadcast  Industry  Is  Your  Assurance 
of  Reaching  the  Largest  Number  of  Points  of  Sale 

NATIONAL  PRESS  BLDG.  WASHINGTON,  D.  C. 
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Changes  In  Advertising  Media,  1929-1932 

By  HOWARD  HENDERSON* 

J.  Walter  Thompson  Co.,  Advertising 


Radio  Made  Steady  Gains,  While  Newspapers,  Magazines, 
Billboards  and  Car  Cards  Bowed  To  Depression 


FROM  1929  through  1931  the 
four  original  media,  so  called, 
lost  a  -  total  of  $127,000,000  in 
advertising  revenue,  or  23  per 
cent,  while  radio  gained  $17,- 
000,000  or  89  per  cent.  Just 
how  this  revolutionary  change 
in  media  came  about  is  ex- 
plained by  Mr.  Henderson,  an 
experienced  agency  executive, 
whose  analysis  concludes  that 
radio  "enticed  advertising  dol- 
lars into  circulation  that  might 
otherwise  have  been  with- 
held". 


Mr.  Henderson 


THE  WORD  MEDIUM  as  applied 
to  advertising  has  always  troubled 
me.  It  implies  that  the  advertiser 
lives  in  one  world,  the  consumer  in 
another,  with  no  communications 
possible  until  the  advertiser  has 
put  the  consumer  into  a  trance. 
Perhaps  some  of  our  depression  ad- 
vertising justifies  this  notion.  But 
that  is  another  story. 

As  a  matter  of  practice  an  ad- 
vertising medium  is  a  way  to  catch 
the  consumer  off  his  guard.  He 
settles  down  to  read  his  newspaper. 
No  sooner  has  he  finished  the 
comics  than  he  is  interrupted  by 
advice  on  what  to  smoke.  Even  in 
his  magazines,  the  advertising  is 
so  adroitly  arranged  that  he  can- 
not help  but  trip  over  it  in  finish- 
ing his  story.  Weary,  he  flees  to 
the  country  in  his  automobile; 
posters  pursue  him.  He  tries  the 
street  car,  and  his  tired  eyes  shift 
from  the  passengers  opposite  to  a 
flashy  row  of  car  cards.  On  the 
rubbish  cans,  express  wagons, 
taxi-cabs,  busses,  everywhere,  his 
eye  meets  advertising. 

Then  Came  Radio 

AND  NOW— anno  domini  1933— 
he  rushes  home  to  ease  his  nerves 
with  soft  music  or  jazz  and  his 
ears  are  assailed  with  radio  adver- 
tising. No  more  peace,  no  more 
privacy.  The  media  have  caught 
him,  broken  down  his  guard,  pene- 
trated his  soul,  and  he  buys.  And 
somewhere  a  cash  register  rings 
triumphantly,  and  a  sales  curve 
struggles  upward. 

All  these  methods  of  catching 
the  consumer  off  his  guard  are 
owned  and  operated  as  separate 
enterprises.  And  they  have  had 
strange  experiences  in  these  years 
of  depression.  All  in  the  last  five 
years  have  suffered  heavy  losses 
except  one — that  boisterous  up- 
start, radio.  How  it  all  came  about 
and  why,  is  the  subject  of  this 
paper. 

Media  Trends  1929-31 

FROM  1929  through  1931,  accord- 
ing to  the  U.  S.  Department  of 
Commerce  Yearbook  1932,  newspa- 

*Text  of  paper  read  before  recent 
meeting  of  National  Association  of 
Teachers  of  Marketing  and  Advertis- 
ing by  Cincinnati  manager,  .J.  Walter 
Thompson  Co. 


pers  lost  $55,000,000  in  advertising 
revenue;  magazines,  $37,000,000; 
outdoor  advertising,  $30,000,000, 
and  car  cards  $5,000,000.  Ex- 
pressed in  terms  of  the  fat  reve- 
nues each  enjoyed  in  1929,  news- 
papers lost  21%,  magazines  18%, 
outdoor  advertising  50%,  car  cards 
50%. 

And  while  this  battle  royal  for 
the  consumer's  attention  was  going 
on,  radio  broadcasting  slipped  into 
the  ring.  Exhilarated  by  $10,000,- 
000  of  revenue  in  1928,  it  added 
another  $9,000,000  in  1929,  and  by 
the  end  of  1931  had  captured  $36,- 
000,000  of  the  precious  advertising 
revenue,  or  a  gain  of  89%  from 
1929! 

Selecting  Media  in  1926 

EXPRESSED  in  figures  alone,  this 
terrific  struggle  for  a  share  of  the 
diminishing  U.  S.  advertising  dol- 
lar is  hard  to  evaluate.  In  an  at- 
tempt to  reduce  it  to  human  terms, 
imagine  yourself  an  advertiser  of 
a  product  having  national  distri- 
bution in  1926.  How  can  your  ad- 
vertising dollar  be  most  profitably 
spent  in  each  of  the  four  major 
media? 

You  are  most  concerned  about 


gaining  ground  in  the  principal 
market  centers.  You  want  to  sup- 
port your  dealers,  each  in  his  own 
community.  You  want  a  medium 
that  is  flexible,  that  can  be  shifted 
on  short  notice  to  meet  changes  in 
competitive  conditions,  that  can  tie 
up  your  product  directly,  perhaps, 
with  the  name  of  the  local  distribu- 
tor. What  better  way  than  with 
newspapers?  And  so  you  decide  to 
invest  49  cents  of  your  dollar  in 
newspaper  advertising. 

In  addition,  you  want  a  strong 
background  of  advertising  in  a 
medium  that  will  stay  on  the  li- 
brary table  more  than  a  single  day, 
that  can  illustrate  your  product  in 
a  fine-screen  plate,  or  perhaps  in 
color.  You  want  something  that 
will  tell  your  story  to  selected 
prospects,  omitting  most  of  those 
who  have  no  money  to  buy  your 
product.  Perhaps  you  want  to  ex- 
pose your  coupon  to  readers  for  at 
least  a  week  or  a  month,  in  the 
hope  that  it  will  bring  an  inquiry. 
With  these  points  in  mind,  you  de- 
cide to  spend  35  cents  of  your  ad- 
vertising dollar  in  magazines. 

Having  provided  for  telling  your 
story  completely  in  newspapers  and 
magazines,  you  recognize  the  need 
for    reminder    advertising.  You 


want  to  catch  those  who  do  not 
read  carefully  their  newspapers,  or 
their  magazines,  and  impress  upon 
them  a  very  brief  message  about 
your  product — inadvertently,  while 
they  are  motoring  to  and  from  the 
city,  or  walking,  or  taking  a  street 
car.  And  so  you  decide  to  spend 
13  cents  of  your  dollar  in  outdoor 
advertising  and  3  cents  in  street 
car  cards. 

And  in  1931! 

AS  A  MATTER  of  record,  this  is 
exactly  the  way  Mr.  Average  Ad- 
vertising Manager  spent  his  adver- 
tising dollar  in  the  rosy-fingered 
year  of  mounting  prosperity,  1926. 

In  contrast,  what  were  his  de- 
cisions in  1931,  when  every  eye  was 
strained  in  vain  toward  that  my- 
thical corner  where  prosperity  was 
supposed  to  be? 

"I  have  11  per  cent  less  to  spend 
this  year  than  in  1926,"  he  said. 
"Newspapers  are  still  most  import- 
ant, but  I'll  cut  them  to  46  cents. 
Magazines  are  essential,  too;  I'll 
give  them  38  cents  of  my  shrunken 
advertising  dollar;  less  in  total 
than  1926,  but  more  in  proportion. 
Our  sales  are  off;  we  need  some 
extra  pressure;  radio  did  well  last 
year  on  a  nickel,  so  I'll  raise  it 
this  year  to  8  cents.  That  will  leave 
7  cents  for  outdoor  advertising  and 
1  cent  for  street  cars." 

Reasons  for  Radio  Gains 

IN  1932,  the  Columbia  Broadcast- 
ing System  set  out  to  answer  the 
question:  Does  radio  sell  goodsl 
By  using  a  disinterested  authority 
to  conduct  the  investigation,  the 
network  arrived  at  results  which 
hold  good  equally  for  the  National 
Broadcasting  Company  as  well. 
Prof.  Robert  F.  Elder  of  the  Mas- 
sachusetts Institute  of  Technology, 
made  the  survey.  It  is  recognized 
among  advertising  people  as  an 
outstanding  achievement,  free  from 
the  inevitable  misinterpretations 
so  common  to  the  usual  survey  in 
the  field  of  intangibles. 

From  about  14,000  homes  of 
telephone  subscribers,  a  list  of  the 
branded  products  used  was  ana- 
lyzed and  the  homes  divided  ac- 
cording to  those  with  radios  and 
those  without.  Roughly  speaking. 
Prof.  Elder  took  as  100  the  num- 
ber of  times  a  given  brand  was 
mentioned  in  non-radio  homes. 
Then  the  number  of  times  more 
that  this  brand  was  mentioned  in 
radio  homes,  indicated  its  greater 
popularity.    All  other  factors  be- 
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ing  equal,  this  increased  popularity 
must  have  been  due  to  radio  adver- 
tising. As  a  result,  the  brands  us- 
ing radio  advertising  showed  a 
29.3%  greater  popularity  in  radio 
homes  than  in  non-radio  homes. 

Elder's  Conclusions 

TO  CHECK  this,  he  made  the  same 
analysis  of  products  not  advertised 
by  radio.  The  results  strikingly 
confirmed  the  original  findings; 
products  not  advertised  by  radio 
were  less  popular  in  radio  homes 
— the  same  homes  which  had  found 
radio  -  advertised  products  more 
popular. 

The  conclusions  as  taken  from 
page  32  of  the  published  report 
were  three: 

"1.  That  radio-advertised  prod- 
ucts show  a  measurable  in- 
crease in  use  in  radio-homes. 

"2.  That  this  increase  in  use 
broadly  parallels  the  length 
of  listening-time.  In  other 
words,  'The  more  they  listen, 
the  more  they  buy  what  they 
listen  to.' 

"3.  That  radio-advertising  is 
able  to  produce  these  sales 
gains  at  remarkably  low  cost. 

"In  sum,  that  Radio  Does  Sell 
Goods." 

The  results  of  this  survey  are 
further  confirmed  by  the  case 
analyses  of  the  three  competitive 
products  in  the  toilet  goods  field 
and  the  expenditures  of  ten  lead- 
ing advertisers  of  convenience 
goods  whose  sales  respond  directly 
to  advertising.  These  examples 
showed  that  in  actual  practice 
radio  can  and  does  increase  sales 
(Continued  on  page  28) 


HIRES  A  CRITIC 
WHAM  Told  Faults  Each  Week 
— By  Ex-Newspaper  Man  


BLINDNESS  to  habitual  faults  is 
as  characteristic  of  the  broadcast- 
ing organization  as  of  the  indi- 
vidual. 

William  Fay,  general  manager 
of  WHAM,  Rochester,  believes 
that,  and  is  doing  something  about 
it.  He  has  provided  his  staff,  and 
being  modest,  himself,  with  a  pro- 
fessional critic,  an  individual  with 
discernment  above  the  average  as 
evidenced  by  his  two  decades  as 
music  critic  of  the  late  New  York 
World. 

The  critic,  whose  name  is  with- 
held, checks  the  station's  deport- 
ment before  the  public  ear,  and 
reports  once  a  week  at  a  meeting 
of  department  heads  on  announc- 
ers' work,  balance  of  programs, 
effectiveness  of  musical  and  dra- 
matic presentations  and  kindred 
details. 

The  critic  seldom  listens  alone 
to  an  important  program.  When 
an  outstanding  musical  or  dramatic 
broadcast  is  scheduled,  he  usually 
invites  to  his  home  persons  who 
he  knows  enjoy  such  offerings,  and 
at  the  opportune  moment  turns  on 
the  receiver.  Then,  with  an  in- 
tent and  unsuspecting  group  to 
demonstrate  audience  reaction,  he 
is  prepared  to  notice  program 
flaws  and  descrepancies,  if  there 
be  such,  as  well  as  its  effect  upon 
others  disinterested  save  for  the 
entertainment. 


Karl  Knipe  Is  Appointed 
Sales  Manager  of  CBS 

KARL  KNIPE, 
formerly    of  J. 
Walter  Thomp- 
son Co.  and  until 
recently  executive 
assistant   of  the 
Reuben  H.  Don- 
nelly Corp.,  Chi- 
cago publishers, 
has  been  appoint- 
ed sales  manager  . 
of   CBS,   accord-        ^r.  Knipe 
ing   to   announcement  by   H.  K. 
Boice,  CBS  vice  president  in  charge 
of  sales. 

Mr.  Knipe  began  his  career  on 
the  editorial  staff  of  the  Philadel- 
phia Evening  Bulletin  but  soon 
switched  to  advertising.  He  was 
sales  promotion  manager  of  Col- 
lier's Weekly  for  two  years  and 
then  with  the  J.  Walter  Thompson 
Co.  for  four  and  a  half  years,  dur- 
ing which  time  he  directed  its 
Paris  office. 


Radio  At  Ad  Club 

THE  FIRST  of  the  series  of  dis- 
cussions before  the  radio  group  of 
the  New  York  Advertising  Club 
being  arranged  by  Walter  Neff ,  as- 
sistant sales  director  of  WOR, 
Newark,  will  take  place  Wednesday 
noon,  Jan.  25,  and  will  feature  a 
talk  by  0.  H.  Caldwell,  editor  of 
Electronics  and  former  Federal 
Radio  Commissioner,  on  "New 
Things  Up  Radio's  Sleeve  for  Ad- 
vertising Men." 


RCA  Victor  Places 
Turntable  on  Mart 

A  NEW  turntable  for  broadcast 
purposes,  which  will  reproduce 
lateral-cut  records  and  transcrip- 
tions at  either  78  or  33  1/3  r.p.m., 
is  announced  by  RCA  Victor  Co.  for 
outright  sale  to  stations.  Capable 
of  accommodating  disks  up  to  17 
inches  in  diameter,  the  apparatus 
is  said  to  incorporate  many  new 
features,  including  a  self-starting 
constant-speed  synchronous  motor 
of  torque  sufficient  to  prevent 
"wows,"  a  ball-bearing  speed-re- 
duction mechanism,  improved  mag- 
netic pick-up,  inertia-type  suspen- 
sion arm,  shockproof  mounting  and 
a  pre-setting  device. 

The  apparatus  was  developed 
for  NBC  and  has  been  ordered  by 
all  NBC-operated  stations.  De- 
liveries can  be  made  within  15 
days.  Full  information  regarding 
the  apparatus  and  price  can  be 
procured  from  RCA  Victor  Co., 
Camden,  N.  J.  The  equipment 
bears  the  designation  "Type  UZ- 
4210,  and  is  described  in  RCA-Vic- 
tor  Bulletin  No.  27. 


Handles  CBS  Spot 

RADIO  SALES,  Inc.,  has  been 
formed  as  a  subsidiary  of  CBS  to 
handle  national  spot  business  for 
stations  operated  by  that  network. 
Roger  T.  Vernon  is  in  charge  at 
New  York  offices  of  CBS,  and  Rob- 
ert V.  Stephenson  is  in  charge  in 
Chicago. 


How  Can  Radio  Advertising  Be  Improved?  .  .  . 


LISTENERS'  answers  to  the  query, 
"How  can  advertising  over  the 
radio  be  improved?",  are  presented 
in  the  following  winning  essays  in 
a  contest  just  concluded  by  the 
General  Electric  Company  in  con- 
nection with  its  programs  featur- 
ing Heywood  Broun  on  .the  NBC- 
WEAF  network. 

Prizes  in  merchandise  valued  at 
$1,000  were  awarded  for  the  best 
letters  each  week  for  four  weeks. 
Four  divisions  of  General  Electi-ic 
were  featured  in  successive  weeks, 
viz.,  the  Hotpoint  range  division, 
refrigeration,  appliances  and  lamps. 
Batten,  Barton,  Durstine  &  Osborn, 
New  York,  handled  the  contest. 

The  winning  essay  in  the  Hot- 
point  range  divisions  contest,  writ- 
ten by  Marshall  Ward,  of  Fairfield, 
Conn.,  foUo^vs: 

Good  Will  Held  Good 

"RADIO  PROGRAMS  should  be 
used  for  no  other  purpose  than  to 
build  good  will.  Unnecessary  repe- 
tition of  advertising  talks  produces 
in  the  listener  a  feeling  of  mild 
annoyance  which  persists  even 
where  the  balance  of  the  program 
is  more  than  ordinarily  good.  It  is 
not  too  much  to  say  that  every  po- 
tential customer  of  General  Elec- 
tric understands  the  significance  of 
the  initials  G.  E.  The  company  has 
spent  much  money  in  acquainting 
the  radio  audience  with  products  in 
which  the  members  of  that  audi- 
ence are  most  likely  to  be  interest- 
ed. If  General  Electric  were  to 
confine  its  future  radio  advertising 


to  the  occasional  mention  of  the 
name  or  initials  no  advertising 
value  would  be  lost  and  good-will 
building  would  become  an  accom- 
plished fact. 

"The  present  situation  of  the  lis- 
tener is  like  that  of  the  child  who 
is  offered  a  dose  of  caster  oil  and 
a  piece  of  candy  at  the  same  time. 

"When  radio  programs,  except 
for  the  newcomers,  carry  just 
enough  identification  to  let  the  lis- 
tener know  to  whom  he  is  indebted 
for  his  recreation  or  amusement, 
the  radio  millenium  will  be  at 
hand.    (Heaven,  speed  the  day!)" 

Intimacy  Stressed 

THE  WINNING  essay  in  the  re- 
frigeration division,  by  William  E. 
Curtis,  Worcester,  Mass.,  follows: 
"The  most  important  improve- 
ment in  advertising  over  the  radio, 
is,  to  my  mind,  to  create  the  illu- 
sion that  the  announcer  is  speaking 
directly  and  personally  to  the  lis- 
tener. The  announcer  who  can  pro- 
duce this  effect  on  an  audience  is 
the  one  who  commands  attention. 
A  sales  talk  into  the  microphone 
should  be  as  simple  and  pleasing 
as  a  friendly  conversation.  It 
should  appear  to  be  impromptu, — 
not  as  if  a  salesman  were  reciting 
his  part  by  memory.  A  gentle 
voice  with  an  air  of  personal  con- 
tact is  the  kind  that  produces  the 
best  results.  The  announcer 
should  consider  the  microphone  as 
if  it  were  his  best  friend  with 
whom  he  was  in  intimate  conversa- 
tion." 


Winner  in  the  appliance  division 
was  Mrs.  Chester  A.  Crapper,  of 
Brooklyn,  N.  Y.  Her  essay  fol- 
lows: 

Opposes  Goat-Getting 

"RADIO  ADVERTISING  can  be 
improved  when  sponsors  realize 
that  catching  the  listener's  atten- 
tion does  not  mean  getting  his 
goat.  They  should  remember  that 
the  public  want  to  hear  of  modern 
products  and  are  unconsciously 
making  mental  notes  on  those  we 
hear  being  advertised,  but  we  want 
facts;  what  it  is,  what  it  does  and 
what  it  costs,  not  glorified  election 
speeches. 

"High-pressure  salesmanship  is 
at  all  times  very  annoying  but  on 
the  air  especially. 

"Constant  repetition  is  fatal. 
Right  now  I  could  deliver  the 
beauty  talk  of  a  woman  who  each 
week  gushes  the  same  tiresome 
thing.  Certainly  sponsors  are  justi- 
fied in  making  announcements  of 
their  goods,  but  a  brief  one  would 
suffice. 

"When  an  announcer  tries  to 
cajole  me  into  buying  something 
some  movie  star  says  is  swell,  I 
get  mad!  I  am  an  individual  and 
as  such  am  entitled  to  be  appealed 
to  as  one,  not  as  a  constituent  of 
the  movie-worshipping  public. 

"Some  programs  lack  that  ring 
of  sincerity  in  their  sales  talks.  To 
me,  a  man  is  absurd  extolling  the 
virtues  of  a  cream  or  lotion  about 
which  he  knows  nothing.  The  same 


goes  for  a  woman  recommending  a 
mild  cigar." 

First  prize  in  the  lamp  division 
contest  went  to  Craig  L.  Brown,  of 
Canton,  S.  D.  His  essay  follows: 

"A  radical  change  in  the  art  of 
over-the-radio  advertising  is  strong- 
ly advocated  by  an  ever  increasing 
number  of  dissatisfied  radio  fans. 
Lavish  praises  and  unmerited 
statements  of  worth  on  the  part  of 
the  advertisers  concerning  their 
products  have  sorely  tried  the  cred- 
ulity of  the  buying  public.  The 
words  'greatest'  and  'best'  have 
been  used  so  persistently  that  they 
not  only  fail  to  carry  conviction 
but  tend  to  erect  a  wall  of  sales  re- 
sistance around  the  prospective 
purchaser.  The  use  of  flagrant  su- 
perlatives must  be  dispensed  with 
in  favor  of  simple  statements  of 
fact  as  to  the  quality  and  merit  of 
the  product. 

Wants  Pleasing  Program 

"ANY  BREAK  in  the  smooth  order 
of  a  program  is  not  only  unneces- 
sary but  unwise  as  it  arouses  a 
feeling  of  resentment  in  the  hearts 
of  those  who  make  up  the  audi- 
ence; let  the  advertising  state-^ 
ments  be  made  at  the  beginning  or 
conclusion  of  the  program,  shield- 
ing such  advertising  tactfully  so 
that  it  does  not  dominate  the  en- 
tertainment value  of  the  program. 
Above  all — a  pleasing  and  enter- 
taining program  is  the  better  ad- 
vertisement because  if  the  public 
likes  the  program,  good  will  is 
spread  and  the  mission  is  com- 
pleted." 
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"Tarzan":  A  Modern  Radio  Success  Story 


Mr.  Stebbins 


Transcription  Has 
Unique  Technique 


THE  RAPIDITY 
with  which  the 
radio  serial  "Tar- 
zan  of  the  Apes" 
has  achieved  pop- 
ularity within 
only  a  few 
months  stands 
out  as  one  of  the 
most  sensational 
instances  of  sure- 
fire success  in  the 
history  of  broadcasting. 

^'Tarzan's"  popularity  over  the 
air  already  rivals  his  following  in 
book  form  (though  more  than  ten 
million  copies  have  been  sold),  in 
newspaper  strip  and  in  motion 
pictures.  Besides  having  five  spon- 
sors in  scattered  sections  of  the 
country,  the  transcription  feature 
is  carried  on  three  NBC-owned  sta- 
tions in  the  northwest  as  a  sus- 
taining program. 

Sponsorship  of  this  unique  pro- 
gram in  any  territory  is  given  to 
responsible  advertisers  who  are  in 
a  position  to  utilize  efficiently  and 
properly  a  five-times-a-week  broad- 
cast, 15  minutes  in  length,  in  some- 
what the  same  way  that  news- 
papers are  selected  or  permitted 
to  run  the  Tarzan  strip. 

Strategically  Placed 

IN  THE  FORM  of  electrical  tran- 
scriptions the  program  can  be  pre- 
sented at  times  most  strategic  in 
competition  with  local  or  network 
broadcasts  and  in  scattered  terri- 
tories where  certain  advertising  is 
most  needed. 

Among  the  sponsors  of  the  pro- 
gram to  date,  together  with  the 
stations  used,  are: 

Signal  Oil  Co.,  Los  Angeles — 
KFWB,  Los  Angeles;  KPO,  San 
Francisco;  KGB,  San  Diego;  KDB, 
Santa  Barbara;  KM  J,  Fresno; 
KERN,  Bakersfield;  KFXM,  San 
Bernardino. 

Foulds  Milling  Co.,  New  York, 
(macaroni) — WBBM,  Chicago; 
CKOK,  Winsdor-Detroit;  WCAH, 
Columbus,  O.;  WSPD,  Toledo; 
WCAE,  Pittsburgh;  WKRC,  Cin- 
cinnati; WFBM,  Indianapolis. 

Crete  Mills,  Crete,  Neb.— KFAB, 
Lincoln,  Neb. 

Adlerika  Co.,  St.  Paul,  Minn. — 
KSTP,  St.  Paul. 

Hoyland  Flour  Mills  Co.,  Kansas 
City— WD  AF,  Kansas  City; 
KOMA,  Oklahoma  City;  KFH, 
Wichita. 

.  NBC-owned  stations,  as  sustain- 
ing program — KGR,  Seattle;  KGA, 
Spokane;  KEX,  Portland,  Ore. 

New  Technique 

"TARZAN"  produces  in  transcrip- 
tions effects  that  will  always  be 
utterly  impossible  in  live  produc- 
tion before  the  microphone.  Thus 
it  exploits  a  great  new  field  which 


B;y  BARTON  A.  STEBBINS 

President,  Logan  &  Stebbins  Agency 
Los  Angeles 

Five  Sponsors,  Sustaining  for  Others; 
in  Sound  Effects  Attained 

ONE  OF  the  most  spectacular  of  recent  radio  pro- 
gram successes  is  "Tarzan  of  the  Apes",  which  had 
aheady  achieved  fame  in  book  form,  in  newspaper 
strips  and  in  motion  pictures.  While  this  advance 
popularity  undoubtedly  paved  the  way  for  the  tran- 
scription series,  it  does  not  entirely  explain  the  in- 
stantaneous response  which  greeted  the  radio  serial. 
An  entire  year  was  spent  in  technical  preparation 
so  that  now  sound  synchronization  which  would 
be  impossible  on  a  "live"  program  is  employed  in 
the  transcription  series.  Morever,  clever  merchan- 
dising tieups  have  been  added. 


offers  almost  unlimited  opportunity 
for  the  imagination  and  technique 
of  the  developers  of  radio  pro- 
grams. 

Sound  effects  are  synchronized 
to  a  degree  that  could  never  be 
achieved  before  the  studio  micro- 
phone. All  the  birds  and  beasts 
of  the  jungle  appear  in  their  own 
voices.  Sound  equipment  is  taken 
to  zoos  in  all  parts  of  the  country 
where  suitable  animals  are  avail- 
able. There  the  operator  waits 
hours  and  days  recording  the 
voices  of  tiny  birds,  lions  or  trum- 
peting elephants  in  all  of  their 
various  moods.  A  tremendous  col- 
lection of  these  sounds  has  been 
assembled  and  appropriate  por- 
tions are  synchronized  on  the  tran- 
scriptions with  fraction  of  a  sec- 
ond exactitude  and  with  emotional 
quality  that  fits  the  story.  "Tar- 
zan" on  the  air  is  the  jungle  made 
audible. 

Numerous  Rehearsals 

IN  ONE  of  the  programs  canni- 
bals were  stealing  a  man's  soul, 
according  to  primitive  Swahili 
ritual.  Whole  libraries  of  ethnol- 
ogy and  exploration  were  searched 
until  the  actual  ritual  was  found 
recorded  in  the  Swahili  language. 
Drums  were  made  according  to 
the  specifications  of  explorers. 
Twenty  colored  people,  some  of 
them  perhaps  actually  descended 
from  Swahili  ancestors,  were 
taught  the  ritual  and  the  rhythm 
of  the  drums.  They  were  re- 
hearsed for  days  to  make  a  four- 
minute  program  which  could  be 
fitted  into  its  proper  place  in  the 
transcription. 

In  another  program  characters 
are  in  a  deep  cavern.  A  cave  was 
built  in  the  transcription  studio  so 
that  voices  would  echo  with  hol- 
low resonance  until  they  reached 
the  microphone. 

Such   sound   effects  demanding 


perfect  synchronization  are  impos- 
sible except  in  transcription  where 
every  necessary  component  of  the 
program  can  be  assembled  in  its 
proper  place,  although  made  miles 
away,  by  jackals  at  night  in  the 
zoo,  by  ringnecked  doves,  para- 
keets or  elephants. 

Year's  Preparation 

"TARZAN"  first  went  on  the  air 
on  Sept.  12  following  an  entire 
year  of  technical  preparation.  The 
entire  cast  is  employed  on  full 
time.  There  is  a  full  time  direc- 
tor. A  trained  radio  writer  de- 
votes his  entire  time  to  producing 
the  script  from  the  original  Tar- 
zan books.  Edgar  Rice  Burroughs, 
Tarzan's  famous  author,  devotes 
from  one  to  three  hours  revising 
each  script.  And  with  "Tarzan" 
on  the  air  five  days  each  week, 
this  means  practically  several 
hours  each  day.  Two  sound  men 
are  employed  on  full  time.  An 
average  of  four  hours  of  rehearsal 
is  necessary  for  each  program  of 
fifteen  minutes. 

When  this  is  compared  with  the 
quick  production  of  live  drama 
before  the  microphone,  requiring 
little  rehearsal,  no  apparatus  and 
no  permanent  staff,  it  becomes 
more  clear  how  different  is  the 
"Tarzan"  technique. 

This  means,  of  course,  that 
"Tarzan"  requires  great  invest- 
ment. It  is  undoubtedly  the  most 
expensive  transcription  produced. 
By  the  same  token  it  is  expensive 
for  the  advertiser,  not  simply  be- 
cause of  its  popularity,  but  be- 
cause of  time  and  capital  invest- 
ment. 

Merchandising  plans  specially 
adapted  to  the  programs  have 
spread  its  influence  farther,  until 
"Tarzan"  on  the  air  is  becoming 
as  well  known  a  feature  as  it  has 
ever  been  in  books  and  newspapers 
or  motion  pictures. 


That  the  program  has  secured 
results  for  each  of  its  sponsors, 
there  can  be  no  doubt.  It  was  our 
privilege  to  find  with  Signal  Oil 
Co.  that  it  was  a  "direct  action" 
— a  get-sales-today — medium  as 
well  as  a  builder  of  publicity  and 
good-will.  Foulds  Milling  Co.  after 
four  weeks  reported  distribution 
through  1,520  new  retail  outlets 
in  the  CKOK  area  alone.  Hoyland 
Flour  Mills  liked  "Tarzan"  so  well 
that  it  added  Wichita  and  Okla- 
homa City  to  its  audience  after  a 
short  trial  over  WDAF.  To  our 
minds  it  is  one  of  the  outstand- 
ingly successful  spot  features  of 
all  time. 


Political  Parties  Report 
Sums  Still  Owing  Radio 
From  Election  Campaign 

ALTHOUGH  final  figures  are  not 
yet  available  on  expenditures  by 
the  political  parties  for  radio  time 
purchased  during  the  recent  presi- 
dential campaign,  financial  state- 
ments of  the  parties  as  of  Dec.  31 
disclose  they  still  have  accounts 
payable  for  radio  amounting  to 
about  $250,000. 

The  statements  were  filed  with 
the  clerk  of  the  House  of  Rep- 
resentatives pursuant  to  the  law, 
which  makes  mandatory  the  dis- 
closure of  campaign  receipts  and 
disbursements.  Total  figures  have 
not  yet  been  computed,  but  Sena- 
tor Dill,  (D.)  of  Washington,  re- 
cently estimated  that,  all  told,  ap- 
proximately $2,000,000  was  spent 
during  the  campaign  for  time  over 
networks  and  independent  stations. 

The  Democratic  National  Com- 
mittee, according  to  the  Dec.  31 
report,  was  obligated  to  NBC  to 
the  extent  of  $107,571.71.  It  had 
an  unpaid  balance  of  $47,650.50 
with  CBS,  and  owed  World  Broad- 
casting System  $959.65.  Its  total 
unpaid  obligation  amounted  to 
$839,385. 

The  report  of  the  Republican 
Committee  did  not  show  exact  ra- 
dio obligations,  but  stated  that  ac- 
counts payable  for  "radio  and 
other  expenses"  amounted  to  $124,- 
971.84.  The  bulk  of  this  total  is 
believed  to  be  radio  obligations. 


Dramatizing  Credits 

A  DRAMATIZED  sponsor's  mes- 
sage utilizing  four  dramatic  stars 
was  introduced  by  the  Pepsodent 
Company  in  its  "Amos  'n'  Andy" 
program  Jan.  2  on  NBC.  The 
dramatized  credits  presented  at 
the  opening  of  the  programs  run 
about  three  minutes,  and  are  used 
in  three  programs  weekly.  The 
material  is  suggested  by  dentists. 
The  William  Wrigley,  Jr.,  Co., 
similarly,  has  been  using  members 
of  the  "Myrt  and  Marge"  cast  as 
well  as  stars  of  other  sponsors' 
programs  on  CBS  for  dramatized 
credits. 
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Phonograph  Broadcasting  Ban 
Held  Illegal  and  Unenforceable 

Schuette  Sees  Move  to  Boost  Transcriptions 
As  Steps  are  Taken  to  Buck  Publishers 


THE  NEWLY  imposed  ban  on  the 
broadcasting  of  phonograph  rec- 
ords, according  to  competent  legal 
authorities,  is  illegal  and  cannot 
be  enforced  either  by  the  phono- 
graph companies  or  the  copyright 
owners. 

Leading  phonograph  companies 
now  are  inscribing  their  records 
with  the  phrase  "not  licensed  for 
radio  broadcast."  The  restriction, 
it  is  understood,  was  fostered  by 
the  Music  Publishers'  Protective 
Association,  counterpart  of  the 
American  Society  of  Composers, 
Authors  &  Publishers  in  the  re- 
corded program  field,  which  col- 
lects royalties  for  transcriptions 
and  records  from  so-called  "public 
performers." 

Termed  "Bluff" 

OSWALD  F.  SCHUETTE,  director 
of  copyright  activities  of  the  NAB, 
who  is  inquiring  into  the  record 
restriction,  declared  that  the  move 
is  a  "bluff"  and  is  wholly  illegal. 
He  said  it  appeared  to  him  to  be  a 
veiled  attempt  on  the  part  of  the 
copyright  group  to  force  the  use 
of  transcriptions  to  the  exclusion 
of  records,  since  MPPA  collects  at 
the  rate  of  25  cents  per  number 
used  in  each  transcription,  and  50 
cents  for  "restricted"  numbers — - 
royalties  now  being  paid  by  adver- 
tisers through  their  agencies — • 
whereas  a  royalty  of  only  two 
cents  is  paid  on  each  record. 

Lawyers  who  have  studied  the 
case  declare  that  the  record  ban 
represents  a  "use  restriction" 
heretofore  adjudged  illegal  in  ana- 
logous cases.  They  state  that  the 
purchaser  of  a  phonograph  record, 
whether  it  be  an  individual  or  a 
broadcasting  station,  actually  pays 
a  royalty  on  the  record  to  the 
copyright  owner  in  the  purchase 
price.  The  copyright  law  requires 
manufacturers  of  records  to  pay 
two  cents  per  record  to  cover  the 
copyright. 

Legal  Action  Looms 

FOR  SOME  MONTHS  attention 
has  been  given  by  advertisers  and 
broadcasters  to  the  royalties  on 
transcriptions.  The  new  ban  on 
records  intensifies  the  issue.  The 
American  Association  of  Advertis- 
ing Agencies,  vitally  affected  by 
the  transcription  royalty  to  MPPA, 
has  been  studying  the  case  and 
rnay  institute  legal  action.  Sta- 
tions, it  is  pointed  out,  pay  to 
ASCAP  a  royalty  for  the  right  to 
use  copyrighted  compositions,  and 
this  license  should  cover  phono- 
graph records  and  transcriptions 
as  well  as  "flesh"  performances. 
Collecti  on  of  the  royalties  on  re- 
corded numbers  therefore  results 
in  "double  assessment"  on  the  same 
commodity,  it  is  contended. 

Although  ASCAP  has  consist- 
ently refuted  it,  the  charge  has 
been  made  that  MPPA  actually  is 
its  affiliate  and  works  hand  in 
glove  in  the  collection  of  copyright 
royalties.  The  organizations  oc- 
cupy practically  adjoining  suites  in 
the  Paramount  building,  New  York, 


and  many  of  the  publisher  mem- 
bers of  the  ASCAP  board  make  up 
the  board  of  MPPA. 

Beyond  the  inscription  that  rec- 
ords are  not  licensed  for  broadcast 
use  there  is  no  explanation  of  the 
restriction.  It  is  not  indicated 
whether  stations  will  be  asked  to 
pay  additional  royalties  to  broad- 
cast records.  As  issued,  the  re- 
striction seems  conclusive  and  ap- 
parently means  that  the  companies 
will  not  permit  stations  to  broad- 
cast records  under  any  circum- 
stances. 

MPPA  Counsel  Explains 

AFTER  RECEIPT  of  numerous  in- 
quiries, E.  C.  Mills,  ASCAP  gen- 
eral manager,  said  that  as  a  "mat- 
ter of  service  to  broadcasters"  he 
had  consulted  the  Columbia  Phono- 
graph Co.  and  had  received  a  state- 
ment from  A.  E.  Garmaize,  its 
counsel.  Mr.  Mills  informed  the 
stations  that  ASCAP  did  not  initi- 
ate the  restriction  and  did  not  care 
how  the  music  in  its  catalogue  is 
performed. 

The  statement  by  Mr.  Garmaize 
said  that  the  notice  on  the  records 
was  based  on  the  recognition  by 
the  law  of  property  rights.  The 
labor  and  skill  developed  and  em- 
ployed over  a  period  of  years  at 
great  cost  in  searching  out  and 
properly  combining  the  constitu- 
ents forming  records  and  in  im- 
pressing upon  the  records  the 
work  of  high-priced  artists  and  or- 
chestras combined  to  make  the 
property  right,  he  claimed.  He 
continued: 

"The  broadcast  of  our  records 
places  at  the  disposal  of  the  pub- 
lic the  labor,  skill  and  money  in- 
vestment above  described  for  the 
sole  benefit  of  the  broadcaster,  so 
that  the  broadcast  of  our  records 
is  a  use  of  our  property  rights 
without  our  consent  for  the  benefit 
of  someone  else  without  any  com- 
pensation accruing  to  us,  the  own- 
ers of  the  property  right.  Broad- 
casting stations  probably  are  not 
aware  that  they  are  violating  our 
rights  by  the  broadcast  of  our  rec- 
ords, so  that  in  order  to  give  them 
notice  that  we  reserve  our  rights 
and  do  not  desire  them  to  be  violat- 
ed, we  have  placed  on  the  labels  of 
all  of  our  records  the  notice  'not 
licensed  for  radio  broadcast.'  " 

Free  Music  Issued 

IN  A  SPECIAL  bulletin  to  all  sta- 
tions on  Dec.  31  Mr.  Schuette  took 
the  initial  step  to  test  out  the  plan 
adopted  at  the  St.  Louis  conven- 
tion of  the  NAB  for  the  creation 
of  a  Radio  Program  Foundation, 
designed  ultimately  to  provide  a 
supply  of  new  and  popvilar  music 
controlled  by  the  industry.  A  com- 
position published  by  Randolph 
Music  Publishers,  Chicago,  titled 
"Just  Like  Your  Shadow,"  com- 
posed by  Benny  Davis  and  Sammy 
Stept,  was  sent  to  all  stations  for 
performance  without  payment  of  a 
fee.  The  same  arrangement  was 
made  with  the  publishers  for  a  sec- 


BOAKE  CARTER— Philadelphia 
newspaperman,  long  heard  on 
WCAU,  who  attracted  wide  atten- 
tion by  his  handling  of  the  Lind- 
bergh case  broadcasts,  is  a  new 
news  commentator  on  CBS,  live 
nights  weekly,  sponsored  by  Philco. 


ond  number,  titled  "The  Last  Mile 
is  the  Longest,"  by  Benny  Davis 
and  Abner  Silver. 

Mr.  Schuette  said  he  has  been 
approached  by  many  independent 
composers  and  publishers  who  want 
to  cooperate  with  broadcasters,  a 
step  which  they  have  found  im- 
possible to  do  in  the  past  because 
of  the  exclusive  nature  of  ASCAP 
licenses.  He  said  the  purpose  of 
the  present  test  is  to  find  out  how 
successful  this  method  is  in  creat- 
ing popularity  for  a  composition, 
on  the  one  hand,  and  in  laying  the 
foundation  for  future  cooperation 
between  broadcasters  and  inde- 
pendent composers  and  publishers, 
on  the  other.  He  reported  that  re- 
sults thus  far  have  been  gratify- 
ing. 


Railroads  Use  Radio 

FIVE  RAILROADS  with  termi- 
nals in  Chicago  jointly  sponsored 
13  announcements  over  KYW, 
Chicago,  calling  attention  to  ad- 
vertisements on  holiday  excursion 
rates  printed  the  same  or  follow- 
ing day  in  Chicago  newspapers 
from  Dec.  4  to  27.  The  railroads 
were  Chicago,  Milwaukee,  St.  Paul 
&  Pacific;  Chicago  &  North  West- 
ern; Illinois  Central;  Chicago, 
Rock  Island  and  Pacific,  and  Chi- 
cago, Burlington  &  Quincy. 


Petry  Expands 

ANNOUNCEMENT  has  been  made 
of  the  organization  of  Edward 
Petry  &  Co.,  headed  by  Edward 
Petry,  former  manager  of  the 
Bulova  radio  account,  as  exclu- 
sive national  representatives.  Of- 
fices are  in  the  Chanin  Bldg.,  New 
York,  Henry  Christol,  manager; 
Wrigley  Bldg.,  Chicago,  Edward 
Voynow,  manager,  and  Russ  Bldg., 
San  Francisco,  J.  R.  Doig,  man- 
ager. 


Official  Canadian 
Radio  Count  Made 

770,436  Sets  are  Recorded; 
Census  is  Broken  Down 

THE  FIRST  official  radio  census 
of  Canada,  showing  the  number  of 
radio  set  owners  as  of  June  1,  1931, 
has  just  been  announced  by  the 
Dominion  Bureau  of  Statistics. 
Like  the  1930  U.  S.  radio  census, 
the  report  compares  these  figures 
with  population,  and  breaks  them 
down  into  urban,  rural  farm  and 
rural  non-farm  classifications  and 
by  cities,  towns  and  villages  of 
5,000  and  over.  The  report  ap- 
parently has  nothing  to  do  with 
the  counts  of  licensed  radios,  on 
which  set  owners  pay  their  gov- 
ernment a  $2  per  annum  tax;  the 
latest  figure  for  these  is  592,896 
for  all  provinces  during  the  first 
nine  months  of  1932. 

The  June  1,  1931,  report  was 
compiled  by  the  census  and  vital 
statistics  branch  and  published  un- 
der the  authority  of  H.  H.  Stevens, 
Minister  of  Trade  and  Commerce, 
Ottawa.  Complete  copies  may  be 
procured  from  that  office.  It  shows 
that  as  of  that  date  Canada's 
population,  not  including  the  North- 
west Territories,  was  10,367,063,  of 
which  4,795,005  was  rural  popula- 
tion. In  all  Canada  there  were 
770,436  radios,  550,935  (or  98.87 
per  1,000  population)  being  in  ur- 
ban homes  and  219,501  (or  45.78 
per  1,000  population)  being  in 
rural  homes. 

The  census,  besides  distinguish- 
ing between  rural  farm  and  rural 
non-farm  homes,  is  also  broken 
down  by  localities  of  30,000  popu- 
lation and  over,  5,000  to  30,000, 
1,000  to  5,000  and  under  1,000.  For 
purposes  here  only  the  total  figures 
for  each  province  are  shown.  They 
follow : 

Total 

Province  Population  Radios 

Prince  Edw.  Isl.  88,038  3,080 

Nova  Scotia  512,846  25,704 

New  Brunswick  408,219  15,765 
Quebec  2,874,255  150,469 

Ontario  3,431,683  364,312 

Manitoba  700,139  45,219 

Saskatchewan  921,785  55,330 

Alberta  731,605  44,363 

British  Columbia  694,263  66,124 
Yukon  4,230  70 

Total  Canada  10,367,063  770,436 
Table  II  of  the  report  breaks 
the  figures  down  by  counties  or 
census  divisions,  and  Table  III 
shows  radio  sets  by  cities,  towns 
and  villages  of  5,000  and  over.  The 
latter  table  is  particularly  signifi- 
cant to  those  in  charge  of  calcu- 
lating potential  markets  in  plac- 
ing accounts  on  Canadian  radio 
stations  in  the  larger  cities  of  the 
Dominions.    The  leading  cities: 

Number 

City  Population    of  Radios 

Montreal  818,577  70,164 

Toronto  631,207  91,656 

Vancouver  246,593  28,861 

Winnipeg  218,785  19,081 

Hamilton,  Ont.  155,547  22,456 
Quebec  City  130,594  8,326 

Ottawa  126,872  12,868 

Calgary  83,761  7,840 

Edmonton,  Alta.  79,197  5,659 
London,  Ont.  71,148  10,819 

Windsor,  Ont.  63,108  8,415 

Verdun,  Que.  60,745  7,207 

Halifax,  N.  S.  59,275  5,188 

Regina,  Sask.  53,209  4,867 

St.John,  N.  B.  47,514  3,943 
Saskatoon,  Sask.  43,291  3,592 
Victoria,  B.  C.  39,082  5,069 

Three  Rivers,  Que.  35,450  2,046 
Kitchener,  Ont.  30,793  3,755 
Brantford,  Ont.       30,107  4,002 
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In  and  Out — Radio  Sells  for  This  Store 


By  J.   V.  HOPKINS 

Sales  Promotion  Manager 
Jones  Store  Co.,  Kansas  City,  Mo. 


Revue  Draws  1400  Daily  to  Sponsor's  Own  Auditorium; 
Manufacturers  Share  Cost;  Press  Display  Uncut 


ANYONE  who  has  been  sales  pro- 
motion or  advertising  manager  of 
a  great  department  store  knows 
that  it's  unwise  to  be  swayed  by 
every  alluring  proposition  the  ad- 
vei'tising  breeze  brings.  That  is 
why  The  Jones  Store,  largest  de- 
partment store  in  Kansas  City, 
spent  several  months  analyzing 
and  testing  radio's  appeal  before 
it  finally  signed  a  contract  for  a 
daily  broadcast  over  WHB.  The 
Jones  Store  "looked  before  it 
leaped",  but,  when  it  finally  leaped, 
it  more  than  covered  the  territory! 

The  first  consideration  was  to 
obtain  the  right  sort  of  station 
connection — a  problem  which  re- 
solved itself  into  knowing  which 
of  Kansas  City's  broadcasters  had 
the  greatest  appeal  during  the 
daytime  period.  Spot  announce- 
ments were  used  over  WHB  and 
other  Kansas  City  stations  during 
two  important  sales,  and  the  re- 
sults obtained  led  us  to  decide 
upon  more  extensive  use  of  the 
radio. 

Three-fold  Purpose 

FROM  the  first  we  believed  that 
the  radio  stone  could  be  made  to 
kill  a  number  of  birds.  We  wanted 
to  give  entertainment  to  our  pa- 
trons, first  of  all,  simply  as  a 
good-will  measure.  This  was  not 
Enough,  however.  We  wanted  to 
bring  people  to  our  store  so  that 
they  could  see  the  merchandise 
while  they  were  hearing  about  it. 
Thirdly,  supplementing  the  pur- 
pose just  mentioned,  we  wanted 
to  get  over  an  eff'ective  sales  ap- 
peal to  both  the  audience  in  the 
store  and  the  vaster  audience 
seated  before  loud  speakers  in 
their  homes.  For  a  limited  num- 
ber of  items  on  one  program,  ra- 
dio is  ideal  as  a  medium  to  "put 
across"  a  terse  word-picture  with 
prices. 

Despite  our  plan  to  go  into  ra- 
dio, we  did  not  consider  for  one 
moment  the  abandoning  of  the 
newspaper — and  perhaps  this  is  an 
answer  to  newspaper  critics  of 
radio  broadcasting.  The  Jones 
Store  has  been  for  years  the 
largest  newspaper  advertiser  in 
Kansas  City,  and  our  newspaper 
budget  has  not  been  cut  one  whit 
to  carry  on  our  radio  campaign. 

Manufacturers  Cooperate 

OUR  ADVERTISING  by  radio  is 
on  a  50-50  basis.  Manufacturers 
cooperate  with  us  by  sponsoring 
all  or  part  of  each  daily  broad- 
cast. Four  commercials  are  sched- 
uled each  day,  and  almost  in- 
variably aggressive  manufacturers 
take  advantage  of  these  spots. 

As  an  additional  "sales-maker," 
a  platform  has  been  constructed  in 
the  radio  auditorium  upon  which 


DEPARTMENT  Store  Theater — Auditorium  in  Jones  Store  where  shop- 
pers stop  to  watch  WHB  broadcasts. 


the  merchandise  advertised  on  each 
day's  program  is  displayed.  Thus, 
the  prospective  buyer  in  the  store's 
auditorium  sees  the  merchandise 
and  hears  about  it  at  the  same 
time.  If  he  is  not  "sold"  on  the 
spot,  he  will  be  impressed  by  the 
appearance  of  the  merchandise, 
and  will  be  a  potential  buyer  for 
the  future. 

The  Kansas  City  market  in- 
cludes the  metropolitan  area  and 
the  rich  rural  trading  area.  Thus, 
it  was  no  small  question  to  decide 


what  sort  of  program  should  be 
used.  Like  the  little  boy  who, 
when  asked  whether  he  wanted 
cake  or  pie  for  dessert,  said 
"both!",  we  at  length  decided  to 
appeal  with  a  metropolitan  radio 
dish  and  then  to  throw  in  a  rural 
flavor  for  good  measure. 

WHB  agreed  to  present  its  long- 
established  "Farmers'  Hour,"  fea- 
turing Rex  Kelly,  popular  cowboy 
singer,  in  our  auditorium  from  12 
to  12:30  o'clock  each  weekday. 
Of  course,  the  station   gives  its 


MONTGOMERy  WARD  CONVINCED 

Experimental  Sponsorship  of  Santa  Glaus  Sells  Radio 
 To  Largest  Unit  of  Department  Store  


By  HAROLD  E.  SMITH 
General  Manager,  WOKO,  Albany 

AN  IDEA  was 
presented  to  the 
Montgomery 
Ward  retail  store 
in  Albany  and 
accepted,  but  in 
signing  the  con- 
tract the  mana- 
ger asked  for  a 
hundred  letters  a 
.  day  as  proof  that 

Mr.  amith  radio  advertising 
was  effective. 

For  nearly  two  years  WOKO 
had  tried  its  hardest  to  convince 
the  large  department  stores  in  Al- 
bany and  the  capital  district  that 
radio  could  do  a  real  job  of  adver- 
tising for  them.  Every  idea  that 
had  been  successfully  used  by  de- 
partment stores  in  other  cities  was 
presented  to  them,  programs  built 
by  WOKO  were  auditioned  for 
them,  but  not  one  could  be  found 
to  give  radio  a  real  test.  Finally, 
we  hit  upon  this  idea  for  a  Christ- 
mas program  and  the  Montgomery 


Ward  &  Company  retail  store  was 
prevailed  upon  to  try  it. 

The  idea  was  simple  but  a  very 
effective  means  of  promotion.  Mont- 
gomery Ward  &  Company  pre- 
sented Santa  Claus  to  the  children 
three  times  each  week  in  a  late 
afternoon  period.  Santa  talked  for 
15  minutes  on  his  adventures  at 
the  North  Pole  and  on  his  jour- 
neys to  and  from  the  Pole  by  air- 
plane, and  the  program  was  en- 
livened with  sound  effects.  The 
reading  of  several  children's  let- 
ters increased  interest  and  insured 
repeat  listeners.  A  strong  appeal 
for  mail  was  made,  with  the  offer 
of  a  free  gift  to  every  child  writ- 
ing in. 

Each  child  writing  in  received  a 
facsimile  letter  from  Santa  Claus, 
telling  him  to  present  the  letter  to 
him  at  this  headquarters  in  the 
Montgomery  Ward  store,  where  he 
would  receive  a  gift.  The  letter  to 
the  child  was  very  attractively 
done,  printed  from  a  facsimile  of 
handwriting  with  a  space  for  the 
child's  name  written  in  by  hand, 
{Continued  on  page  2^) 


regularly  contracted  commercials 
during  this  broadcast.  From  12:30 
to  12:35  a  WHB  service  featui-e, 
livestock  quotations,  allows  us  to 
clear  the  stage,  and  at  12:35  we 
present  the  "Jones  Radio  Revue", 
a  40-minute  variety  show. 

The  Program  Type 

THE  JONES  Radio  Revue  is  a 
follower  of  the  Ed  Wynn-Lucky 
Strike-Jack  Benny  school  of  pro- 
gram formation,  which  hold  more 
than  just  music,  more  than  just 
gags,  more  than  just  soloists  are 
necessary.  Accordingly,  under  the 
able  supervision  of  Allen  Franklin, 
former  program  director  of  WFBR, 
Baltimore,  all  of  these  elements 
are  woven  together.  Franklin 
knows  stage  and  screen  as  well  as 
radio,  for  back  in  the  cradle  days 
of  moving  pictures — -1910-1914 — 
he  had  Klieg-light  fever  in  Cali- 
fornia, and,  starting  with  1917  he 
barnstormed  from  one  set  of  foot- 
lights to  another.  His  acting  ex- 
perience culminated  with  eight 
months  on  Broadway  in  the  "Blue 
Ghost"  (1929). 

To  avoid  monotony,  the  program 
personnel  of  the  "Jones  Radio  Re- 
vue" is  changed  every  two  weeks 
with  the  exception  of  the  head- 
liners — Franklin;  Les  "Sunny" 
Jarvies,  chief  gagster;  the  Mid- 
westerners,  quartet;  and  the 
"Jones'  Tuneblenders,"  dance  or- 
chestra. In  addition  to  these  head- 
liners,  four  or  five  other  units  are 
used,  to  avoid  as  little  repetition 
of  talent  as  possible  during  the 
program. 

The  Results 

THERE'S  only  one  thing  to  say 
about  the  results  of  our  daily 
broadcasts — the  people  like  them, 
and  they  keep  coming  for  more! 
Fourteen  hundred  a  day  is  a  fair 
estimate  of  the  attendance,  though 
on  the  Friday  after  Thanksgiving 
a  good  3,000  crammed  into  the 
auditorium  at  one  time  or  another 
during  the  performance.  The 
Christmas  crowds  were  often  so 
great  that  it  was  necessary  to 
turn  them  away. 

In  conclusion,  there  are  a  few 
more  comments  which  might  be 
made  on  our  radio  venture: 

(1)  The  "Jones  Radio  Revue" 
was  on  the  air  for  a  week  from 
WHB's  studios,  opening  "cold"  on 
the  second  Monday  with  only  ra- 
dio plugs;  nevertheless,  there  have 
been  crowds  from  the  first. 

(2)  The  lunch  room,  located  near 
the  elevator  which  takes  specta- 
tors to  the  radio  auditorium, 
showed  immediate  sales  results — 
and  other  departments  swung  into 
line  shortly  afterwards. 

(3)  The  acts  are  all  strong  local 
units,  with  a  big  local  following — • 
and  the  crowds  come  to  see  and 
hear  their  favorites. 

Our  attendance  seems  to  show 
no  tendency  whatever  toward  drop- 
ping off,  and  as  long  as  it  holds 
up  I  think  I  am  safe  in  saying  that 
The  Jones  Store  is  on  the  air  to 
stay! 


January  15,  1933  *  BROADCASTING 


Page  9 


Radio  Munich-Stadelheim's  Wooden  Towers 


Established  Artists 
Used  on  Program 
For  Quick  Results 

Household  Product  Advertiser 
Explains  Use  of  Radio 

By  E.  L.  BAYNES 
San  Francisco  Manager 
Wesson  Oil  and  Snowdrift 
Sales  Co. 

WESSON  Oil  and  Snowdrift  Sales 
Co.  decided  to  use  radio  on  the 
Pacific  coast  because  we  believed 
we  could  influence  a  large  number 
of  persons  to  buy  our  products  by 
carrying  a  message  directly  into 
the  homes  of  listeners.  If  we  sur- 
rounded this  message  with  a  pro- 
gram of  genuine  appeal,  we  were 
confident  that  an  additional  class 
of  listeners  would  buy  our  prod- 
ucts out  of  appreciation  for  the 
entertainment  given  them. 

The  next  question  was  the  kind 
of  program  to  use.  It  was  our 
desire  to  reach  a  broad  audience 
which  would  include  all  types  of 
users  of  Wesson  Oil  and  Snow- 
drift, including  the  trade.  We  also 
wanted  a  program  that  would  have 
an  immediate  acceptance  and  would 
not  require  several  weeks  or 
months  of  building  up,  before  be- 
coming popular.  That  meant  we 
should  not  experiment  with  some 
untried  novelty. 

Obtains  Stellar  Talent 

AN  ALL-STAR  program  made  up 
of  the  most  popular  artists  on  the 
NBC  roster,  supported  by  a  large 
orchestra  conducted  by  the  most 
popular  director,  was  the  solution 
of  this  question,  for  it  gave  us  not 
only  the  best  talent  available  on 
the  air  but  also  the  individual  fol- 
lowing of  each  of  these  artists. 

The  next  consideration  was  the 
name  of  the  program,  and  the 
manner  in  which  the  entertain- 
ment would  be  presented.  Wesson 
Oil  has  been  accepted  by  house- 
wives on  the  Pacific  coast  for 
many  years  as  a  quality  product. 
Snowdrift  is  a  shortening  made  of 
the  same  oil  we  use  in  making 
Wesson  Oil.  Our  investigations 
showed  that  many  housewives  who 
have  been  constant  users  of  Wes- 
son Oil  did  not  realize  that  Snow- 
drift was  made  from  the  same  fine 
ingredients.  We  therefore  decided 
to  direct  our  advertising  message 
to  bring  out  this  point.  This  na- 
turally suggested  the  idea  that 
Wesson  Oil  and  Snowdrift  were 
Team  Mates  so  we  named  our 
program  "Team  Mates."  The  mu- 
sical program  then  was  construct- 
ed to  conform  to  this  idea,  so  that 
by  the  association  of  our  artists 
as  team  mates  the  fact  that  Wes- 
son Oil  and  Snowdrift  are  com- 
panion products  is  emphasized 
continually. 

Leading  Artists 

SINCE  the  inauguration  of  "Team 
Mates"  we  have  not  changed  the 
general  set-up  of  the  program. 
What  changes  in  talent  have  been 
made  were  effected  with  the  idea 
of  featuring  the  most  popular  art- 
ists on  the  NBC  staff.  Meredith 
Willson,  one  of  the  most  brilliant 
young  conductors  in  the  country, 
directs  our  orchestra.  M  y  n  a  r  d 
Jones  leads  the  Snowdrift  Quartet. 


THAT  broadcasting  towers  con- 
structed of  wood  offer  real  advan- 
tages, technical  as  well  as  eco- 
nomical, is  the  claim  made  by  the 
National  Lumber  Manufacturers 
Association,  Washington,  whose 
chief  engineer,  Frank  Cartwright, 
offers  this  photo  as  proof  of  their 
efficacy. 

The  250-foot  wooden  towers  of 
Munich-Stadelheim,  in  fact,  re- 
placed steel  towers  because  the 
latter  were  said  to  be  absorbing 
too  much  antenna  energy,  and  it 
is  reported  that  radiation  from  the 
10  kw.  transmitter  increased  three- 
fold when  the  change  was  made. 

"Wood  towers,"  said  Mr.  Cart- 
wright,  "do  not  require  insulation, 
and  with  the  application  of  re- 
cently secured  information  on  the 
holding  power  of  bolts  in  timber, 
their  design  has  been  made  much 
simpler  and  more  economical,  en- 
abling them  to  compete  to  good 
advantages  with  other  materials 
for  the  purpose. 

"The  use  of  very  high  grades  of 
timber  is  recommended  as  economi- 
cal for  this  type  of  structure  in 
that  it  reduces  the  necessary  sizes 
of  the  tower  members  and  conse- 
quently the  wind  loads  which  must 
be  carried  by  the  structure. 

"Wood  towers  up  to  400  feet  in 
height  have  been  erected  on  the 
continent,  and  it  is  said  the  first 
radio  broadcasting  tower  erected 
on  Cape  Cod  by  the  Marconi  Com- 
pany for  experimental  purposes 
was  210  feet  in  height  and  built 


Mary  Wood,  gifted  young  so- 
prano whose  voice  Mary  Garden 
termed  "a  big-time  voice",  is  the 
featured  feminine  star,  and  Irving 
Kennedy,  noted  ballad  singer,  is 
the  tenor.  Also,  Sam  Moore, 
former  vaudeville  headliner  and 
now  one  of  the  west's  best-loved 
entertainers,  appears  with  his 
famed  musical  saw  and  his  guitar. 
Each  artist  was  selected  in  audi- 
tions from  18  to  20  candidates. 

An  additional  personality  enters 
the  program  in  the  person  of  the 
Wesson  Oil  Representative,  whose 
pleasant  southern  voice  and  soft 
accent  gives  the  advertising  mes- 
sage the  friendly  sound  we  want 
it  to  have,  making  it  in  nowise 
"just  another  commercial  an- 
nouncement." 

This,  then,  is  what  the  Wesson 
Oil  and  Snowdrift  Sales  Co.  offers 
the  listening  public — a  half  hour 
every  Wednesday  night  of  what 
we  conceive  to  be  the  ideal  radio 
program.     Its    success   we  have 


I 


Model  of  Wooden  Mast 


of  timber.  The  new  designs  em- 
ployed by  the  Lumber  Association 
engineering  service  utilize  many  of 
the  features  of  the  continental 
towers,  and  by  employing  relative- 
ly small  sizes  of  timber,  the  ma- 
terial may  be  thoroughly  treated 
against  decay." 


tested  in  many  ways,  through 
recipe  books  to  be  given  away  to 
all  who  write  for  them,  through 
fan  mail,  through  surveys.  Not 
long  ago  we  offered  to  send  a  copy 
of  "In  The  Heart  of  Dixie",  a 
song  especially  written  for  "Team 
Mates"  by  Sam  Moore,  to  listeners 
who  requested  them,  and  5,000  re- 
quests flooded  the  NBC  audience 
mail  the  following  few  days. 

As  this  is  written,  tabulation  is 
being  made  of  the  program  pref- 
erences of  3,000  persons  who  wrote 
to  the  NBC  following  a  single  an- 
nouncement that  pictures  of  the 
cast  of  "One  Man's  Family",  a  do- 
mestic serial,  would  be  mailed  to 
those  who  first  wrote  for  them. 
It  is  interesting  to  note  that,  al- 
though all  these  persons  were  ar- 
dent supporters  of  the  dramatic 
type  of  radio  entertainment,  fig- 
ures so  far  tabulated  show  that 
most  of  them  mentioned  "Team 
Mates"  as  their  favorite  musical 
program. 


NAB  Adds  McNary, 
Studies  Wave  Issue 

J.  C.  McNARY,  consulting  radio  en- 
gineer formerly  with  Bell  Labora- 
tories, has  been  retained  by  the 
NAB  as  staff  engineer,  according  to 
an  announcement  Jan.  14  by  Philip 
G.  Loucks,  NAB  managing  director. 
Mr.  McNary  will  be  in  immediate 
charge  of  the  Service  Bureau,  pre- 
viously headed  by  Eugene  V.  Cog- 
ley,  who  left  the  organization  last 
fall  to  become  president  and  man- 
aging director  of  WLBW,  Erie,  Pa. 

One  of  the  first  tasks  delegated 
to  Mr.  McNary  will  be  an  analytical 
study  in  connection  with  the  forth- 
coming North  American  conference 
on  the  distribution  of  broadcast 
wave  lengths  and  possible  enlarge- 
ment of  the  broadcast  band.  His 
studies  will  include  frequency  eval- 
uations, propagation  characteris- 
tics of  waves  below  550  kc,  and 
present  use  of  those  facilities. 

Mr.  McNary  has  done  extensive 
work  in  antenna  development,  syn- 
chronization and  field  intensity 
studies,  and  comes  to  the  NAB 
highly  recommended  by  leaders  in 
radio  engineering.  A  graduate  of 
the  University  of  Cincinnati,  he 
joined  the  Radio  Division,  Depart- 
ment of  Commerce,  in  Detroit  in 
1924,  and  resigned  in  1929  to  join 
the  staff  of  Bell  Laboratories, 
where  he  specialized  in  broadcast 
synchronization  and  antenna  work. 
Since  last  August,  when  he  left 
Bell,  he  has  been  engaged  in  gen- 
eral consulting  practice  in  Wash- 
ington. 


WIBO  Occupies  NBC's 
Former  Chicago  Studios 

NEW  QUARTERS  were  occupied 
by  WIBO,  Chicago,  Jan.  10,  when 
it  took  a  five-year  lease  on  the 
studios  formerly  occupied  by  NBC 
at  180  North  Michigan  Ave,  To 
the  original  5,200  feet  of  floor 
space  formerly  occupied  by  NBC, 
WIBO  is  adding  more  than  1,700 
feet  for  business  offices  and  a  new 
22x16  foot  studio  to  be  devoted  ex- 
clusively to  spot  broadcasting. 
This  is  in  addition  to  the  two  ex- 
isting studios. 

According  to  A.  E.  Nelson,  man- 
ager, refinements  in  technical  equip- 
ment and  expanded  quarters  for 
studios,  artists  and  offices  make 
this  one  of  the  largest  radio  sta- 
tion floor  areas  in  the  Chicago  dis-, 
trict.  Technical  equipment  is  be-"" 
ing  installed  on  a  special  plan  de- 
vised by  WIBO  engineers,  provid- 
ing control  from  three  points.  The 
organ  room  has  a  3-manual  Kilgan 
organ. 


Full  Time  Urged 

FULL  TIME  for  WIL,  St.  Louis, 
through  deletion  of  KFWF,  also  of 
that  city,  was  recommended  to  the 
Radio  Commission  for  the  second 
time  by  Examiner  Pratt  Jan.  4. 
The  case  originally  was  heard  last 
April,  after  which  Mr.  Pratt  urged 
deletion  of  KFWF,  operated  by  the 
St.  Louis  Truth  Center,  because 
of  alleged  violation  of  regulations 
and  failure  to  serve  public  interest. 
The  case  was  reopened  Dec.  9  for 
further  testimony  and  Mr.  Pratt 
found  in  his  supplemental  report 
that  the  facts  had  not  been  altered. 
He  thereupon  resubmitted  his  orig- 
inal findings  and  recommendations. 
The  stations  now  share  1200  kc. 
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The  Same  Program  for  Ten  Years 

Weekly  Sponsorship  of  Gilbert  and  Sullivan  Operas 
Has  Steadily  Maintained  Popularity,  Made  Sales 

ADVERTISERS,  agencies  and  broadcasters  who  are 
always  crying  for  something  new  in  radio  programs 
would  do  well  to  ponder  the  success  of  the  Caswell 
Coffee  feature  on  the  Pacific  coast.  For  a  decade 
this  sponsor  has  presented  the  light  operas  of  Gil- 
bert and  Sullivan  with  almost  unvarying  fidelity, 
and  today  the  hour-long  program  is  said  by  this 
agency  head  to  have  more  listeners  than  all  other 
features  broadcast  at  the  same  time  in  the  same 
territory.  Quite  an  achievement  !  The  advertiser 
and  agency  have  also  carefully  avoided  false  or  ex- 
aggerated claims  in  commercial  announcements, 
to  the  delight  of  their  audiences. 


By  EMIL  BRISACHER 
President,  Emil  Brisacher  and 
Staff,  San  Francisco 


IMAGINE,  if  you 
can,  a  program 
which,  excepting 
for  improvements 
in  radio  tech- 
nique is  the  same 
as  its  first  broad- 
cast in  December, 
1922,  over  KPO, 
San  Francisco. 
Since    that  first 


single  week  has  passed  without 
the  Caswell  Coffee  radio  program 
(George  W.  Caswell  &  Co.,  San 
Francisco)  and  the  1933  New 
Year's  bells  heralded  the  tenth 
anniversary  of  the  program, 
which,  to  the  best  of  available 
information,  is  the  oldest  continu- 
ous radio  feature  in  the  world. 

If  one  contemplates  the  consis- 
tency and  success  of  this  program, 
he  in  inclined  to  question  the  wild 
hullabaloo  that  is  ordinarily  in- 
volved in  weekly  or  monthly  en- 
deavors to  find  something  brand 
new  and  novel.  Every  check  of 
Pacific  coast  radio  popularity  has 
shown  that  the  Caswell  Coffee 
program  has  more  listeners  than 
all  other  programs  combined  which 
are  on  the  air  at  the  same  period. 

Change  in  Announcements 

THE  CONTENTS  of  this  program 
are  nothing  seemingly  extraordi- 
nary in  conception,  but  are  time- 
proven  successes,  namely:  selec- 
tions from  the  Gilbert  and  Sulli- 
van light  operas,  which  have  from 
the  outset  been  played  by  a  full 
orchestra  with  the  accompaniment 
of  a  sextette  of  male  and  female 
voices. 

In  the  early  days  of  radio  the 
advertising  announcements  used  to 
occupy  10  minutes  out  of  the  60 
in  a  historical  description  of  the 
growing  of  coffee  or  interesting 
facts  about  coffee  by  a  staff  mem- 
ber of  Emil  Brisacher  and  Staff, 
the  sponsor's  advertising  agency, 
which  has  handled  all  of  the  Cas- 
well advertising  for  more  than  a 
decade.  Today's  announcements 
occupy  less  than  a  minute  at  the 
opening  and  closing. 

The  consistency  of  the  broad- 
casts is  further  shown  by  the  fact 
that  today's  announcements  still 
start  with  a  sentence  or  two  of  his- 
torical facts  about  coffee  before  the 
reasons  for  the  recommended  use 
of  Caswell's  National  Crest  Coffee 
are  given.  The  announcements 
themselves  are  most  modest.  No 
superlatives  are  ever  used — the 
coffee  is  not  described  as  the 
"world's  finest  or  freshest,"  but  is 
conservatively  recommended  as  an 
excellent  product  that  will  satisfy. 

The  restraint  of  these  adver- 
tising announcements  has  brought 
forth  many  letters  of  commenda- 
tion from  listeners,  who  describe 
the  announcements  as  a  refreshing 
relief  from  today's  vogue  of  exag- 
gerating and  sometimes  almost 
nauseating  claims. 

Aside  from  the  announcements 


at  the  beginning  and  ending  of  the 
program,  there  are  no  interrupting 
commercial  announcements,  and 
the  listeners  have  a  full  period  of 
enjoyable  light  opera — each  week's 
program  being  restricted  to  selec- 
tions from  a  single  opera. 

A  free  coffee  measure  is  offered 
to  any  listener  who  will  write  or 
telephone  to  the  stations  on  the 
network  or  direct  to  the  company, 
and  these  inquiries  are  a  direct 


By  GLENHALL  E.  TAYLOR 
Production  Manager,  KTAB, 
San  Francisco 

INDEPENDENT  stations  with  a 
comparatively  small  talent  budget 
need  not  be  especially  concerned 
with  the  "Big  Name"  idea  in  the 
broadcasting  of  comedy. 

KTAB  has  for  some  time  been 
feeding  its  transmitter  with  vari- 
ous comedy  broadcasts  with  a 
creditable  amount  of  success.  It 
isn't  necessary  in  this  short  space 
to  go  into  the  details  of  the  his- 
tory of  comedy  over  KTAB.  An 
example  of  satisfactorily  meeting 
the  demand  for  and  general  trend 
toward  comedy  programs  without 
the  use  of  name  draws  has  been 
illustrated  in  the  success  of  a  pro- 
gram which  has  been  running  'con- 
tinuously since  last  May,  every 
afternoon  with  the  exception  of 
Saturday  and  Sunday. 

The  history  of  the  program  is 
interesting.  It  was  launched  the 
latter  part  of  May,  and  not  one 
single  fan  letter  was  received  dur- 
ing several  weeks  of  broadcasting. 
The  production  department  could 
not  believe  that  such  an  act,  fast, 
furious  and  five  days  a  week,  of 
practically  original  material,  would 
not  have  an  audience.  We  put  out 
a  teaser,  offering  a  photograph  of 
the  team  to  anyone  writing  in. 
This  was  on  July  18.  In  exactly 
ten  days  almost  300  requests  had 
been  received.     Feeling  we  could 


check  upon  the  program's  popu- 
larity. The  offer  of  this  coffee 
measure  is  in  its  third  year,  and 
there  has  been  no  noticeable  fall- 
ing off  in  requests. 

The  attractive  feature  of  the 
Gilbert  and  Sullivan  light  opera 
type  of  music  is  that  it  has  uni- 
versal appeal — the  lover  of  grand 
opera  considers  it  in  good  taste 
and  the  masses  who  prefer  lighter 
music  consider  it  pleasant  enter- 


not  afford  to  continue  printing  the 
pictures  and  mailing  them,  we 
changed  the  tease  to  five  cents  to 
cover  cost,  which  with  a  postcard 
photograph  and  one  cent  stamp 
just  about  broken  even.  This  was 
continued  from  August  until  the 
end  of  October  with  the  requests 
running  between  25  and  50  a  week 
continually  for  that  length  of  time. 

The  act  has  met  with  such  con- 
tinued success  from  a  program 
standpoint  that  it  was  switched  to 
evening  time  the  first  of  the  year. 

If  you  have  not  a  "gag"  man  on 
your  staff  there  is  no  reason  why 
you  can't  develop  one.  For  a  dol- 
lar a  week  you  can  buy  enough 
comic  magazines  for  all  the  comedy 
programs  you  desire  and  the  ma- 
terial will  be  just  as  good  as  the 
material  which  some  of  the  big- 
gest comedians  in  the  country  pay 
gag  men  big  prices  for.  In  fact, 
if  you  listen  to  these  big  shots  you 
are  very  apt  to  find  that  the  ma- 
terial is  the  same. 

Any  independent  station  can  re- 
cruit from  its  staff  one  or  two  peo- 
ple who  have  a  sense  of  humor,  an 
engaging  laugh,  perhaps  a  song  or 
two,  and  a  dollar's  worth  of  joke 
magazines  a  week  and  you  will  be 
surprised  how  close  you  can  com- 
pete with  the  comedy  programs  of 
the  big  fellows.  You  will  find,  too, 
that  it  will  pay  dividends  in  audi- 
ence interest,  and  in  commercials 
who  are  glad  to  precede  the  act, 
follow  the  act  or  sponsor  the  act. 


tainment  because  it  is  not  too  high- 
brow. The  combination  of  quality 
entertainment  and  restrained  an- 
nouncements has  given  the  general 
impression  that  the  product  is 
quite  extraordinary  in  quality. 
After  all,  it  isn't  so  much  what  you 
say  as  how  you  say  it,  and  the 
proper  musical  background  is  quite 
important. 

In  addition  to  the  weekly 
night  program,  two  weekly  20-min- 
ute  morning  broadcasts  are  utilized 
on  the  same  NBC-KGO  network, 
both  programs  being  on  the  period 
known  as  "The  Woman's  Magazine 
of  the  Air,"  and  in  both  of  these 
programs  the  free  coffee  measure 
is  also  featured.  A  continuity  is 
maintained  between  the  music  of 
the  morning  programs  and  the 
night  program. 

The  George  W.  Caswell  Company 
is  closer  to  its  customers  than  are 
most  advertisers,  because  since  the 
formation  of  the  business  in  1884 
the  company  has  dealt  directly 
with  housewives  by  means  of  their 
house-to-house  representatives,  who 
are  scattered  throughout  the  eleven 
western  states.  Caswell's  Coffee  is 
not  sold  in  any  retail  store.  The 
company's  sales'  representatives 
report  that  they  not  only  secure 
many  new  customers  when  they  de- 
liver the  free  coffee  measures  that 
have  been  requested,  but  their  sell- 
ing is  made  far  easier  because  of 
the  prospects'  appreciation  of  the 
radio  programs.  The  respect  that 
is  created  for  the  company,  its 
product  and  its  representatives  by 
the  advertising  lifts  these  salesmen 
out  of  the  class  of  ordinary  solici- 
tors, and  many  a  sales'  talk  that 
would  otherwise  have  been  cut  off 
at  its  very  beginning  winds  up  with 
another  customer  gained. 

Old  Customers  Held 

THESE  REPRESENTATIVES 
also  feel  that  their  present  custom- 
ers, too,  are  retained  by  the  radio 
advertising  as  evidenced  by  the 
fact  that  many  of  them  voluntarily 
express  appreciation  of  the  pro- 
grams. 

It  would  be  gratifying  to  be  able 
to  state  that  every  dollar  invested 
in  radio  advertising  has  produced 
a  definitely  traceable  amount  of 
sales,  but  once  again  we  are  con- 
fronted with  the  many  intangible 
elements  that  go  to  create  sales 
and  profits.  Although  the  com- 
pany's past  advertising  expendi- 
tures in  newspapers,  billboards  and 
radio  aggregate  many  millions  of 
dollars,  it  has  always  been  impos- 
sible to  trace  a  specific  medium  or 
advertising  theme  that  is  directly 
responsible  for  increasing  sales. 
Happily,  the  direct  response  to 
radio  advertising  is  more  evident 
than  that  from  other  media,  but 
radio  advertising  must  also  be 
justified  by  faith  in  the  value  of 
intangibles. 

This  article  is  not  intended  to 
give  the  impression  that  the  aver- 
age radio  program  can  be  continued 
unchanged  through  the  years. 
There  are  programs  that  are  ob- 
viously only  ^estined  for  a  short 
duration.  But  the  success  of  the 
Caswell  Coffee  broadcast  indicates 
that  a  well-conceived  program  that 
has  been  hitched  to  a  theme  which 
has  entertained  present  as  well  as 
past  generations  can  be  continued 
indefinitely  with  no  more  altera- 
tion or  modernization  than  is  given 
to  advertising  in  other  media. 

But  consistency,  alas,  is  a  rare 
jewel — particularly  among  adver- 
tisers and  advertising  men! 


DEVELOPING  LOCAL  COMEDIANS 

Independent  Station  Finds  Big  Names  Aren't  Essential; 
 Staff  Member  and  Joke  Books  Sufficient  
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An  Announcer  Defends  His  Fraternity 

Thorough  Familiarity  With  Product  Held  Unnecessary; 
Personality  Placed  Ahead  of  Mere  Salesmanship 


AS  WAS  expected,  Tony  Wons'  criticism  of  radio 
announcing  carried  in  our  December  15  issue, 
stirred  up  a  rebuttal  in  defense  of  the  announcers. 
And  who  could  be  better  able  to  make  reply  than 
David  Ross,  veteran  CBS  announcer  who  was  the 
1932  recipient  of  the  radio  diction  award.  Having 
delivered  the  sales  messages  of  some  of  the  nation's 
largest  radio  advertisers,  he  knows  whereof  he 
speaks.  Messrs.  Ross  and  Wons  are  in  accord,  how- 
ever, in  their  objections  to  some  of  the  stiif  and 
formal  written  messages  which  announcers  are 
forced  to  read  verbatim. 


By  DAVID  ROSS 
CBS  Announcer 

I  AM  GLAD  Tony  Wons  tempered 
his  recent  remarks  about  announc- 
ers in  this  publication.  I  am  glad 
he  admits,  that,  in  the  last  analy- 
sis, the  announcers  are  not  to 
blame  for  the  quality  of  advertis- 
ing talk  being  projected  over  the 
air.  But  I  certainly  v^^ish  to  take 
issue  with  him  on  some  of  his 
statements. 

Laymen  labor  under  the  delusion 
that  announcers  make  up  their 
own  pretty  speeches.  Nothing 
could  be  further  from  the  truth. 
The  announcer  of  today  is  merely 
a  cog  in  a  machine.  Usually,  he 
never  sees  the  man  who  writes  his 
scripts.  He  is  not  permitted  to 
change  a  single  syllable  in  a  com- 
mercial announcement.  In  spite  of 
this  handicap,  and  despite  the  fact 
that  very  often  he  knows  little 
about  the  product,  the  announcer 
musters  his  imagination,  and  tells 
the  woi-ld  about  the  product  in 
glowing  terms,  as  if  he  means  it. 

Announcer  is  Sincere 

IS  THE  announcer  therefore  a 
hypocrite  ?  No  indeed.  He  takes 
for  gi'anted  the  good  repute  of 
the  advertiser.  He  knows  the 
sponsor  would  not  be  expending 
vast  sums  for  radio  promotion  un- 
less the  product  has  genuine  merit. 
Therefore,  he  speaks  with  sincer- 
ity, conviction  and  enthusiasm. 

Undoubtedly,  the  announcer's 
part  in  a  program  is  very  impor- 
tant. The  entertainment  may  sell 
the  product  indirectly  and  by  in- 
nuendo, but  it  devolves  upon  the 
announcer  to  do  the  actual  selling. 
No  matter  how  good  the  enter- 
tainment, if  the  announcer  is  de- 
ficient in  the  elements  of  sincerity, 
enthusiasm  and  charm,  the  pro- 
gram's effectiveness  in  selling  the 
goods  is  lost  in  the  shufHe. 

Written  vs.  Spoken  Words 

WHO  WRITES  the  commercial 
announcement  ?  The  advertising 
agency  usually  delegates  a  copy 
writer  to  this  task.  Sometimes  an 
executive  of  the  company  going 
on  the  air  will  write  it.  Result: 
Very  often  a  script  handed  to  the 
announcer  is  difficult  to  articulate 
clearly.  The  writer  may  have  a 
flair  for  alliteration.  There  are  so 
many  "s's"  in  a  line  that  the  pro- 
longed sibilance  would  sound  like 
a  mess  of  hissing  snakes  over  the 
air.  Long  words  hard  to  pronounce 
and  syllable  sequences  that  trip 
the  tongue  make  the  lot  of  the 
announcer  a  very  difficult  one. 

Continuity  writers  often  neglect 
to  distinguish  between  the  written 
word  and  the  spoken  word.  Al- 
literation or  brilliant  rhetorical 
passages  may  look  convincing  on 
paper,  but  it  must  give  way  on  the 
air  to  a  simple  message  that  can 
be  read  without  faltering  and  be 
understood  by  the  masses. 

Tony  Wons  stated  that  the  man 
who  gives  the  advertising  mes- 
sage over  the  air  should  be  a 
"salesman"  rather  than  an  an- 
nouncer.    This  is  merely  a  dif- 


ference in  terminology.  The  sales- 
man may  be  more  familiar  with 
the  product,  but  mere  technical 
knowledge  does  not  qualify  him  as 
an  "air  salesman".  He  cannot  use 
the  same  technique  through  the 
microphone  that  he  uses  in  his 
man-to-man  presentations.  The 
natioli  is  heterogeneous.  Various 
sections  have  their  own  dialects 
and  vernaculars.  Imagine  a  sales- 
man with  a  distinct  New  York  in- 
flection spouting  before  a  micro- 
phone on  the  merits  of  a  tooth- 
paste, while  New  England,  Ken- 
tucky and  Montana  listen  aghast. 

It  is  well  known  that  the  great- 
est poets  usually  cannot  properly 
read  their  own  works.  They  know 
every  phrase,  measure  and  nuance 
of  their  poetry.  It  is  flesh  of  their 
flesh  and  blood  of  their  blood.  No 
one,  obviously,  is  better  qualified 
to  read  it  with  proper  effect.  Yet, 
an  impediment  of  speech,  a  gut- 
tural tone  of  voice,  self-conscious- 
ness, or  a  lack  of  vocal  fluency 
will  render  their  delivery  of  their 
own  lines  pitifully  inept. 

It  remains  for  some  one  else  to 
read  the  poem  aloud,  some  one 
who  is  able  to  interpret  the  writ- 
er's mood  and  express  it  vocally. 

Likened  to  Actor 

BY  THE  SAME  token,  it  is  not 
necessary  for  the  announcer  to  be- 
come a  part  of  the  product  he  ad- 
vertises. It  is  not  necessary  to  go 
through  the  sponsor's  plant,  take 
the  product  apart  to  see  how  it 
works  and  become  thoroughly  fa- 
miliar with  it. 

A  capable  announcer  has  several 
of  the  qualities  of  an  actor.  He 
can  absorb  the  selling  points  quick- 
ly>  synthetize  them  in  his  mind. 
He  then  lends  to  the  script  his  own 
personality. 

Mr.  Wons  is  correct  in  saying 
that  ability  to  sell  supersedes  the 
art  of  elocution.  I  believe  he  is 
confusing  elocution  with  good  dic- 
tion. The  announcer  must  use 
standard  English  that  will  be  ac- 
ceptable both  to  the  college  gradu- 
ate and  the  rustic  farmer.  He  must 
transmit  incandescent  warmth  to 
the  sales  talk.  He  must  pitch  his 
voice  so  that  he  is  not  overly  ag- 
gressive, yet  not  too  ingratiating. 


Mr.  Ross 


He  must  not  sound  like  a  circus 
barker  or  a  flamboyant  politician. 
He  directs  his  talk  not  to  a  mil- 
lion listeners  but  to  the  small 
family  group,  who  have  courteous- 
ly invited  him  into  their  living 
room.  Certainly  he  should  not  vio- 
late their  hospitality  by  being  bor- 
ing or  ill  mannered.  If  he  tries 
that,  he  will  be  summarily  evicted 
by  a  turn  of  the  dial.  And  no  one 
realizes  this  more  fully  than  the 
announcer. 

More  than  Salesmanship 

HIS  VOICE  must  express  sincer- 
ity. It  must  be  cheerful  too.  It 
must  reflect  humanness.  He  must 
take  cold  words  and  transmute 
them  with  warmth  and  color.  So 
you  see,  the  announcer  does  not 
merely  read  his  lines.  He  concen- 
trates all  his  ability,  personality 
and  talent  into  "putting  it  over." 

This  is  a  job  that  cannot  be 
tackled  by  a  mere  "salesman",  un- 
familiar with  the  psychology  of 
words  and  the  art  of  speaking  with 
enthusiasm. 

Advertisers  could  obtain  more 
satisfactory  results,  I  am  sure,  by 
working  hand  in  hand  with  the 
announcer  who  is  to  read  their 
message.  With  his  experience  and 
instinct,  he  is  able  to  advise  them 


on  the  language  which  will  sound 
best  over  the  air.  Most  network 
announcers  are  college  graduates 
and  have  had  enriching  experience 
in  the  world  of  men  and  affairs 
and  ideas. 

The  announcer  can  make  as  good 
a  "salesman"  as  his  sponsor  al- 
lows him  to  be.  Work  with  him, 
and  he  will  be  glad  to  meet  you 
more  than  half  way. 

He  has  been  the  butt  of  con- 
tempt and  ridicule,  the  scapegoat 
of  the  air.  He  has  been  slandered 
and  I'eviled  for  faults  not  his  own. 
And  yet  he  has  kept  a  gentlemanly 
and  discreet  silence  toward  his  as- 
sailants. I  hope  this  new  year 
will  bring  a  warm  and  generous 
understanding  of  the  announcer's 
task,  so  that  he  may  be  looked 
upon  as  a  valuable  talent  in  the 
profession  of  radio. 

lodent  Plans  to  Extend 
'^Black  and  Blue'  Feature 

TO  CONFER  with  Earnshaw- 
Young,  Inc.,  Los  Angeles  agency, 
on  extension  of  the  "Adventures  of 
Detective  Black  and  Blue"  feature 
to  additional  stations,  J.  W.  Kane, 
general  manager  of  the  lodent 
Chemical  Co.,  Detroit,  and  Warren 
Seelye,  executive  of  Maxon,  Inc., 
Detroit  agency,  are  in  Los  Ange- 
les this  month.  Mr.  Seelye,  who 
was  responsible  for  the  joint  ad- 
vertising campaign  of  lodent  tooth- 
paste and  Agfa  films  in  their  fa- 
mous "smile"  contest,  announced 
that  the  sales-building  success  of 
this  transcription  feature  is  leading 
lodent  to  abandon  all  other  radio 
programs  for  1933  and  devote  its 
appropriation  to  "Black  and  Blue." 
A  Pacific  coast  network  is  also  be- 
ing considered. 

Flour  Sack  Labels  Used 
In  Church  Choir  Contest 

RADIO  is  a  particularly  effective 
medium  to  sell  flour  as  well  as 
other  commodities,  according  to 
J.  L.  Van  Volkenburg,  director  of 
sales  of  KMOX,  St.  Louis,  who 
bases  this  conclusion  on  a  recent 
contest  sponsored  by  the  South- 
western Milling  Co.  that  not  only 
sold  flour  but  established  institu- 
tional good  will. 

Twenty-six  choirs  in  St.  Louis 
and  vicinity  were  heard  during  a 
13-week  contest.  Singing  organ- 
izations of  various  churches  were 
featured  on  a  half-hour  program 
over  KMOX  each  Sunday.  Votes 
for  the  various  choirs  consisted  of 
labels  from  sacks  of  Aristos  flour. 

More  than  200,000  such  votes 
were  cast  for  the  winning  church. 
An  award  of  $300  was  made  to  the 
first  choir;  the  second  prize  was 
varied  in  quantity  from  one  for  a 
five-pound  sack  label  to  400  for  a 
98-pound  sack. 

Publishers  Own  Stock 

TO  THE  LIST  of  newspaper- 
owned  and  affiliated  broadcasting 
stations  published  in  the  Dec.  15 
issue  of  Broadcasting  should  be 
added  KGFI,  Corpus  Christi,  Tex., 
which  is  11.11  per  cent  owned  by 
Grady  Kinsolving,  publisher  of  the 
Corpus  Christi  Caller  -  Times 
and  WCOD,  Harrisburg,  Pa.,  75 
per  cent  owned  by  the  Harrisburg 
Telegraph.  The  list  should  also 
include  KGNO,  Dodge  City,  Kan., 
which  is  46.4  per  cent  owned  by  J. 
C.  Denious,  publisher  of  the  Dodge 
City  Globe. 
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Evolution  of  a  Successful  Radio  Theater 


By  GLENN  SNYDER 

Manager,  WLS,  Chicago 

WLS  Barn  Dance  Program  Draws  Overflow  Crowds, 
Giving  Sponsors  Evidence  of  Station's  Appeal 


UNQUESTIONABLE  proof  of  the  drawing  power  of 
radio  is  offered  in  the  WLS  National  Barn  Dance 
program  which  every  Saturday  night  plays  to  two 
packed  houses  of  paid  admissions.  The  opening  of 
the  theater,  removed  from  the  station  studios,  was 
made  necessary  by  the  overwhelming  demands  of 
listeners  to  see  the  stars  of  the  7-year-old  feature. 
Started  as  an  experiment  last  spring,  the  radio  vau- 
deville proved  so  popular  that  it  continued  through- 
out the  summer,  despite  the  lack  of  ^n  air  cooling 
system,  and  now  promises  to  remain  indefinitely. 


Mr.  bnyder  ^^^^^  ^^^^^  months, 
WLS  has  been  broadcasting  each 
Saturday  night  from  the  stage  of 
a  theatre,  and  the  public  support 
has  been  phenomenal.  The  inter- 
est is  genuine  and  enthusiastic, 
and  tangible  evidence  of  public 
approval.  Nothing  could  speak 
more  eloquently  of  this  response 
than  the  fact  that  this  experiment 
began  only  a  few  weeks  before 
most  theatres  were  closing  for 
the  summer  and  continued  through 
a  hot  summer — in  a  theater  that 
has  no  cooling  system! 

Turning  this  evening  broadcast 
into  a  theatre  performance  was 
not  attempted  in  the  spirit  of  re- 
search or  pioneering — though  it 
could  possibly  be  termed  both.  No, 
this  public  broadcast  was  almost 
a  necessity.  Every  Saturday  night 
for  seven  years  WLS  has  broad- 
cast the  National  Barn  Dance. 
Distinctly  and  distinctively  a  WLS 
feature,  it  has  reached  such  pro- 
portions of  popularity  that  wide- 
spread comment  has  classed  it  as 
a  national  institution.  Letters  have 
poured  in  from  every  state  in  the 
Union,  from  Canada,  from  Mexico, 
even  from  other  continents. 

Studio  Space  Inadequate 

UNTIL  this  spring  it  was  the  cus- 
tom to  admit  visitors  to  a  large 
observation  space  to  watch  the 
broadcast.  This  was  called  the 
Little  Theatre,  and  may  have  been 
the  nucleus  of  that  inspiration 
which  carried  the  broadcast  to  a 
theatre.  While  more  than  a  hun- 
dred could  crowd  into  this  space, 
fewer  than  half  could  be  seated, 
and  fully  a  third  of  the  guests 
could  see  only  a  small  portion  of 
the  large  studio. 

The  crowds  increased  weekly.  It 
became  necessary  to  station  guards 
at  the  street  door  of  the  studio 
to  notify  late  guests  that  the  Little 
Theatre  had  been  filled  and  that 
there  was  no  more  room.  This  was 
not  pleasant  to  the  management. 
These  people  came  because  of  in- 
terest in  the  station  and  because 
they  admired  the  radio  entertain- 
ers. Many  came  from  great  dis- 
tances. This  statement  is  no  guess- 
work. On  a  desk  in  the  Little 
Theatre  is  a  visitor's  register,  and 
a  host  or  hostess  was  on  hand  to 
invite  the  station's  friends  to  leave 
a  record  of  their  visit  by  writing 
name  and  address  in  this  book. 
This  tells  a  vivid   story  of  the 


many  miles  that  have  been  traveled 
to  see  the  "Barn  Dance  Folks". 

Pass  System  Fails 

TO  PREVENT  such  weekly  over- 
flows and  the  disappointment  of 
those  who  could  not  get  in,  the 
station  began  issuing  passes,  giv- 
ing out  only  enough  to  fill  the 
Little  Theatre  comfortably.  An- 
nouncement was  made  of  this  on 
the  air.  Then  letters  flooded  in 
asking  for  passes.  By  March  1 
passes  had  been  issued  as  far 
ahead  as  August — and  more  than 
a  thousand  such  requests  had  ac- 
cumulated. 

Something  had  to  be  done! 
WLS  is  owned  by  Prairie  Farmer, 
America's  oldest  farm  journal.  It 
is  known  as  "the  friendly  station". 
Station  staff  and  listeners  are  one 
— the  big  WLS  family.  Provi- 
sion must  be  made  to  accomodate 
these  friends  and  fans  who  wanted 
to  see  the  broadcast;  so  we  con- 
ceived the  idea  of  broadcasting 
from  a  theatre — a  theatre  that 
would  let  every  one  see  and  hear 
comfortably.  Arrangements  were 
made,  and  on  March  19  the  WLS 
National  Barn  Dance  was  "radi- 
oed" from  the  stage  of  the  Eighth 
Street  Theatre,  just  out  of  Chi- 
cago's Loop.  Because  the  evening's 
broadcast  was  too  long  as  a  con- 
tinuous performance,  it  was  di- 
vided into  two  periods,  and  made 
into  two  shows.  At  the  end  of  the 
first  show,  the  theatre  is  emptied, 
and  a  new  crowd  goes  in  for  the 
second  performance. 

Still  Turning  Away 

WHEN  this  venture  was  announc- 
ed, there  were  many  who  prophe- 
sied failure  and  said  it  couldn't 
be  done.  But  it  was  done,  and 
apparently  will  continue  to  be  done. 
The  theatre  holds  1200,  meaning 
that  the  two  shows  each  Saturday 
night  play  to  a  combined  audience 
of  2400.  If  any  further  proof  of 
fans'  deep  and  continued  interest 


PACKING  'EM  IN— Glimpse  of 
crowd  outside  Chicago's  Eighth 
Street  Theatre  waiting  to  see  the 
WLS  National  Barn  Dance. 


were  necessary,  it  would  be  found 
in  the  fact  that  as  many  as  500 
or  600  in  an  evening  are  turned 
away  from  the  two  performances. 
To  those  more  statistically  minded, 
it  may  sound  more  imposing  to 
give  totals.  In  the  first  31  weeks 
74,646  actual  admissions  were  paid. 
In  the  nine  months  up  to  the  New 
Year,  the  show  has  played  to  a 
visible  audience  of  95,830  persons. 

The  broadcast  at  the  theatre  is 
run  as  a  vaudeville  show.  At  each 
performance  the  same  artists  take 
part  although  the  features  and 
musical   selections   are  varied  to 


furnish  continuous  entertainment 
for  the  vastly  larger  audience 
that  gets  the  program  by  radio. 
The  same  entertainers  appear  at 
both  shows,  and  both  audiences 
see  performances  that  are  equal. 

Of  course,  staging  a  broadcast 
in  a  theatre  added  a  new  heavy 
expense,  such  as  rent,  costumes, 
scenery,  engineering,  line  charges, 
and  so  on.  To  meet  this,  75  cents 
for  adults  and  35  cents  for  chil- 
dren is  charged.  In  return,  the 
patrons  are  given  a  2% -hour 
vaudeville  performance  by  nation- 
ally known  radio  stars. 

No  Schedule  Conflicts 

THE  MAJORITY  of  the  WLS 
staff  members  and  acts  are  in  this 
large  cast  and  frequently  guest 
artists  are  included.  Some  of  the 
well-known  groups  and  personali- 
ties that  help  attract  customers 
are  the  Cumberland  Ridge  Run- 
ners; Rube  Tronson  and  his  Texas 
Cowboys;  the  Maple  City  Four; 
Arkansas  Woodchopper;  Three 
Little  Maids;  Gene  Autry;  Mac 
and  Bob;  William  Vickland;  Three 
Contraltos;  Ralph  Emerson,  organ- 
ist; John  Brown,  pianist;  Grace 
Wilson;  a  ten-piece  musical  ag- 
gregation known  as  the  WLS  Con- 
cert Orchestra;  Hal  O'Halloran 
and  Jack  Holden  as  announcers 
and  masters  of  ceremonies.  When 
a  commercial  program  must  go  on 
from  the  studio,  or  when  WLS 
joins  the  NBC  chain,  the  theatre 
performance  goes  on  without  in- 
terruption. In  fact,  several  com- 
mercials are  broadcast  direct  from 
the  stage. 

The  majority  of  entertainment 
on  WLS  sponsored  programs  is 
furnished  by  these  same  staff  art- 
ists and  their  established  features 
— a  fact  which  may  account  in 
large  measure  for  the  confidence 
and  responsiveness  of  this  station's 
great  audience.  The  response  in 
1931  was  indicated  by  the  receipt 
of  nearly  735,000  letters.  (What 
more  conclusive  answer  could  be 
given  to  the  great  stir  about  the 
objection  to  radio  advertising 
copy?)  Most  of  the  response  is 
to  commercial  programs,  and  the 
response  isn't  only  mail.  Listeners 
have  actually  built  business  by 
going  to  dealers  and  asking  for 
advertised  products — some  of  these 
advertised  only  by  radio.  Perhaps 
people  unconsciously  buy  what 
they  hear  mentioned  on  the  air, 
perhaps  because  confidence  in  the 
station  gives  them  confidence  in 
the  product. 

Commercial  Opportunities 

THE  CONTINUED  success  of  this 
theatre  broadcast  challenges  our  in- 
terest. To  many,  it  may  seem  in- 
credible that  such  crowds  attend  in 
the  heat  of  mid-summer — that  one 
show  should  prove  such  a  lasting, 
constant  attraction.  Pei'haps  this 
may  explain:  Those  listening  by 
radio  hear  the  theatre  audience 
roar  at  the  antics  of  the  broad- 
(Continued  on  page  30) 
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Educational,  Church  Stations  Decline 

Commission  Records  Show  12  of  39  Schools  Sell  Time; 
Year  Sees  Many  Transfers  to  Commercial  Units 


CONFIRMING  the  conclusion  of 
the  Radio  Commission  in  its  report 
to  the  Senate  on  American  broad- 
casting, that  educational  broad- 
casting can  be  safely  left  to  com- 
mercial stations,  latest  "vital  sta- 
tistics" disclose  a  steady  decline  in 
the  number  of  exclusively  educa- 
tional stations  brought  about  by 
transfer  to  commercial  licensees, 
changes  from  non-commercial  to 
commercial  operation  and  deletions. 
This  also  is  true  of  stations  origi- 
nally licensed  to  religious  groups. 

Commission  records  show  that 
there  are  now  only  39  stations  li- 
censed to  educational  institutions, 
of  which  12  are  known  to  be  selling 
time.  In  1927,  when  the  Commis- 
sion was  created,  there  were  95 
such  stations.  The  decline  is  at- 
tributable mainly  to  their  lack  of 
financial  support  and  to  their  ina- 
bility to  compete  with  commercial 
stations  for  listener  interest.  Of 
the  original  95  some  30  stations 
voluntarily  assigned  their  licenses 
to  commercial  enterprises,  18  were 
deleted  by  reason  of  voluntary 
abandonment,  and  about  a  dozen 
were  deleted  for  cause. 

Religious  Stations 

RECORDS  show  that  of  the  22  re- 
ligious stations  now  on  the  roster, 
seven  sell  time.  In  the  last  year 
two  such  stations — WCHI,  Peo- 
ples Pulpit  Association,  Chicago, 
and  KGEP,  Trintity  Methodist 
Church  South,  Los  Angeles, 
(Shuler) — have  been  deleted.  Four 
religious  stations  transferred  their 
licenses  to  commercial  companies, 
and  WQAO-WPAP,  New  York, 
operated  by  the  Calvary  Baptist 
Church,  entered  an  arrangement 
whereby  its  engineering,  operating 
and  maintenance  are  furnished  in 
exchange  for  time. 

Among  recent  shifts  in  educa- 
tional station  assignments  is  that 
involving  WAPI,  Birmingham,  a 
clear  channel  station,  which  was 
assigned  by  three  Alabama  univer- 
sities to  the  WAPI  Broadcasting 
Corp.,  a  commercial  enterprise, 
under  a  leasing  arrangement.  KOB, 
Albuquerque,  licensed  to  the  New 
Mexico  College  of  Agriculture  and 
Mechanical  Arts,  recently  leased 
its  facilities  to  the  Albuquerque 
Journal  for  commercial  operation. 
KUOA,  Fayetteville,  Ark.,  licensed 
to  the  University  of  Arkansas,  last 
May  assigned  its  license  to  the 
Southwestern  Hotel  Co.  Although 
licensed  to  Cornell  University, 
WESG,  (formerly  WEAI),  Ithaca, 
is  now  under  lease  to  the  Elmira 
Sun-Gazette,  under  a  deal  re- 
cently consummated.  KFRU,  Co- 
lumbia, Mo.,  has  been  transferred 
voluntarily  from  Stephens  College 
to  KFRU,  Inc.,  and  the  license  of 
KGY,  Lackey,  Wash.,  has  been  as- 
signed to  KGY,  Inc.,  by  St.  Mar- 
tin's College. 

Other  Deals  Pending 

IN  ADDITION,  several  other  shifts 
in  ownership  and  operation  involv- 
ing educational  stations  are  under- 
stood to  be  in  the  making.  News- 
papers are  known  to  be  negotiat- 


ing with  several  such  stations  in 
the  middle-west. 

A  recent  analysis  by  the  Com- 
mission disclosed  that  educational 
stations,  as  a  group,  are  broad- 
casting less  educational  programs 
than  are  the  commercial  stations. 
The  estimate  was  that  commercial 
stations,  on  the  average,  devote 
more  than  10  per  cent  of  their  pro- 
gram time  to  education,  whereas 
the  educational  outlets  are  offer- 
ing less  than  8  per  cent.  In  a  re- 
port to  the  Senate  on  the  Couzens- 
Dill  resolution  submitted  last  June, 
following  an  exhaustive  investiga- 
tion of  commercial  broadcasting, 
the  Commission  reported  that  the 
attitude  of  commercial  broadcast- 
ers on  education  was  such  as  to 


justify  the  view  that  educational 
programs  "can  be  safely  left  to  the 
voluntary  gift  of  the  use  of  com- 
mercial stations." 

Selling  Time 

AMONG  the  educational  stations 
listed  as  selling  time  are: 

WRUF,  Gainesville,  Fla. — University  of 
Florida. 

WGST,  Atlanta — Georgia  School  of  Tech- 
nology. 

KOCW,  Chickasha,  Okla. — Oklahoma  Col- 
lege for  Women. 

KFJM,  Grand  Forks,  N.  D.— University 
of  North  Dakota. 

KOB,  Albuquerque, — New  Mexico  College 
of  Agriculture  and  Mechanical  Arts. 

WESG,  Ithaca — Cornell  University. 

WHAZ,  Troy,  N.  Y. — Rensselaer  Polytech- 
nic Institute. 

WJBU,  Lewisburg,  Pa. — Bucknell  Univer- 
sity. 


ATTACKING  RACKETS  VIA  RADIO 

Civic  Agency  Warns  Housewives  and  Business  Men 
 Against  Current  Promotion  Schemes  


By  ALVIN  E.  GILLETT 
Secretary,  Association  of  Com- 
merce, Madison,  Wis. 

THE  ASSOCIA- 
TION of  Com- 
merce at  Madi- 
son, Wis.,  has 
tried  a  novel 
scheme  of  giving 
information  via 
weekly  broad- 
casts  on  current 
rackets  promoted 
n/f     ri-ii  in  that  city.  The 

Mr.  Gillett  broadcasts  were 
started  because  the  association  was 
flooded  with  demands  from  house- 
wives to  get  back  money  which 
they  had  given  to  solicitors  who 
posed  as  authorized  representa- 
tives of  reputable  companies,  on 
the  promise  of  that  the  purchased 
article  would  be  delivered.  A  typi- 
cal .  complaint :  "I  gave  $4  to  a 
young  man  who  claimed  to  be 
working  his  way  through  college 
and  asked  me  >to  vote  for  him  for 
a  scholarship.  He  was  to  send  me 
a  magazine  in  two  weeks.  It  is 
nearly  six  weeks  and  I  have  not 
had  any  magazine." 

Refunds  Expected 

ALL  THE  duped  housewife  seemed 
to  know  was  that  the  boy  in  ques- 
tion was  tall  and  thin  and  had 
blue  eyes.  Many  times  she  did  not 
even  have  a  receipt  or  if  she  had 
a  receipt  it  was  some  times  a  fic- 
titious one.  The  housewife  seemed 
to  think  that  all  she  had  to  do 
was  to  call  the  Association  of 
Commerce  and  through  its  officers 
she  would  be  able  to  get  her  money 
back  without  any  difficulty. 

Another  complaint,  which  came 
to  the  Association  of  Commerce, 
almost  daily,  was  from  housewives 
who  thought  they  were  getting 
oil  paintings  of  their  favorite 
photographs  without  cost.  After 
signing  name  and  address  on  the 
card,  they  found  they  had  agreed 
to  buy  a  picture  frame.  These  pic- 


ture frames  proved  to  be  cheap, 
gilt  edge  articles  which  could  be 
purchased  anywhere  for  a  nominal 
sum.  The  housewife  was  required 
to  pay  from  $5  up,  and  we  know 
of  one  maid  who  paid  $18  to  get 
her  prized  photograph  back. 

After  listening  to  twelve  or  fif- 
teen of  these  complaints  daily  for 
a  number  of  months,  the  Better 
Business  Bureau  committee  of  the 
Association  of  Commerce  decided 
that  it  would  be  a  good  thing  to 
keep  the  public  informed  on 
current  rackets  and  promotion 
schemes. 

Business  Men  Warned 

A  SERIES  of  broadcasts  was  pre- 
pared. At  the  start  two  of  these 
were  given  each  week  for  six 
weeks.  One  15-minute  period  dur- 
ing the  forenoon  was  for  the 
housewives;  another  period  was 
for  business  men.  The  latter 
warned  against  an  out-of-town 
woman  promoter  who  might  call 
with  a  woman  from  some  local 
church,  soliciting  advertising  for  a 
church.  Every  dollar  of  the  busi- 
ness man's  money  went  to  the 
promoter,  and  the  only  benefit  the 
local  community  got  was  that  a 
woman  from  the  local  church  or- 
ganization received  $3  a  day  for 
going  along  with  the  promoter  and 
the  church  was  permitted  to  sell 
the  cook-books  and  keep  the  pro- 
ceeds. 

The  broadcasting  was  all  done 
over  WIBA,  which  has  excellent 
coverage  in  this  vicinity,  and  the 
publicity  secured  from  the  broad- 
casting did  much  to  stop  the 
rackets.  Complaints  to  the  asso- 
ciation office  dropped  off  from 
twelve  or  fifteen  a  day  to  one  or 
two  a  day. 

Press  Becomes  Interested 

THE  BROADCASTING  campaign 
was  so  successful  that  WIBA  asked 
the    association    to    continue  the 
{Continued  on  page  27) 


WEHC,   Emory,   Va. — Emory   and  Henry 
College. 

WJTL,  Atlanta — Oglethorpe  University. 
WWL,  New  Orleans — Loyola  University. 
WHAD,  Milwaukee — Marquette  University. 


Not  Selling  Time 

THOSE  EDUCATIONAL  stations 
listed  as  not  selling  time  include: 

.  WCAD,    Canton,    N.    Y.— St.  Lawrence 

University. 

WSAJ,  Grove  City,  Pa.— Grove  City  Col- 
lege. 

KWLC,  Decorah,  la. — Luther  College  (ne- 
gotiating for  assignment  to  commercial). 

KFMX,  Northiield,  Minn.— Carleton  Col- 
lege. 

WCAL,  Northfield,  Minn.— St.  Olaf  Col- 
lege. 

WEW,  St.  Louis — St.  Louis  University. 

WCAJ,  Lincoln,  Nebr. — Nebraska  Wes- 
leyan  University. 

WCAC,  Storrs,  Conn. — Connecticut  Agri- 
cultural College. 

WSVS,  Buffalo,  N.  Y.— Seneca  Vocational 
High  School. 

WKAR,  East  Lansing,  Mich. — Michigan 
State  College. 

WEAO,  Columbus — Ohio  State  University. 

WNAD,  Norman,  Okla. — University  of 
Oklahoma. 

WTAW,  College  Station,  Tex.— Agricultu- 
ral and  Mechanical  College. 

WILL,  Urbana,  111. — University  of  Illinois. 

WOI,  Ames,  la. — ^lowa  State  College  of 
Agriculture  and  Mechanical  Arts. 

WSUI,  Iowa  City,  la. — State  University 
of  Iowa. 

KFKU,  Lawrence,  Kan.— University  of 
Kansas. 

KSAC,  Manhattan,  Kan. — Kansas  State 
College  of  Agriculture  and  Applied  Sci- 
ence. 

WLB-WGMS,  Minneapolis — University  of 
Minnesota. 

KFDY,  Brookings,  S.  D. — South  Dakota 
State  CoUege. 

WCAT,  Rapid  City,  S.  D.— South  Dakota 
State  School  of  Mines. 

KUSD,  Vermillion,  S.  D.— University  of 
South  Dakota. 

WHA,  Madison,  Wis. — University  of  Wis- 
consin. 

KOAC,  Corvallis,  Ore. — Oregon  State  Agri- 
cultural College. 

KBPS,  Portland,  Ore. — Benson  Polytech- 
nic School. 

WKSC,  Pullman,  Wash. — State  CoUege  of 
Washington. 

Religious  Stations 

RELIGIOUS  stations  listed  as 
selling  time  include: 

WABI,    Bangor,    Me. — First  Universalist 

Society  of  Bangor. 
WCBA,   AUentown,   Pa. — B.   Bryan  Mus- 

selman. 

WLWL,  New  York — Missionary  Society  of 

St.  Paul  the  Apostle. 
WOQ,  Kansas  City,  Mo.— Unity  School  of 

Christianity. 
KFXR,  Oklahoma  City — Exchange  Avenue 

Baptist  Church. 
KRE,  Berkeley,  Cal. — First  Congregational 

Church. 

Religious  stations  listed  as  not 
selling  time  include: 

WAWZ,  Zarephath,  N.  J.— Pillar  of  Fire, 
Inc. 

WBBL,   Bichmond,   Va. — Grace  Covenant 

Presbyterian  Church. 
WBBB,  Brooklyn,  N.  Y.— Peoples  Pulpit 

WCBD,   Zion,  III.— Wilbur  Glenn  Voliva. 

WLCI,  Ithaca,  N.  Y. — Lutheran  Associa- 
tion of  Ithaca. 

WMBI,  Chicago — Moody  Bible  Institute. 

WMPC,  Lapeer,  Mich. — First  Methodist 
Protestant  Church. 

WPCC,  Chicago, — North  Shore  Church. 

KFGQ,  Boone,  la. — Boone  Biblical  College. 

KFSG,  Los  Angeles — Echo  Park  Evange- 
listic Association. 

KFUO,  Clayton,  Mo. — Evangelical  Luth- 
eran Synod. 

KPWF,  St.  Louis — St.  Louis  Truth  Center, 
Inc. 

KPOF,  Denver,  Col.  Pillar  of  Fire,  Inc. 

KPPC,  Pasadena,  Cal. — Pasadena  Presby- 
terian Church. 

KTW,  Seattle,  Wash.— First  Presbyterian 
Church. 


New  Producer 

BROADCASTING  Records  of 
America,  Inc.,  is  the  name  of  a 
newly  formed  concern  in  New 
York,  organized  to  plan  and  pro- 
duce recorded  programs  for  radio. 
Dr.  W.  H.  Voeller,  formerly  with 
Paramount  Publix,  is  its  president, 
with  offices  at  1560  Broadway. 
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Why  the 
Larger  Twin  City 

Advertisers 
Select  WCCO 


1.  COVERAGE 


WCCO  is  the  only  Twin  City  radio  station 
which,  in  addition  to  an  intensive  coverage 
in  Saint  Paul  and  Minneapolis,  can  be 
depended  upon  for  reliable  service  to  the 
listeners  in  the  entire  state  of  Minnesota, 
western  Wisconsin,  northern  Iowa,  South 
Dakota  and  North  Dakota. 


2.  PRESTIGE 


With  a  nationally  cleared  wave  length,  high 
power,  the  most  modern  equipment  and 
its  high  standard  for  both  commercial  and 
sustaining  programs,  WCCO  has  earned 
the  unique  position  of  a  prophet  with 
honor  in  his  own  country. 


3.  SERVICE 


An  efficient  staflF  of  program  builders  and 
merchandisers  enables  WCCO  to  present 
programs  which  both  attract  listeners  and 
sell  the  advertisers'  products. 


AND  THAT'S  WHY 

WCCO 


GETS  RESULTS 
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Can't  Blame  Radio 

THE  FACT  that  radio's  gain  of  $17,000,000 
in  the  period  between  1929  and  1931  (evidently 
gauged  by  network  returns)  represented  only 
13  per  cent  of  the  losses  suffered  by  news- 
papers, magazines,  billboards  and  car  cards, 
ought  to  be  proof  sufficient  that  the  depres- 
sion and  not  the  inroads  of  radio  is  respon- 
sible for  the  condition  of  those  media.  To  the 
conclusions  of  Mr.  Henderson  of  the  J.  Walter 
Thompson  Co.  in  his  enlightening  article  in 
this  issue,  we  would  add  that  it  is  unsound  to 
measure  the  condition  of  any  medium  on  the 
basis  of  its  inflated  prosperity  of  1929. 

With  Mr.  Henderson's  conclusion  that  radio 
entered  as  a  "new,  quick-action  medium"  that 
"enticed  advertising  dollars  into  circulation 
that  might  otherwise  have  been  withheld," 
there  can  be  no  dispute.  His  tribute  to  Prof. 
Elder's  findings  that  radio  does  sell  goods,  re- 
ported by  us  in  earlier  issues,  is  also  a  gratify- 
ing reaction  from  an  advertising  executive  to 
a  survey  that  was  fair,  impartial  and  utterly 
conclusive. 

Radio's  steady  progress,  even  through  the 
depression,  is  attributable  to  its  fundamental 
soundness  as  an  advertising  medium,  espe- 
cially when  supplementing  other  media.  News- 
papers and  magazines  that  blame  radio  for 
their  curtailed  lineage  cannot  possibly  attrib- 
ute more  than  a  minor  proportion  of  their 
losses  to  radio,  on  the  basis  of  figures  avail- 
able. It  is  idle  for  them  to  expect  to  main- 
tain their  peak  lineages  of  1929  in  the  face 
of  economic  conditions  the  country  and  world 
over.  But  they  must  find  something  to  blame, 
apparently,  so  they  bray  at  the  moon,  which 
smiles  back  at  them  benignly — -and  continues 
its  steady  way  around  its  orbit. 


The  Fittest  Survive 

THAT  EDUCATIONAL  stations,  by  and 
large,  are  misfits  in  American  broadcasting, 
commanding  little  financial  support  from  their 
own  institutions  and  having  negligible  listener 
appeal,  is  reflected  in  the  official  records  of 
the  Radio  Commission.  They  reveal  an  amaz- 
ing drop  in  the  number  of  those  stations 
through  voluntary  sales  or  leases  to  commer- 
cial groups  or  through  natural  elimination. 
To  a  lesser  degree,  this  also  is  true  of  re- 
ligious stations. 

How  can  Joy  Elmer  Morgan,  professional 
reformer,  and  his  group  of  misguided  peda- 
gogues justify  their  silly  demand  for  more 
wave  lengths  for  educational  stations  when 
the  number  of  such  stations  has  dropped  from 
95  in  1927  to  39  today?  How  can  they  have 
the  audacity  to  oppose  commercial  broadcast- 
ing when  some  30  educational  stations  have 


sold  out — voluntarily — to  commercial  groups, 
and  when  a  dozen  of  the  39  remaining  stations 
are  selling  time  to  maintain  themselves  and, 
like  any  other  private  stations,  to  earn  profits? 

Last  June  the  Radio  Commission  informed 
the  Senate,  in  response  to  the  Couzens-Dill 
resolution,  that  it  was  satisfied  that  educa- 
tional programs  can  be  left  to  the  "voluntary 
gift"  of  commercial  stations,  and  backed  that 
up  with  committments  from  stations  that  they 
would  broadcast  such  programs  free,  if  prop- 
erly arranged.  The  result  is  that  many  in- 
formed educational  and  public  service  organi- 
zations are  taking  advantage  of  the  offer  and 
are  broadcasting  worthwhile  educational  pro- 
grams over  networks  and  independent  stations. 

It  is  one  thing  to  present  well-organized 
educational  programs  over  commercial  stations 
which  have  the  audience.  It  is  another  to 
attempt  to  cram  education  down  the  public's 
throat  over  more  stations  that  have  no  listener 
appeal,  as  is  proposed  by  Mr.  Morgan's  Na- 
tional Committee  on  Education  by  Radio. 


Coolidge  And  Radio 

TO  THE  LATE  Calvin  Coolidge,  the  broad- 
casting fraternity  owed  a  real  debt  of  grati- 
tude. It  was  during  his  administration  that 
the  Radio  Act  of  1927  was  enacted  and  the 
Radio  Commission  established  to  bring  order 
out  of  the  chaos  that  followed  the  breakdown 
of  the  old  wireless  law.  True,  his  Secretary 
of  Commerce,  Mr.  Hoover,  was  the  prime 
mover  in  the  regulatory  scheme,  but  it  was 
President  Coolidge  who  selected  the  original 
Commission,  whose  membership  to  a  man  was 
of  highest  caliber. 

Unlike  his  successor,  Mr.  Coolidge  never  in- 
terfered, directly  or  indirectly,  with  the  Radio 
Commission's  functioning.  His  concept  of  the 
Commission  was  plainly  that  it  was  a  quasi- 
judicial  body,  facing  a  gigantic  task  about 
which  he  understood  little  or  nothing.  But 
he  always  cooperated  with  it — and  certainly 
his  choices  of  commissioners  were  invariably 
of  the  finest. 

0.  H.  Caldwell,  one  of  the  first  commis- 
sioners, in  a  talk  over  WOR  a  few  days  ago, 
recounted  how  the  commissioners  used  to  go 
to  Mr.  Coolidge  for  advice.  The  wisdom  of 
the  man  is  amply  illustrated  by  a  statement 
he  made  on  one  critical  occasion,  probably  just 
before  the  1928  reallocation,  which  is  recalled 
by  Mr.  Caldwell  as  follows: 

"Gentlemen,  I  am  solidly  behind  you.  Radio 
must  be  cleaned  up.  We  must  give  this  new 
force  the  clear,  undisturbed  facilities  it  needs. 
I  do  not  know  how  to  do  your  radio  job. 
But  there  is  one  principle  which  I  have  ob- 
served in  all  my  official  life.  Whenever  I  am 
in  doubt  about  my  official  course,  I  get  out 
the  law  itself,  and  I  read  it  all  through  again. 


The  RADIO 
BOOK  SHELF 

A  HIGHLY  informative  volume  regarding  the 
British  system  of  broadcasting  is  the  "BBC 
Yearbook  for  1933",  published  by  the  British 
Broadcasting  Corp.,  London,  (two  shillings). 
The  book  carries  a  review  of  the  last  decade 
of  broadcasting  on  the  British  Isles,  pointing 
out  that  the  number  of  licensed  listeners  has 
increased  from  580,380  to  approximately 
5,000,000  from  1923  through  1932. 

Lord  Allen  of  Hurtwood  contributes  a  chap- 
ter praising  the  nationally  owned  and  con- 
trolled system  of  broadcasting  under  which 
BBC  operates.  Although  Parliament  reserves 
the  right  to  take  over  direct  control  of  broad- 
casting, he  states  the  independent  authority 
of  BBC  has  been  practically  unfettered. 

Some  interesting  views  of  advertising  on 
the  air  are  offered  by  Sir  Charles  Highman 
and  Filson  Young.  While  both  oppose  spon- 
sored programs,  Mr.  Young  remarks  that  "all 
broadcasting  is  advertising  in  the  highest  sense 
of  the  word". 

A  mass  of  statistics  and  several  chapters 
on  technical  developments  add  to  the  variety 
of  the  volume.  One  section  deals  with  the 
newly-developed  Empire  broadcasting  system. 


THE  FOLLOWING  studies  of  radio  are  listed 
as  supplementary  to  the  bibliography  of  radio 
literature  published  in  this  column  Dec.  15: 

Association  of  National  Advertisers:  The 
Advertiser  Looks  at  Radio. 

Dartnell  Corp.:  Experience  of  127  Firms 
with  Radio  Broadcasting;  also  Radio  Programs 
Found  Most  Profitable  to  Retailers. 

Erwin,  Wasey  &  Co.:  A  Study  of  Radio  as 
an  Advertising  Medium.  1928. 

Dr.  Daniel  Starch:  A  Study  of  Radio  Ad- 
vertising. Revised,  1930. 

Daniel  Whiting  for  Research  Reports,  Wash- 
ington, D.  C,  1932:  Radio  Advertising  and 
Radio  Regulation. 

U.  S.  Bureau  of  Foreign  and  Domestic  Com- 
merce: Broadcast  Advertising  in  Latin 
America;  Broadcast  Advertising  in  Europe; 
Broadcast  Advertising  in  Asia,  Africa,  Aus- 
tralia, and  Oceania. 


COPIES  of  a  pamphlet  on  "Uses  of  Trans- 
missions of  Standard  Radio  Frequencies"  are 
available  at  the  United  States  Bureau  of 
Standards,  Washington,  D.  C,  on  request.  The 
pamphlet,  which  outlines  methods  of  fre- 
quency measurement  for  utilizing  the  standard 
frequencies  transmitted  by  the  Bureau  of 
Standards,  is  labelled  Letter  Circular  LC-335, 
replacing  LC-171,  280  and  314. 


A  PAMPHLET  reprint  of  the  chapter  on 
"Radio-Electrical  Transcriptions"  by  E.  B. 
Foote,  vice  president  of  the  World  Broadcast- 
ing System,  Inc.,  in  Alden  James'  "Careers 
in  Advertising"  (Macmillan  Co.)  has  been  is- 
sued by  the  World  System. 


And  almost  without  fail,  I  have  found  that 
the  language  of  the  law  itself  gives  me  the 
answer  on  which  I  can  go  ahead  confidently 
to  do  my  official  duty." 

President  McCosker  of  the  NAB  voiced  the 
sentiment  of  all  the  broadcasters  when  he 
wired  condolences  to  Mrs.  Coolidgie,  stating: 
"In  solemn  company  with  the  entire  nation, 
the  broadcasting  industry  feels  the  loss  of  a 
great  leader  and  friend.  His  understanding 
of  the  needs  of  radio  and  his  constructive 
policies  applied  to  its  administration  did  much 
to  stabilize,  encourage  and  develop  the  art." 
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We  Pay  Our  Respects  to — 


EDWIN  MATTIS  SPENCE 


"OFFICIAL  HOST  of  Broadcast- 
ing" or  "Mayor  of  Radio"  are  titles 
that  aptly  fit  Edwin  Mattis  Spence, 
the  genial  vice  president  and  gen- 
eral manager  of  WPG,  Atlantic 
City.  For  "Ed"  Spence  probably 
knows  personally  and  has  feted 
more  broadcasters  than  any  other 
individual  in  the  industry.  Because 
of  his  gracious  personality,  he  evi- 
dently has  won  appointment  as 
perpetual  general  chairman  of  all 
NAB  conventions.  Then,  too,  as 
the  head  of  the  station  at  the  coun- 
try's biggest  resort,  he  meets  and 
greets  almost  daily  the  host  of 
microphone  folk  who  flock  to  the 
seashore. 

By  this  we  don't  want  to  infer 
that  Ed  Spence's  main  business  is 
pleasure.  It  is  only  natural  that 
when  a  broadcaster  hears  the 
name  of  Spence  he  couples  it  with 
fun,  just  as  when  he  hears  "Fed- 
eral Radio  Commission,"  his  mind 
conjures  up  troubles.  There's  the 
"other  side"  to  both. 

Ed  Spence  is  really  one  of  the 
pioneers  of  radio.  Back  in  1921 — 
even  before  broadcasting  observed 
its  first  birthday — he  saw  WPG  go 
into  operation  by  dint  of  his  own 
initiative.  He  foresaw  the  possi- 
bilities of  radio  as  a  medium  for 
exploiting  the  charms  and  attrac- 
tions of  Atlantic  City,  which  de- 
pends in  large  measure  upon  pub- 
licity and  advertising  for  its  pat- 
ronage. 

Always  interested  in  Atlantic 
City's  civic  affairs,  he  interviewed 
members  of  the  Chamber  of  Com- 
merce, Rotary,  Kiwanis  and  Lion's 
clubs,  and  inspired  them  with  the 
glowing  picture  of  radio  he  paint- 
ed. There  was  skepticism  about 
this  new-fangled  fad,  but  he  suc- 
ceeded in  selling  his  first  "radio 
account"  to  the  city  government, 
which  appropriated  funds  for  the 
purchase  and  operation  of  a  sta- 
tion. WPG,  which  means  "World's 
Playground,"  still  is  owned  by  the 
municipality,  though  operated  since 
1930  under  lease  by  CBS. 

After  the  station's  installation, 
Mr.  Spence  was  asked  to  run  it. 
His  many  business  affiliations  did 
not  allow  full  time  for  that  pur- 
pose, but  as  radio  grew  and  the 


station's  increasing  importance  be- 
came evident,  he  was  weaned  away 
from  his  other  pursuits.  The  city 
appropriated  more  money  for  the 
station,  and  the  original  500-watt 
transmitter  was  replaced  by  a  5 
kw.  unit,  and  began  clear  channel 
operation.  Mr.  Spence  brought  to 
the  station  a  keen  sense  of  show- 
manship, with  the  result  that  many 
of  radio's  most  novel  and  original 
broadcasts  were  broadcast.  His 
outstanding  stunt  was  the  first 
broadcast  from  the  bottom  of  the 
sea. 

The  home  of  WPG  is  one  of  the 
show-places  of  the  industry.  Elab- 
orate studios  and  offices  are  located 
in  the  Atlantic  City  Auditorium, 
the  largest  sti'ucture  of  its  kind  in 
the  world,  on  the  famous  Board- 
walk. With  16  remote  controls  ,to 
various  hotels,  piers  and  other 
points,  the  station  serves  as  key 
for  the  CBS  network  during  the 
tourist  season  for  a  number  of 
regularly  scheduled  features. 

Because  of  his  broad  knowledge 
of  radio,  Mr.  Spence  has  been 
prominent  in  the  affairs  of  the 
NAB  since  its  organization.  A 
charter  member  of  the  board  of 
directors,  he  was  vice  president 
during  1930  and  1931.  He  has 
acted  as  general  chairman  of  the 
convention  committee  for  the  last 
three  annual  sessions. 

This  month  —  on  Jan.  19  —  Mr. 
Spence  reaches  his  forty-six  birth- 
day. Born  in  Chester,  Pa.,  he 
moved  to  Camden,  N.  J.,  at  an 
early  age,  and  later  to  Millville, 
N.  J.  Thirty-five  years  ago  he  set- 
tled in  Atlantic  City  with  his  par- 
ents, and  attended  the  local  schools. 
Upon  graduation  he  became  asso- 
ciated with  his  father  in  the  furni- 
ture business.  This  business  is  still 
operating,  Mr.  Spence  having  served 
first  as  its  credit  and  advertising 
manager  and  later  as  general 
manager. 

Although  he  has  been  one  of  At- 
lantic City's  leading  citizens  for 
more  than  a  generation,  Mr.  Spence 
has  never  had  political  ambitions 
and  has  never  run  for  public  of- 
fice. But  he  is  a  member  of  the 
Chamber  of  Commerce,  an  organ- 
izer of  the  Kiwanis  Club,  a  past 


PERSONAL  NOTES 


F.  K.  FINLAYSON,  advertising  man- 
ager of  WSBT  and  WFAM,  South 
Bend,  Ind.,  resigned  Jan.  1  to  join 
KGW,  Portland,  Ore.,  in  an  advertis- 
ing capacity.  S.  W.  Petacci,  formerly 
with  the  Lamport-McDonald  agency, 
South  Bend,  and  before  that  adver- 
tising manager  of  the  Addressograph 
Corp.,  has   succeeded   Mr.  Finlayson. 

SEVERIN  RITCHIE,  advertising 
man,  has  been  named  special  repre- 
sentative to  contact  agencies  for 
WFAS,  White  Plains,  N.  Y.,  effective 
Jan.  9. 

HASSELL  SMITH,  formerly  with  the 
McCann  Erickson  and  Hamman- 
Lesan  agencies,  has  been  appointed 
commercial  manager  of  KFRC,  San 
Francisco.  William  Wright  has  been 
promoted  to  production  manager,  suc- 
ceeding Merle  Matthews,  who  will 
handle  the  Feminine  Fancies  program. 

DON  E.  OILMAN,  Pacific  Coast  vice 
president  of  NBC,  is  on  a  tour  this 
month  of  northwestern  stations  of 
the  networli. 

WORK,  York,  Pa.,  reports  that  Rich- 
ard Sinsel,  of  its  commercial  depart- 
ment, who  was  seriously  injured  re- 
cently in  an  automobile  accident,  has 
recovered  sufficiently  to  resume  his 
duties.  Harris  Stewart,  of  Akron,  O., 
has  been  added  to  the  commercial 
staff. 

THAYER  RIDGEWAY,  formerly  with 
the  Los  Angeles  Examiner,  has  joined 
KHJ,  Los  Angeles,  to  do  sales  promo- 
tion work  for  the  Don  Lee-CBS  net- 
work. 

PAUL  ENGLISH,  who  closed  his  rep- 
ertoire company  in  Baton  Rouge,  La., 
recently  after  a  26-week  run  there,  is 
now  special  representative  for  WWL, 
New  Orleans,  handling  all  Baton 
Rouge  programs. 

DICK  RICKARD,  former  manager  of 
KGB,  San  Diego,  and  later  production 
head  of  KFAC,  Los  Angeles,  has  been 
made  productio:n  executive  at  KOMO, 
Seattle. 

SYLVESTER  WEAVER,  Jr.,  editor 
of  Blue  Pencil,  organ  of  the  Los  An- 
geles Advertising  Club,  has  joined  the 
staff  of  KHJ,  Los  Angeles.  He  for- 
merly was  with  Young  &  McCallister. 

ARTHUR  SORENSON,  photo  editor  of 
the  NBC,  has  resigned,  effective  Jan. 
15,  to  enter  the  publicity  field  inde- 
pendently. He  was  formerly  with  P. 
&  A.  news  photo  service. 

MORGAN  EASTMAN,  Chicago  NBC 
executive,  has  been  made  chairman  of 
the  charity  entertainment  in  Chicago 
Stadium  Jan.  23  which  will  feature 
stars  from  all  Chicago  stations.  Ben 
Bernie  will  be  master  of  ceremonies. 
All  proceeds  will  go  to  the  Emergency 
Welfare  Fund  of  Cook  County. 

ED  CONNE,  former  executor  of  Sound 
Studios,  subsidiary  of  World  Broad- 
casting System,  has  resigned,  effective 
Jan.  1,  to  start  his  own  radio  program 
service.  Murray  Bloom  will  join  him 
in  his  new  venture. 

BUCKLEY  KELLY,  formerly  with 
Hearst  syndicates,  has  been  named 
manager  of  WINS,  New  York,  suc- 
ceeding George  Martin,  who  has  been 
placed  in  charge  of  the  commercial  de- 
partment. 


master  in  the  Masonic  Order,  a 
past  Grand  Tall  Cedar  of  the  At- 
lantic City  Forest  No.  11,  a  life 
member  of  the  Crescent  Temple, 
and  a  member  of  numerous  other 
fraternal  orders.  He  is  married, 
and  has  one  daughter,  a  senior  in 
the  Atlantic  City  High  School.  De- 
spite the  fact  that  his  home  is  di- 
rectly on  Atlantic  City's  famous 
beach,  he  hasn't  been  surf -bathing 
in  a  dozen  years. 


RONALD  COLLETT  NORMAN,  for- 
mer chairman  of  the  London  County 
Council  and  a  vice  chairman  of  the 
National  Council  of  Social  Service  in 
England,  has  been  appointed  gover- 
nor and  vice  chairman  of  the  British 
Broadcasting  Corp.  Viscount  Bridge- 
man,  long  prominent  in  public  affairs, 
and  Mrs.  Mary  Agnes  Hamilton,  for- 
mer Labor  member  of  Parliament, 
have  been  made  ordinary  governors. 

SENATOR  WALLACE  WHITE,  Jr., 
president  of  the  American  Section  of 
the  International  Committee  on  Radio, 
has  appointed  the  following  nominat- 
ing committee  to  pick  a  slate  of  offi- 
cers for  1933:  Laurens  E.  Whitte- 
more,  A.  T.  &  T.  Co.;  Howard  A.  Le- 
Roy,  Washington  attorney,  and  Lynne 
M.   Lamm,   newspaper  correspondent. 

W.  C.  ROUX,  former  assistant  to  the 
advertising  manager  of  L.  Bamberger 
&  Co.,  Newark,  has  joined  the  sales 
promotion  staff  of  NBC  in  New  York. 


BEHIND 
THE  MICROPHONE 


ALMA  GOODYEAR  and  her  "Radio 
Music  Shop"  is  a  new  feature  of 
WCKY,  Covington,  Ky.  Miss  Good- 
year, a  graduate  of  the  Cincinnati 
Conservatory  of  Music  and  a  soloist  at 
the  biennial  Cincinnati  May  Music 
Festivals,  writes  her  own  continuity 
and  conducts  the  entire  program. 

WINNIE  FIELDS  MOORE,  who  does 
travel  talks  weekly  over  KFI,  Los  An- 
geles, has  done  three  test  recordings 
at  Recorders,  Inc.,  Hollywood.  They 
will  be  sent  to  eastern  stations  as  a 
"feeler"  for  a  series  of  transcription 
travelogues. 

FRANKLIN  SCOTT,  formerly  with 
WABC,  New  York,  is  now  with 
WAAM,  Newark,  as  chief  announcer. 

GENE  JOHNSTON,  Los  Angeles  com- 
poser, has  returned  to  radio  with  a 
twice  weekly  program  over  KFAC, 
Los  Angeles,  with  his  string  trio.  He 
wrote  the  Trojan  Marching  Song,  of- 
ficial tune  of  the  University  of  South- 
ern California. 

THE  ENGAGEMENT  of  O.  Victor 
Caille,  staff  organist  and  pianist  for 
WDEL  and  WILM,  Wilmington,  Del., 
and  Miss  Dorothy  V.  Caulk,  of  Black- 
bird, Del.,  was  announced  Christmas 
day.  The  wedding  will  take  place  in 
the  George  Washington  Chapel,  at 
Valley  Forge,  in  the  near  future. 

LAL  CHAND  MEHRA,  who  talks  on 
India  over  KNX,  Hollywood,  has  start- 
ed to  publish  the  series  under  the 
title,  "The  Story  of  India."  The  first 
one  was  on  Mahatma  Gandhi. 

GEORGE  F.  MOTTER,  Jr.,  program 
director  at  WORK,  York,  Pa.,  was  re- 
cently married  to  Miss  Frances  Mun- 
dorf,  of  York. 

JAMES  McGRATH,  former  manager 
of  WJSV,  Alexandria,  Va.,  before  it 
was  taken  over  by  CBS,  has  joined 
WMAL,  Washington,  as  announcer, 
succeeding  Warren  Sweeney,  now  with 
WJSV. 

PAUL  SULLIVAN,  announcer  at 
KMOX,  St.  Louis,  has  joined  WTAX, 
Springfield,  111.,  being  succeeded  by 
Garnett  A.  Marks.  Gene  Boeding, 
former  KMOX  office  boy,  has  been  pro- 
moted to  assistant  in  the  program  pro- 
duction department. 

THE  PRAIRIE  RAMBLERS  (Jack 
Taylor,  Chick  Hurt,  Salty  Holmes  and 
Tex  Atchison),  formerly  with  WHO- 
WOC,  Des  Moines-Davenport,  have 
joined  the  staff  of  the  WLS,  Chicago, 
Artist  Bureau. 

DR.  HAROLD  DAVIS  EMERSON,  di- 
rector of  radio  productions  for  vari- 
ous New  York  stations  for  the  last 
few  years,  has  taken  his  "Little  The- 
ater of  the  Air"  to  WAAM,  Newark, 
and  on  Jan.  12  presented  "The  Bitter 
Tea  of  General  Yen." 
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Photo  Courtesy  of  Washington  Star 


POPULARITY  WINNERS— Gold  cups  were  the  awards  to  these  winners 
in  their  respective  classes  in  the  nation-wide  popularity  poll  conducted 
by  United  American  Bosch  Co.,  Springfield,  Mass.  Photo  taken  on  steps 
of  Capitol  at  Washington  where  awards  were  presented  by  Vice  Presi- 
dent Curtis.  Left  to  right:  Morton  Downey,  Harry  Horlick,  John  S. 
Young,  Rudy  Vallee,  Vice  President  Curtis,  Jessica  Dragonette,  David 
Rubinoflf,  Richard  Gordon  and  Earl  Benham  (representing  Ed  Wynn). 


ALLEN  FRANKLIN,  formerly  at 
WFBR,  Baltimore,  is  now  with  WHB, 
Kansas  City.  Franklin  was  formerly 
on  the  stage,  playing  several  seasons 
with  the  Oberfeld-Ketcham  Players 
and  then  going  to  Broadway  where  he 
played  eight  months  with  "The  Blue 
Ghost." 

TOMMY  O'GRADY,  at  one  time  on 
the  staff  of  WENR,  Chicago,  has 
signed  with  KTM,  Los  Angeles,  for  a 
nightly  half-hour  piano  program.  An- 
other new  artist  at  the  station  is  Alan 
Roberts  with  his  quartet.  They  were 
once  on  RKO  circuit. 

GREEN  PEYTON,  singer  on  WDEL 
and  WILM,  Wilmington,  Del.,  is  au- 
thor of  a  first  novel  "Black  Cabin," 
just  published.  He  is  a  brother  of 
Charles  Wertenbaker,  novelist. 

EDWIN  C.  HILL,  whose  "Human  Side 
of  News"  is  a  feature  attraction  on 
CBS,  is  writing  a  history  of  1932  to 
be  titled  "The  American  Scene — 1932," 
which  M.  Witmark  &  Sons,  publishers, 
will  bring  out  March  4. 

KELLER,  Sargent  and  Ross,  popular 
headliners  over  the  BBC,  who  won  two 
popularity  polls  of  the  British  audi- 
ence, has  been  signed  by  the  Cecil, 
Warwick  and  Cecil  agency  for  the 
George  W.  Luft  Co.,  sponsors  of  the 
CBS  Tangee  programs,  for  a  series  of 
appearances  starting  Jan.  17. 

DON  BECKER,  ukelele  virtuoso  and 
radio  writer,  has  rejoined  WLW,  Cin- 
cinnati, and  is  writing  a  new  detective 
series,  "Ken-Rad  Unsolved  Mysteries," 
which  started  Jan.  13. 

RUSH  HUGHES  and  Wyn  Louthain 
are  leaving  KFRC,  San  Francisco,  to 
join  NBC.  Hughes  will  do  a  daily 
news  broadcast  for  Langendorf  Bak- 
eries while  Miss  Louthain  will  handle 
the  Tillamook  Cheese  period  of  the 
Womens'  Magazine  of  the  Air.  Merle 
Matthews  succeeds  Miss  Louthain  at 
KFRC. 

DICK  AURANDT,  organist,  and  Con- 
suelo  Gonzales,  Mexican  singer,  have 
been  added  to  the  staff  of  KFRC,  San 
Francisco. 

BUD  FISHER  has  joined  the  announc- 
ing staff  of  KPWB,  Hollywood. 


IN  THE 
CONTROL  ROOM 


ENGINEERS  at  WOR,  Newark,  have 
devised  a  conference  room  that  takes 
in  three  cities — Newark,  Kearny  and 
New  York.  Every  Monday  at  4:30  p. 
m.,  J.  R.  Poppele,  chief  engineer  of 
the  station,  sitting  at  his  desk  in  the 
New  York  branch  studios,  calls  the 
conference  to  order  merely  by  speak- 
ing into  a  microphone.  Wires  and 
loudspeakers  carry  his  voice  into  the 
other  offices  which  are  equipped  with 
similar  equipment.  Routine  orders, 
followed  by  written  memoranda  are 
sent  out  and  problems  discussed.  A 
control  board  operator  at  the  central 
panel  manipulates  the  switches  in  such 
a  manner  that  suggestions  and  recom- 
mendations and  other  two-way  conver- 
sations can  be  maintained. 

AUDIOMETER  tests  are  currently  be- 
ing held  for  members  of  the  CBS 
studio  engineering  and  production  di- 
visions. The  purpose  is  to  determine 
the  sound-frequency  range  that  each 
man  can  hear.  For  example,  if  one 
were  deficient  in  hearing  high  fre- 
quencies, he  would  not  detect  the  over- 
tones of  a  violin  passage;  while,  if 
one  were  deficient  on  low  frequencies, 
he  would  not  be  able  to  note  that  the 
bass  instruments  were  coming  through 
too  loudly. 

K.  A.  HATHAWAY,  formerly  tech- 
nical radio  editor  of  the  Chicago 
Daily  News  and  now  executive  secre- 
tary of  the  Institute  of  Radio  Service 
Men,  is  author  of  "Television,"  a  book 
scheduled  for  publication  this  month 
by  the  American  Technical  Society  of 
Chicago. 


FURNISHING  something  of  an 
index  to  audience  regard  for  par- 
ticular types  of  artists  and  pro- 
grams, the  United  American  Bosch 
Company's  nation-wide  radio  pop- 
ularity poll,  conducted  through 
newspapers  and  dealers  and  re- 
cording some  25,000,000  individual 
votes,  was  closed  with  the  presen- 
tation of  gold  cup  awards  to  the 
winners  by  Vice  President  Curtis 
at  Washington,  Jan.  3. 

The  winners  were  also  feted  at 
a  luncheon  at  the  National  Press 
Club,  at  which  several  performed. 
Eight  cups  were  awarded  in  as 
many  classes,  the  voters  being 
asked  to  cast  ballots  in  each  class. 
Cecil,  Warwick  &  Cecil,  New  York 
agency,  had  charge  of  the  poll,  in 
which  votes  were  cast  for  4,500 
radio  stars,  requiring  a  force  of  72 
tabulators  to  work  for  weeks  to 
handle  them. 

There  will  be  many  who  dis- 
agree with  the  results,  and  indeed 
the  race  for  top  honors,  which 
naturally  went  to  network  per- 
formers because  they  are  the  most 
widely  heard,  was  nip  and  tuck 
to  the  end.  It  was  interesting  to 
note  that  Rudy  Vallee  himself, 
long  known  to  Washington  news- 
papermen as  a  modest  chap  for  all 
his  supposed  feminine  vogue,  told 
them  frankly  at  the  press  luncheon 
that  he  believed  Paul  Whiteman 
better  deserved  the  honor  for  or- 
chestral leadership.  Morton  Dow- 
ney, a  native  wit  as  well  as  croon- 
er, literally  "stole  the  show"  with 
his  performance  at  the  press  club. 

Winners  of  first  10  places  in 
each  of  the  classes  were  announced 
by  Ben  I,  Butler,  of  Cecil,  War- 
wick &  Cecil  as  follows: 

Singers  (men) — Morton  Downey, 


GEORGE  S.  KEMP,  who,  with  P.  W. 
Paget,  served  as  Marconi's  chief  as- 
sistants when  the  noted  wireless  in- 
ventor first  came  to  England  and 
when  in  1901  he  received  his  famous 
"S"  signal  from  across  the  Atlantic 
at  Signal  Hill,  Newfoundland,  died  in 
Southampton,  England,  Jan.  2,  at  the 
age  of  75.  Mr.  Kemp  was  working 
with  Marconi  on  his  micro-wave  ex- 
periments at  the  time  of  his  death. 

F.  J.  SMITH,  former  Radio  Commis- 
sion inspector  at  Detroit,  has  been 
transferred  to  the  Buffalo  office. 


1,590,786  votes;  Frank  Parker, 
Lanny  Ross,  Ralph  Kirberry,  Bing 
Crosby,  Jack  Arthur,  Mills  Broth- 
ers, Arthur  Tracey,  Donald  Novis 
and  Jimmy  Brierly. 

Singers  (women) — Jessica  Drag- 
onette, 905,846  votes;  Kate  Smith, 
Ruth  Etting,  Pickens  Sisters,  Bos- 
well  Sisters,  Jane  Pickens,  Ethel 
Shutta,  Alice  Joy,  Irene  Taylor 
and  Mildred  Bailey. 

Actors — Richard  Gordon  (Sher- 
lock Holmes),  308,471  votes;  Ray- 
mond Knight,  Phillips  Lord,  Joe 
Bell,  Elsie  Hitz,  Pat  Barnes,  Al- 
dred  Corn  (Sammy  Goldberg), 
Charles  Webster,  Betty  Webb  and 
J'ohnny  Hart. 

Orchestra  leaders — Rudy  Vallee, 
1,565,587  votes;  Guy  Lombard©, 
Ted  Weems,  George  Olsen,  Vincent 
Lopez,  Ben  Bernie,  Paul  White- 
man,  Cab  Calloway,  Abe  Lyman 
and  Leon  Belasco. 

Instrumentalists — David  R  u  b  i- 
noff,  1,312,985  votes;  Harry  Reser, 
Ann  Leaf',  Ernest  Hutcheson,  Lit- 
tle Jack  Little,  Lee  Sims,  Eddie 
Brown,  Ohman  &  Arden,  Harry 
Brewer  and  Irma  Glen. 

Comedians — Ed  Wynn,  856,634 
votes;  Eddie  Cantor,  Jack  Pearl, 
Jack  Benny,  Burns  &  Allen,  Ray 
Perkins,  Colonel  Stoopnagle  & 
Budd,  George  Price,  Fred  Allen 
and  Gus  Van. 

Announcers — -John  S.  Young, 
1,  211,  334  votes;  David  Ross,  Mil- 
ton Cross,  Ted  Husing,  Graham 
McNamee,  Kelvin  Keech,  Ford 
Bond,  James  Wallington,  Norman 
Brokenshire  and  A.  L.  Alexander. 

Miscellaneous  programs — A.  & 
P.  Gypsies,  Sherlock  Holmes,  Amos 
'n'  Andy,  Johnny  Hart  in  Holly- 
wood and  Major  Bowes  Capitol 
Family. 


ANNOUNCEMENT  of  the  recent 
death  of  Capt.  E.  B.  Woodworth,  first 
officer  in  charge  of  the  Naval  Radio 
Station  at  Arlington,  is  carried  in  the 
latest  issue  of  the  Navy  Department 
communications  bulletin.  Capt.  Wood- 
worth  was  in  charge  in  1912-13  dur- 
ing which  time  the  Naval  station  was 
built  and  commissioned. 
CHARLES  FORSYTHE,  Los  Angeles 
sound  effect  man  (once  with  KHJ) 
now  furnishes  sound  effects  weekly 
over  NBC-KGO  chain  on  General  Pe- 
troleum and  Gilmore  Gasoline  pro- 
grams. The  arrangement  started  the 
middle  of  December. 


VETERAN  WIRELESS  OPERATORS 
Ass'n  announces  election  of  the  fol- 
lowing officers  for  1933:  Fred  Muller, 
marine  radio  superintendent.  Tropical 
Radio  Co.,  reelected  president;  C.  D. 
Guthrie,  former  radio  supervisor,  U.  S. 
Shipping  Board,  vice  president,  and 
V.  H.  C.  Eberlin,  treasurer.  The  new 
board  comprises  A.  F.  Wallis,  chair- 
man; G.  H.  Clark,  V.  Ford  Greaves, 
W.  S.  Fitzpatrick,  Lee  Manley,  E.  H. 
Lee,  Frank  Orth  and  William  C. 
Simon.  The  annual  "cruise"  of  the 
association  will  be  held  in  the  Hotel 
Taft,  New  York,  Feb.  11. 

AMATEUR  radio  is  the  subject  of  a 
new  weekly  program  being  presented 
Sundays,  at  11:15  p.m.,  EST,  over 
WBZ-WBZA,  Boston  -  Springfield,  and 
their  short  wave  adjunct,  WIXAZ, 
with  A.  A.  Herbert,  treasurer  and 
field  representative  of  the  American 
Radio  Relay  League,  as  speaker  on 
amateur  activities.  Program  also  fea- 
tures an  original  play  by  the  WBZ 
Players  directed  by  W.  H.  Latham  on 
amateur  emergency  work  during  ca- 
tastrophes. 

PAUL  TODD,  transmitter  operator  at 
WHB,  Kansas  City,  announces  the 
birth  of  Rose-Mary  Ann  Todd.  Rose- 
Mary's  uncle.  Jack  Todd,  is  chief  an- 
nouncer at  the  same  station,  while  an 
aunt,  Sarah,  has  a  radio  program  of 
popular  music  six  days  a  week  at 
KFNF,  Shenandoah,  la. 

NATHAN  LE VINSON,  formerly  with 
ERPI,  has  been  appointed  director  of 
sound  recording  for  Warner  Brothers 
studio,  Burbank,  Cal. 


WJZ  and  KXA  Are 
To  Duplicate  Channel 

AUTHORITY  to  repeat  experimen- 
tal operation  on  the  760  kc.  clear 
channel  assigned  to  WJZ,  New 
York,  NBC  Blue  network  key  was 
granted  NBC  and  KXA,  Seattle, 
Jan.  13  by  the  Radio  Commission. 
The  New  York  station  also  was 
given  experimental  authorization 
to  change  its  power  from  30  kw. 
to  50  kw.  experimentally.  KXA 
was  granted  a  change  in  hours 
from  limited  time  to  unlimited 
time  on  the  same  frequency,  with 
the  proviso  that  it  operate  with 
250  watts  from  sundown  to  10  p.m. 
experimentally.  It  has  been  li- 
censed for  500  watts  on  760  kc. 
until  local  sunset. 

The  applications  follow  the  ex- 
perimental operation  of  these  sta- 
tions on  such  an  arrangement  dur- 
ing the  broadcasting  of  the  elec- 
tion returns  last  November.  _  KXA 
then  received  special  authorization 
to  operate  full  time  on  WJZ's 
wave,  with  the  New  York  station 
increasing  its  power  to  50  kw. 
Technical  studies  of  the  operation 
were  made,  including  field  strength 
measurements,  and  the  request  for 
the  new  authority  is  understood  to 
be  based  on  a  desire  to  continue 
these  studies. 


Widest  Networks 

GENERAL  MOTORS'  current 
Pontiac  series  over  CBS,  with  66 
stations,  is  reported  to  have  the 
largest  network  of  any  sponsored 
program.  With  the  addition  of 
six  more  outlets  for  the  Vick 
Chemical  Company's  "Romantic 
Bachelor"  series  on  CBS — namely, 
WKBH,  WISN,  WCCO,  KSCJ, 
WMT  and  WNAX— that  concern's 
network  becomes  the  second  larg- 
est, with  65  stations.  Chesterfield, 
with  64,  ranks  third. 
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WMAQ 


for  that  Added  Punch 

M  any  network  advertisers  have  found  it 
desirable  to  take  advantage  of  special  mar- 
ket conditions  by  presenting  over  local  sta- 
tions programs  which  are  separate  and  dis- 
tinct from  network  programs. 

In  view  of  the  great  market  which  WMAQ 
serves,  various  network  advertisers  have 
found  it  highly  advantageous  to  give  an  add- 
ed punch  to  their  advertising  campaigns  in 
the  Chicago  area,  by  using  station  WMAQ. 

"A  Word  to  the  Wise  Is 
Sufficient 


670  Kilocycles 
Cleared  Channel 


WMAQ 


MERCHANDISE 
.  MART  . 

CHICAGO,  ILL. 
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The  Business  of  Broadcasting 

Current  News  About  Accounts,  Pending  Schedules,  Transcriptions, 
Representatives  and  Apparatus;  Notes  from  the  Stations 


STATION  ACCOUNTS 


NEW  ACCOUNTS  on  WOR,  Newark: 
Coward  Shoe  Co.,  New  York,  Sunday 
night  "Comfort  Hour,"  fed  by  WNAC, 
Boston,  13  weeks  to  March  12,  through 
Inselbuch  Service  Co.,  New  York; 
George  A.  Hormel  &  Co.,  Austin, 
Minn,  (packers),  five  announcements 
weekly  in  Uncle  Don  Carney's  hour, 
with  half  hour  Wednesdays,  to  March 
11,  through  Batten,  Barton,  Durstine 
&  Osborn,  New  York;  Dodge  motor 
cars,  six  5-minute  transcriptions  week- 
ly, through  Scott  Howe  Bowen; 
Hearst's  American  Weekly,  Friday 
15-minute  transcriptions,  for  13 
weeks  to  March  31,  through  World 
Broadcasting  System;  A.  Goodman  & 
Son,  New  York  (noodles),  "Bronx 
Marriage  Bureau,"  Tuesday  and  Thurs- 
day nights,  nine  weeks  to  Feb.  7, 
through  Kelly,  Nason  &  Eoosevelt, 
New  York;  Carleton  &  Hovey  Co., 
Lowell,  Mass.  (Father  John's  medi- 
cine), Sunday  "Melody  Lane,"  to  April 
9;  Lentheric,  Inc.,  New  York  (per- 
fumes and  cosmetics),  three  daily  an- 
nouncements six  days  weekly  for  52 
weeks,  through  Benton  &  Bowles,  New 
York;  E.  R.  Squibb  &  Son,  New  York 
(drugs),  WOR  Gym  Classes,  Wednes- 
days and  Fridays  for  26  weeks  to 
June  16,  through  Hanff-Metzger,  Inc., 
New  York;  Daniel  Reeves,  Inc.  (chain 
grocers),  Friday  "Budget  Meals  with 
Ida  Bailey  Allen,"  13  weeks  to  March 
31,  through  J.  P.  Mtiller  &  Co.,  New 
York.  Renewals  on  WOR  include  In- 
ternational Vitamin  Corp.,  New  York 
(IVC  Pearls),  on  Uncle  Don  Carney's 
program  to  April  1;  Bristol  Myers  Co., 
New  York  (Ingram's  Milkweed 
Cream),  Friday  transcriptions  for  52 
weeks,  through  World  Broadcasting 
System;  Velogen,  Inc.,  New  York 
(hand  lotion),  Thursdays  for  13  weeks 
to  March  30,  through  Peck  Advertis- 
ing, New  York,  and  Salada  Tea  Co., 
Boston,  three  15-minute  period  weeks 
for  52  weeks. 

PHILLIPS  66  FLYERS  program  orig- 
inating on  KMOX,  St.  Louis,  six 
nights  a  week  draws  more  than  12,000 
letters  weekly  in  response  to  a  novel 
contest,  according  to  J.  L.  Van  Vol- 
kenburg,  sales  d.irector  of  KMOX.  The 
contest  requires  no  evidence  of  pur- 
chased merchandise  as  a  requisite  for 
entrance.  A  "Sweet  Adeline"  horn, 
which  is  used  to  open  and  close  the 
program,  is  given  away  each  time  the 
program  is  heard  to  the  person  who 
copies  an  original  slogan  about 
Phillips  66  gasoline  in  the  most  indi- 
vidualistic way.  The  sentence  con- 
tains some  selling  message  and  a  dif- 
ferent one  is  featured  each  broadcast. 
Other  than  that,  there  is  no  require- 
ment for  product  purchase.  The  pro- 
gram featuring  Linda  Lee,  the  New 
Orleans  Songbird,  the  Soncopaters,  a 
novelty  male  trio,  and  Mike  Child's 
orchestra  began  six  weeks  ago.  It  is 
heard  on  the  network  at  WCCO, 
KOMA,  WMT  and  KFH. 

GEORGIE  PORGIE  Breakfast  Food 
Co.,  Council  Bluffs,  la.,  is  sponsoring 
the  "Georgie  Porgie  Boys,"  hill-billy 
singers,  on  WHB,  Kansas  City.  They 
are  Doc  Hopkins,  formerly  the  "Croon- 
ing Leatherneck"  of  WLS,  WMAQ  and 
NBC,  and  Ray  Bennett,  who  was 
"Cranberry  Bill"  on  WBCM,  Bay  City, 
Mich. 

PENNZOIL  Co.,  Oil  City,  Pa.,  on  Jan. 
1  started  time  signals  on  WTAM, 
Cleveland,  daily  for  a  year.  Hays 
MacFarland  Co.,  Chicago,  handles  the 
account. 


FAMILY  CIRCLE  Magazine,  published 
for  national  distribution  through  all 
Sanitary  and  Piggly-Wiggly  stores,  is 
carrying  daily  spot  announcements  on 
WMAL,  Washington,  placed  through 
Robert  N.  Taylor,  local  agency.  WMAL 
also  reports  signing  series  of  5-minute 
transcriptions  for  Wyeth  Chemical 
Co.,  New  York  (Hill's  Cascara  bro- 
mide quinine),  twice  weekly  until 
March  16,  through  World  Broadcast- 
ing System.  Crazy  Water  Hotel  Co., 
Mineral  Wells,  Tex.  (Crazy  Crystals), 
is  sponsoring  three  15-minute  tran- 
scriptions weekly  until  April  28,  placed 
direct  through  its  Baltimore  branch. 

WESTERN  LOAN  &  BUILDING  Co., 
Salt  Lake  City,  largest  financial  in- 
stitution in  the  Inter-mountain  area, 
on  Dec.  25  began  the  sponsorship  of 
a  Sunday  half-hour  series  featuring 
male  chorus  and  guest  artists  on  KSL, 
Salt  Lake  City. 

MUSTEROLE  Co.,  Cleveland  (oint- 
ment), also  a  network  sponsor,  on  Jan. 
8  started  a  series  of  15-minute  tran- 
scriptions, twice  weekly,  featuring 
Whispering  Jack  Sipith  and  orchestra, 
on  KPO,  San  Francisco,  for  13  weeks. 
World  IJroadcasting  System  handles 
account.  KPO  on  Jan.  9  also  started 
the  "Musical  Varieties"  transcription 
series  three  nights  weekly,  52  times. 
Columbia  Phonograph  Co.,  New  York, 
handles  account.  KPO  has  also  signed 
"Eno  Crime  Club"  transcription  series, 
starting  Jan.  31,  for  104  Tuesday  and 
Wednesday  30-minute  evening  pro- 
grams, handled  through  N.  W.  Ayer 
&  Son,  New  York. 

DAIRYMEN'S  LEAGUE  Co-Operative 
Ass'n,  Inc.,  New  York  (Dairylea 
milk),  on  Jan.  28  will  stage  a  single 
half-hour  program  on  WOR,  Newark, 
to  be  relayed  also  to  KDKA,  Pitts- 
burgh; WGY,  Schenectady,  and  CFRB, 
Toronto.    Time  is  2:30-3  p.m. 

DODGE  BROTHERS  Corp.,  Detroit, 
on  Jan.  2  started  "Real  Life  Dramas," 
electrical  transcriptions,  for  13  con- 
secutive days  on  following  stations: 
WTAM,  Cleveland;  WGY,  Schenec- 
tady; KDKA,  Pittsburgh;  KJR,  Se- 
attle; KPO,  San  Francisco;  WRC, 
Washington;  WBZ  -  WBZA,  Boston- 
Springfield.  Scott  Howe  Bowen,  Inc., 
New  York,  handles  account. 


LOUIS  PHILLIPE,  Inc.,  Chicago, 
(cosmetics)  is  using  15-minute  tran- 
scriptions by  World  Broadcasting 
System,  Sunday  nights,  beginning 
Jan.  8  for  indefinite  period  over  KYW, 
Chicago.  Station  also  reports  Paris 
Medicine  Co.,  St.  Louis,  (Grove's  Lax- 
ative Bromo  Quinine)  sponsoring 
weather  reports  seven  nights  a  week 
to  April  2,  handled  by  Stack,  Goble, 
Chicago.  Wieboldt's  department  stores, 
Chicago,  are  using  13  announcements 
at  staggered  intervals  during  January 
to  assist  in  moving  stock  in  clearance 
sale. 

DURING  the  30  days  ending  Jan.  6, 
WTMJ,  Milwaukee,  wrote  $120,000 
worth  of  contracts  for  1933  broad- 
casts. Ten  different  advertisers  are 
involved,  and  all  contracts  are  for 
studio  programs.  One  contract  was 
for  52  one-hour  evening  broadcasts, 
and  another  was  for  312  quarter  hour 
programs. 

JUNG  SEED  Co.,  Randolph,  Wis., 
(garden  seeds)  is  sponsoring  "Jung's 
Garden  Corner"  Tuesdays,  Thursdays 
and  Sundays  over  WLS,  Chicago, 
starting  Jan.  5.  Talent  includes 
Ralph  Emerson,  organist;  John  Brown, 
pianist;  orchestra  and  vocalist.  Ac- 
count to  run  until  April  2,  handled  by 
Frizell  Agency,  Minneapolis. 

E.  FOUGERA  &  Co.,  New  York,  (Va- 
pex)  on  Jan.  2  started  temperature 
reports  on  WGY,  Shenectady,  daily 
except  Sundays,  4  weeks,  and  "Twi- 
light Tunes"  on  WTAM,  Cleveland, 
one-minute  announcements  during 
music  program  daily  except  Sundays, 
13  weeks.  N.  W.  Ayer  &  Son,  New 
York,  handles  account. 

BULOVA  WATCH  Co.,  New  York,  on 
Jan.  1  renewed  hour  time  announce- 
ments on  WABC,  New  York.  The  Blow 
Co.,  New  York,  handles  the  account. 

WJSV,  Alexandria,  Va.,  reports  sign- 
ing Vick  Chemical  Co.,  Greensboro,  N. 
C,  weather  forecasts  three  time  week- 
ly, direct;  Hearst's  American  Weekly, 
two  transcriptions  weekly,  through 
World  Broadcasting  System,  and  Mary- 
land Pharmaceutical  Co.,  Baltimore 
( Rem ) ,  weather  forecasts  daily, 
through  Joseph  Katz  Co.,  Baltimore. 


CATHOLIC  Extension  Society  of  tha 
United  States  (Chicago  headquarters) 
will  sponsor  a  half-hour  dramatic 
show  each  Sunday  afternoon  for  13 
weeks,  beginning  Feb.  5,  over  WBBM, 
Chicago.  Shows  will  dramatize  inci- 
dents in  growth  of  the  Catholic  move- 
ment in  U.  S.  Dr.  Gustav  Ronfert, 
former  organist  at  the  Vatican  City, 
will  be  organist  for  series.  Account 
handled  direct. 

WIBO,  Chicago,  reports  signing  In- 
ternational Chemical  Co.,  Chicago, 
(Shavolene)  for  15-minute  musical 
program  using  pianist  and  vocalist 
six  nights  weekly  for  thirteen  weeks. 
Account  handled  direct. 

WMAQ,  Chicago,  reports  signing 
Mushroom  Growers  Association  of 
Chicago  for  weekly  15-minute  pro- 
gram series  from  Dec.  27  to  March  23, 
morning  time.  Ways  to  include 
mushrooms  in  the  menu  are  told  by 
Mrs.  Edith  Shuck.  Account  handled 
by  J.  L.  Sugden,  Chicago. 

UNITED  REMEDIES  Co.,  Chicago, 
(Peruna)  is  using  quarter-hour  pro- 
grams and  announcements  on  35  sta- 
tions for  varying  periods.  Account 
handled  by  Heath-Seehof  Agency,  Chi- 
cago, with  Scott  Howe  Bowen. 

CAMPANA  Corp.,  Batavia,  111.,  (Ital- 
ian Balm)  has  spotted  a  program  six 
afternoons  a  week  for  indefinite  period 
over  WJJD,  Chicago,  using  Howard  L. 
Petersen,  organist,  and  Avis  Fiske, 
soprano;  handled  by  McCann-Erick- 
son,  Chicago.  WJJD  reports  also  sign- 
ing Sinclair  Refining  Co.  for  half 
hour  program  of  musical  recordings 
Sunday  mornings  and  two  announce- 
ments weekdays  for  its  Sinclair  Mer- 
ry-Go-Round  service  station  in  Chi- 
cago; handled  direct. 

CAMPBELL  CEREAL  Co.,  Chicago, 
has  renewed  with  KFRC,  San  Fran- 
cisco, for  thrice  weekly  broadcasts  of 
its  Steamboat  Bill  transcriptions.  This 
is  a  jump  from  last  year's  once  weekly 
broadcast.  Bill  Wright  continues  as 
Steamboat  Bill.  Rogers  &  Smith,  Chi- 
cago, handles  account. 

LANGENDORF  UNITED  BAKER- 
IES, San  Francisco,  on  Jan.  16  be- 
gins a  series  of  five  weekly  morning 
news  broadcasts  handled  by  Rush 
Hughes,  and  going  to  KGO  and  KFI, 
for  25  weeks.  J.  Walter  Thompson, 
San  Francisco,  handles  account. 

BRISTOL-MYERS  Co.,  New  York  (In- 
gram cream),  early  in  January  started 
its  new  "Through  the  Looking  Glass 
with  Francis  Ingram"  series  over  vari- 
ous stations,  including  KDKA,  WTAM, 
WGY,  WBZ-WBZA,  KOA  and  KPO. 
World  Broadcasting  System,  New 
York,  handles  account. 

PHILLIPS  Petroleum  Co.,  Bartles- 
ville,  Okla.  (gasoline),  on  Jan.  2  start- 
ed "Milligan  and  Mulligan,  Demon 
Detectives,"  on  WGN,  Chicago,  daily 
except  Sunday.  Program  was  created 
and  produced  by  Bob  White  Produc- 
tions, Chicago. 

NYAL  Co.,  Detroit  (chain  drug  stores), 
sponsored  Hal  Kemp's  orchestra  in 
electrical  transcription  on  WGY, 
Schenectady,  Dec.  26,  28  and  30  only. 
Scott  Howe  Bowen,  New  York,  hand- 
led the  account. 

STICKNEY  &  Poor  Spice  Co.,  Char- 
leston, Mass.  (stuffing,  spices,  etc.), 
on  Dec.  23  started  Lew  White  at  organ 
on  WJZ,  New  York,  and  WBZ-WBZA, 
Boston-Springfield,  Fridays,  10:45-11 
a.m.,  13  weeks.  Badger  &  Browning, 
Inc.,  Boston,  handles  account. 

LAMBERT  PHARMACAL  Co.,  St. 
Louis,  (Listerine)  will  sponsor  Uncle 
Quin  Ryan  and  a  juvenile  troupe  over 
WGN,  Chicago,  six  nights  a  week  for 
13  weeks,  beginning  Jan.  16.  The 
program  will  be  15  minutes,  handled 
by  Lambert  and  Feasley,  Inc.,  New 
York. 

WORCESTER  SALT  Co.  New  York 
(salt  and  toothpaste),  on  Jan.  7  start- 
ed Paul  Victorine's  orchestra  on  WJZ, 
New  York,  Saturdays,  7:30-7:45  p.m., 
13  weeks.  Fuller  &  Smith  &  Ross,  Inc., 
New  York,  handles  the  account. 


TRANSCRIBING  FOR  HEARST— Photo  shows  making  of  Hearst's 
American  Weekly  transcription  serial,  now  being  placed  on  many  sta- 
tions, in  studio  of  World  Broadcasting  System.  Bert  Lytell  at  micro- 
phone is  facing  Elizabeth  Day  and  Howard  Smith,  with  Ruth  Fallows 
at  his  side.  Directing,  script  in  hand,  is  Robert  Griffin,  WBS  dramatic 
director,  while  Jed  Houston,  production  engineer,  sits  on  piano  stool 
checking  episode's  action  with  stop  watch.  Through  control  room  glass, 
Program  Director  Mario  is  advising  Griffin  how  voices  come  over  while 
Production  Engineer  Charles  Hancox  regulates  controls. 
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WESTINGHOUSE  Electric  &  Mfg. 
Co.,  Pittsburgh,  on  Feb.  14  starts 
series  of  dramatized  detective  stories 
by  Octavus  Roy  Cohen,  on  NBC-WJZ 
and  supplementary  northwest  net- 
works, Tuesdays,  Thursdays  and  Sat- 
urdays, 7:45-8  p.m.  and  11:15-11:30 
p.m.,  18  weeks.  Puller,  Smith  &  Ross, 
Inc.,  Cleveland,  handles  account. 

THE  BORDEN  Co.,  New  York,  (evap- 
orated milk)  on  Jan.  4  started  food 
talks  on  NBC-WEAF  network,  Wed- 
nesdays for  52  weeks  and  Saturdays 
(started  Jan.  7)  for  26  weeks,  11:15- 
11:30  a.m.  Also  on  NBC-KGO  net- 
work, Fridays,  11:30-11:45  a.m.,  PST, 
26  weeks  (started  Jan.  6).  Young  & 
Rubicam,  Inc.,  New  York,  handles 
both  accounts. 

THOMAS  COOK  &  Son,  New  York, 
(travel  and  tours)  on  Feb.  13  starts 
travel  talks  by  Malcolm  La  Prade, 
with  music,  on  NBC-WJZ  and  supple- 
mentary western  networks,  Sundays, 
1:30-1:45  p.m.,  13  weeks.  L.  D.  Wer- 
theimer,  Inc.,  New  York,  handles  ac- 
count. 

SPRATT'S  PATENT,  Ltd.,  Newark, 
N.  J.,  (dog  food)  on  Jan.  30  starts 
talks  on  dogs  on  NBC-WJZ  network, 
Mondays,  8:30-8:45  p.m.,  12  weeks; 
also  on  NBC-KGO  network,  Wednes- 
days, 8:15-30  p.m.,  PST,  10  weeks. 
Paris  &  Peart,  New  York,  handles  both 
accounts. 

REAL  SILK  HOSIERY  Co.,  Indianap- 
olis, beginning  Feb.  5,  will  sponsor 
series  of  Sunday  night  programs.  9:15- 
9:45  p.m.,  CST,  on  NBC-WJZ  net- 
work, featuring  Pratt  and  Sherman, 
comedy  team,  and  Vincent  Lopez  or- 
chestra. Erwin,  Wasey  &  Co.,  Chi- 
cago, handles  account. 

BENJAMIN  MOORE  &  Co.,  New 
York,  (paints)  on  Jan.  3  started  talks 
on  interior  decorating,  with  organ 
music,  over  NBC-WEAF  network,  Fri- 
days, 4:15-4:30  p.m.,  26  weeks.  Ac- 
count handled  direct. 

PHILCO  RADIO  &  Television  Corp., 
Philadelphia,  on  Jan.  2  started  Boake 
Carter,  news  analyst,  on  15  CBS  sta- 
tions, Monday  through  Friday,  7:45-8 
p.m.,  52  weeks.  F.  Wallis  Armstrong 
Co.,  Philadelphia,  handles  account. 

REMINGTON  RAND,  Inc.,  Buffalo, 
(office  equipment)  on  Dec.  27  started 
Cowboy  Tom  and  Indian  Chief  on  19 
CBS  stations,  Tuesdays,  Thursdays 
and  Saturdays,  5:45-6  p.m.,  14  weeks. 
Batten,  Barton,  Durstine  &  Osborn, 
New  York,  handles  account. 

SOCONY- VACUUM  Corp.,  New  York 
(gasoline  and  oil)  on  Jan.  27  starts' 
Edwm  C.  Hill,  ace  news  commentator, 
and  Nat  Shilkret's  orchestra,  on  42 
CBS  stations,  Fridays,  9:30-10  p.m., 
52  weeks.  Batten,  Barton,  Durstine  & 
Osborn,  New  York,  handles  account. 

VICK  CHEMICAL  Co.,  Greensboro, 
N.  C,  on  Jan.  4  started  "Tlie  Roman- 
tic Bachelor"  on  52  CBS  stations, 
Wednesdays,  9:15-9:30  p.m.,  13  weeks. 
Young  &  Rubicam,  Inc.,  New  York, 
handles  account. 

LAVORIS  CHEMICAL  Co.,  Minneapo- 
lis, (mouth  wash)  on  Jan.  2  renewed 
"Easy  Aces"  on  23  CBS  stations,  Mon- 
days, Wednesdays  and  Fridays  to  Jan. 
25,  then  Tuesdays,  Thursdays,  and 
Saturdays,  8-8:15  p.m.,  21  weeks. 
Blackett-Sample-Hummert  &  Gardner, 
Chicago,  handles  account. 

SPRAGUE,  WARNER  &  Co.,  Chicago, 
(food  distributors)  on  Jan.  27  starts 
Phil  Porterfield,  Jane  Anderson  and 
Helen  Braum  on  10  CBS  stations,  Fri- 
days, Saturdays,  Sundays  at  different 
times.  Erwin,  Wasey  &  Co.,  Chicago, 
handles  account. 

BARBASOL  Co.,  Indianapolis,  (shav- 
ing cream)  on  Jan.  4  changed  time  of 
program  on  NBC-WEAF  network  to 
Wednesdays  and  Thursdays,  7:15-7:30 
p.m. 


GENERAL  FOODS  Corp.,  New  York, 
(Minute  Tapioca,  jello,  Calumet)  on 
Jan.  3  started  cooking  school  program 
with  Frances  Lee  Barton,  on  NBC- 
WEAF  and  supplementary  networks, 
Tuesdays  and  Thursdays,  11:15-11:30 
a.m.,  52  weeks.  Young  and  Rubicam, 
Inc.,  New  York,  handles  account. 

KRAFT-PHOENIX  Cheese  Corp.,  Chi- 
cago, on  Jan.  14  started  cooking  school 
with  Mrs.  Goudiss  on  NBC-WJZ  net- 
work, Saturdays,  11-11:15  a.m.,  13 
weeks.  J.  Walter  Thompson  Co.,  Chi- 
cago, handles  account. 

GREAT  ATLANTIC  &  PACIFIC  Tea 
Co.,  New  York,  on  Jan.  9  started 
"Maud  and  Cousin  Bill,"  Booth  Tark- 
ington  dramatic  sketch,  on  NBC-WJZ 
network,  daily  except  Saturday  and 
Sunday,  6-6:15  p.m.,  52  weeks.  Paris 
and  Peart,  New  York,  handles  ac- 
count. 

TILLAMOOK  COUNTY  CREAMERY 
Ass'n,  Tillamook,  Ore.,  (Tillamook 
Cheese)  on  Jan.  6  began  sponsoring 
Wyn,  noted  authority  on  home  eco- 
nomics, appearing  as  "The  Dairy 
Maid"  in  the  Women's  Magazine  of 
the  Air  program  on  NBC-KGO  net- 
work of  five  stations. 

GENERAL  ELECTRIC  Co.,  sponsor- 
ing the  "G.  E.  Circle"  on  NBC  Sun- 
days, 9-9:30  p.m.,  has  extended  its 
contract  from  40  weeks  to  52  weeks. 
Its  present  contract  does  not  expire 
until  Dec.  17,  1933.  The  account  be- 
gan its  present  series  about  the 
middle  of  December. 

CENTAUR  Co.,  New  York,  (castoria) 
got  such  splendid  results  from  a  test 
campaign  conducted  on  KGO,  KFI  and 
KFSD  that  a  split  contract  of  39 
weeks  has  been  signed  for  the  11 
stations  of  NBC's  western  network. 
The  "Dr.  Dick"  serial  began  Jan.  2 
and  runs  until  June  12,  going  off  the 
air  jntil  Sept.  11  when  it  resumes 
until  Dec.  18. 

ROMAN  MEAL  Co.,  Tacoma,  Wash., 
(cereal)  on  Jan.  11  started  26  weeks 
on  the  western  NBC  Magazine  of  the 
Air,  expiring  June  5.  Milne  and  Co., 
Seitttle,  handles  account. 

KOLYNOS  Co.,  New  Haven,  Conn., 
(dental  cream)  on  Jan.  17  will  switch 
its  "Just  Plain  Bill"  program,  heard 
for  the  last  13  weeks  only  on  WABC, 
New  York,  to  CBS  network,  Blackett- 
Sample-Hummert  &  Gardner,  New 
York,  handles  account. 

BAYER  Co.,  New  York,  (aspirin)  on 
Jan.  15  renews  for  13  weeks  "Ameri- 
can Album  of  Familiar  Music"  on 
NBC-WEAF  network,  Sundays,  9:30- 
10  p.m.  Blackett-Sample-Hummert  & 
Gardner,  New  York,  handles  account. 

WAITT  &  BOND,  Inc.,  Newark,  N.  J.. 
(Blackstone  cigars)  on  Jan.  3  renewed 
Prank  Crumit  and  Julia  Sanderson  on 
NBC-WEAF  network,  Tuesdays,  8- 
8:30  p.m.,  52  weeks.  Batten,  Barton, 
Durstine  &  Osborn,  New  York,  han- 
dles account. 

THE  "FU  MANCHU  Mystery  Stories," 
sponsored  on  CBS  by  the  Campana 
Corp.,  Batavia,  111.,  (Italian  balm),  on 
Jan.  2  was  advanced  to  8:30-9:00  p.m., 
15  minutes  earlier  than  formerly. 
WGR,  Buffalo,  was  substituted  for 
WKBW,  of  the  same  city. 

SHELL  OIL  Co.,  San  Francisco,  on 
Jan.  1  renewed  its  contract  for  the 
morning  frolic  by  Dobbsie  and  the 
Shell  Happytimers  for  a  year  over  the 
Don  Lee-CBS  network.  KSL,  Salt 
Lake  City,  has  been  added  to  the  net. 


Porter  Transferred 

G.  HAROLD  PORTER  has  been 
named  vice  president  in  charge  of 
the  west  coast  activities  of  RCA 
Victor  Co.,  with  offices  at  Holly- 
wood, Cal.,  according  to  announce- 
ment by  J.  R.  McDonough,  presi- 
dent of  the  company.  Mr.  Porter 
formerly  held  a  similar  post  with 
the  Radio  Corporation  of  America. 


"The  results  of  BISQUICK 
advertising  in  New  York 
have  been  very  encouraging 
although  we  have  no  basis  of 
comparison  between  New  York 
and  other  markets  simply  be- 
cause there  is  no  market  com- 
parable  with  New  York". 


CORD  COMPANY,  INC. 


THE  Mc 

May  iT^t  1932 


Ur.  Halter  J.  Seff, 
Bfldlo  Station  HOK, 
X440  BroadwVi 
New  lorlc,  H.  1- 


5i-ir 28th,  «e  are  glad 
interruption  of  the 


Dear  Mr.  Seff: 

In  reply  J""'' 
^  know  that  there  h* 
BISQOICK  I  IT-  ["""Jr^^ 

remits  ^&«rh:rsiteC/::  -ifo^ 

™t„  very  encouraging,  althou^  ^  3,  ly 

Tours  very  truly, 
THE  McCORE  COMPm,  INC 


GSB:VO 


 and  similar  results 

are  the  regular  experience 
of  WOR  advertisers  - 


WOR 


^men'ca'f/effcftnq  Indepenc^enf  Station  Serving 
Greater  Hewjersetf  anft  ttew^ork  ifletropofifatiMrea 


Bamberger  Broadcasting  Service,  Inc., 

Newark,  New  Jersey 
New  York  Office:  1440  Broadway  New  York  City 

Chicago  Office:  William  G.  Rambeau,  360  N.  Michigan  Ave.,  Chicago,  III. 


January  15,  1933  •  BROADCASTING 


Page  21 


UNION  OIL  Co.  Los  Angeles,  has  taken 
on  sponsorship  for  the  Sunday  night 
KHJ  Merrymakers  Frolic.  Initial  pro- 
gram under  the  new  sponsorship  was 
broadcast  Jan.  8.  The  Don-Lee  CBS 
network  will  carry  the  program  week- 
ly, with  the  addition  of  KOY,  Phoe- 
nix. Ben  Bard,  of  stage  and  screen, 
has  been  signed  as  master  of  cere- 
monies. Other  talent  will  include  the 
usual  merrymakers  cast.  Union  Oil, 
through  the  Los  Angeles  office  of  Lord 
&  Thomas,  discontinued  sponsorship  of 
the  weekly  Domino  Club  broadcast 
over  KFI  and  Pacific  coast-NBC  net- 
work to  take  on  the  new  series. 

GENERAL  BAKING  Co.,  New  York, 
on  Jan.  15  renews  Julia  Sanderson 
and  Frank  Crumit  on  26  CBS  stations, 
Fridays,  10:15-10:45  a.m.,  52  weeks. 
Batten,  Barton,  Durstine  &  Osborn, 
New  York,  handles  account. 

GENERAL  FOODS  Corp.,  New  York, 
on  Jan.  5  changed  "Cape  Diamond 
Light"  program  time  to  Thursdays, 
8-8:30  p.m.,  on  NBC-WJZ  network. 


PROSPECTS 


CRAMER  CLINIC,  425  Lee  Building, 
Kansas  City,  Missouri,  is  planning  an 
exclusive  radio  advertising  campaign, 
beginning  at  once,  introducing  their 
new  pharmaceutical  product,  Morzo. 
A  popular  daily  studio  feature  on 
KMBC,  Kansas  City,  inaugurates  their 
campaign.  They  intend  to  place  daily 
features  on  many  large  stations,  and 
daily  announcements  on  many  small 
stations.  All  advertising  is  placed 
direct  by  Dr.  W.  R.  Cramer,  of  the 
Clinic. 

H  and  H  CLEANER  Co.,  134  E.  Locust 
St.,  Des  Moines,  (H  and  H  Cleaner 
for  carpets  and  upholstery)  will  make 
up  lists  in  February,  including  radio. 
J.  H.  Chateauvert  is  president  in 
charge  of  advertising.  Account  hand- 
led by  Coolidge  Advertising  Co.,  Des 
Moines. 


CARRY  SALT  Co.,  Hutchinson,  Kan., 
makes  up  lists  during  January  and 
July,  including  radio.  R.  G.  Streeter 
is  advertising  manager.  Potts-Turn- 
bull  Co.,  300  Dierks  Bldg.,  Kansas 
City,  handles  account. 

MINNESOTA  VALLEY  CANNING 
Co.,  Le  Sueur,  Minn.,  (Del  Maiz 
canned  products)  will  make  up  lists 
during  February,  including  radio. 
Ward  H.  Patton  is  advertising  mana- 
ger. Account  handled  by  Erwin, 
Wasey  &  Co.,  Chicago. 
H.  D.  MORGAN  Laboratories,  Ltd., 
5846  Waring  Ave.,  Hollywood,  Cal., 
(Burn- Aide,  Ezy-2-Tan,  Waikiki  Tan 
Lahoni)  makes  up  lists  during  Feb- 
ruary, March  and  April,  including 
radio.  A.  F.  Mackey  is  advertising 
manager.  Account  handled  by  Emil 
Brisaoher  &  Staff,  Crocker  Bldg.,  San 
Francisco. 

CLEMONS,  Inc.,  New  York,  (retail 
clothes)  will  use  radio  in  a  campaign 
to  be  handled  by  W.  I.  Tracy,  Inc., 
New  York. 

RADIO  DEALERS  of  New  Orleans 
have  combined  to  raise  a  fund  to  carry 
an  advertising  campaign  over  three 
local  stations. 

AGENCIES  AND 
REPRESENTATIVES 

EDWARD  E.  VOYNOW,  former  Chi- 
cago manager  for  Scott  Howe  Bowen, 
Inc.,  has  resigned  to  become  middle 
western  manager  of  Edward  Petry  & 
Co.,  newly  formed  organization  for 
station  representative.  His  offices  are 
in  the  Wrigley  Bldg.,  Chicago.  George 
Kercher,  former  radio  editor  of  the 
Chicago  Evening  Post  and  later  in 
publicity  work  for  NBC  and  Chicago, 
will  be  associated  with  Mr.  Voynow. 

JOHN  H.  WEISER  has  been  trans- 
ferred from  the  Seattle  to  the  San 
Francisco  office  of  Botsford-Constan- 
tine  &  Gardner,  Portland,  Ore.,  to 
take  charge  of  the  radio  department. 


MODULATION  METER 

Designed  from  the  viewpoint  of 
the  operating  engineer 

COMPLETE 
ACCURATE 
COMPACT 


PERFORMANCE 
HIGHLIGHTS 

^  This  modula- 
tion meter  indi- 
cates simultane- 
ously both  positive 
and  negative  peaks.  ^  High  accuracy  is  achieved 
as  a  by  product.  ^  Percentages  as  low  as  1%  and 
over  100%  may  be  read  directly.  ^  New  filter 
design  permits  accurate  readings  to  be  taken  over 
the  whole  radio  spectrum  at  any  modulation  fre- 
quency in  the  audio  range.  ^  After  a  rapid  pre- 
liminary adjustment  there  is  nothing  to  do  but 
watch  the  meter.  ^  Works  equally  well  on  5  watts 
or  500,000  watts. 

Send  for  descriptive  pamphlet. 

RADIO  RESEARCH  COMPANY,  Inc. 

1204  Irving  Street,  N.  E. 
WASHINGTON,  D.  C. 


RADIO  FEATURES  Syndicate,  545 
Fifth  Ave.,  New  York,  announces  that 
it  has  completed  the  first  of  a  series 
of  musical  programs  for  stations,  with 
Harry  Salter  conducting  orchestra, 
William  Coty,  tenor,  and  the  Person- 
ality Quartet.  Adolph  Gobel,  Inc., 
New  York,  (meat  products)  and  Mil- 
ford  Garter  Co.  are  sponsors  of  its 
offerings,  being  placed  on  various  sta- 
tions. 

STANLEY  TOBIN,  formerly  a  mem- 
ber of  the  advertising  staff  of  Elec- 
tric Refrigeration  News  and  of  the 
public  relations  staffs  of  Frigidaire 
Corp.  and  the  Geyer  Co.,  Dayton,  O., 
advertising  agency,  has  joined  the 
publicity  department  of  Brooke,  Smith 
&  French,  Inc.,  of  Detroit.  Before 
entering  the  advertising  field,  Mr. 
Tobin  was  connected  with  a  number 
of  newspapers,  among  them  the  En- 
quirer and  the  Commercial-Tribune, 
Cincinnati;  the  Herald  and  the 
Herald-Post,  Louisville;  the  Free 
Press,  Detroit,  and  the  Herald,  Miami, 
Fla. 

GENERAL  TIMBER  Service,  Inc.,  St. 
Paul,  Minnesota,  announces  the  ap- 
pointment of  Needham,  Louis  and 
Brorby,  Inc.,  Chicago,  as  advertising 
and  merchandising  counsel  for  the 
lumber  division  of  the  Weyerhaeuser 
industries.  The  work  of  the  agency 
v/ill  include  the  further  development 
of  trade-marked  and  improved  lum- 
ber, marketed  under  the  4-SQUARE 
trade-mark,  together  with  other  afflli- 
afed  products. 

LEE  ANDERSON  Advertising  Co., 
Detroit,  formerly  Advertisers,  Inc., 
now  handles  the  account  of  the  Chrys- 
ler Sales  Corp.,  Detroit,  which  uses 
radio  with  other  media.  Personnel  of 
the  agency:  Lee  Anderson,  president; 
Burt  A.  McDonald,  vice  president- 
treasurer;  R.  A.  Carey,  secretary;  R. 
E.  Clayton,  space  buyer;  J.  Miller, 
production  manager;  Sydney  Wells, 
art  director. 

CECIL  F.  BENNETT  has  joined  Need- 
ham,  Louis  and  Brorby,  Chicago 
agency,  as  partner.  For  six  years  Mr. 
Bennett  was  president  of  the  Otto  J. 
Koch  agency,  Milwaukee.  Before  that 
he  was  a  writer  with  Lord  and  Thomas 
in  Chicago.  More  recently  he  has 
been  executive  vice  president  of  the 
United  States  Advertising  Corp.,  Chi- 
cago. 

WHB,  Kansas  City,  has  appointed 
Free  &  Sleininger,  Inc.,  at  its  Chicago 
representative,  according  to  an  an- 
nouncement by  Don  Davis,  manager. 
WOODY  KLOSE,  former  program  and 
production  manager  of  KMOX,  St. 
Louis,  and  producer  of  the  Phillips  66 
Flyers  originated  at  KMOX  for  CBS, 
has  joined  Mortimer  W.  Mears,  St. 
Louis  agency,  as  radio  director. 
ARTHUR  H.  ASHLEY,  formerly  in 
charge  of  radio  for  William  Morris, 
theatrical  agency,  has  joined  Alfred 
J.  Silberstein,  New  York  agency,  as 
radio  director. 


JOHNSON  &  JOHNSON,  New  Bruns- 
wick, N.  J.,  which  has  signed  for  a 
daily  program  on  CBS,  announces  the 
promotion  of  T.  E.  Hicks,  formerly 
manager  of  salesmen,  to  vice  president 
in  charge  of  merchandising. 

AFFILIATED  PRODUCTS,  Inc.,  Chi- 
cago (cosmetics)  has  appointed  Black- 
ett-Sample-Hummert  &  Gardner,  Chi- 
cago, to  handle  its  whole  account. 
Agency  hitherto  has  handled  its  radio 
advertising. 

PARIS  &  PEART,  New  York  agency, 
has  been  appointed  to  handle  all  the 
advertising  of  the  Great  Atlantic  & 
Pacific  Tea  Co.,  New  York,  starting 
Jan.  1. 

WSM,  Nashville,  announces  the  ap- 
pointment of  Edward  Petry  &  Co., 
New  York,  Chicago  and  San  Francis- 
co, as  its  exclusive  national  represen- 
tative. 

BURTON  EMMETT  liquidated  his 
holdings  in  the  Newell-Emmett  Co., 
New  York  agency,  on  Dec.  31  to  re- 
gain his  health  and  to  devote  more 
time  to  travel. 

UNITED  ADVERTISING  Agency, 
New  York,  now  handles  the  account 
of  Bost,  Inc.,  New  York,  (Bost  tooth- 
paste) . 

STUDIO  NOTES 


CARRYING  a  special  good-will  mes- 
sage to  the  people  of  New  Zealand, 
written  specially  by  Sir  Ronald  Lind- 
say, British  Ambassador  to  Washing- 
ton, WCKY,  Covington,  Ky.,  staged  a 
special  3-hour  broadcast  from  mid- 
night to  3  a.m.  recently  to  reach  the 
Antipodes  audience  in  the  late  after- 
noon and  early  evening.  Messages 
were  also  carried  from  other  notables 
and  a  cabled  reply  received  from  the 
Prime  Minister  of  New  Zealand.  Pro- 
gram was  arranged  by  L.  B.  Wilson, 
manager,  and  Maurice  Thompson, 
studio  director,  in  response  to  re- 
quests from  the  South  Sea  dominion. 

WNAC,  Boston,  claims  the  distinction 
of  carrying  with  WEAF,  New  York, 
the  first  chain  broadcast  in  America. 
The  log  of  WNAC  reveals  that  it  was 
hooked  up  with  the  New  York  station 
on  Jan.  4,  1923,  or  just  10  years  ago. 

TRACING  its  history  back  to  the  early 
experiments  of  Dr.  Charles  D.  Her- 
rold,  KQW,  San  Jose,  Cal.,  lays  claim 
to  being  25  years  old  and  the  pioneer 
radio  broadcasting  station  of  the 
world.  It  celebrates  its  birthday  Jan. 
16.  Fred  J.  Hart,  president  of  the 
station,  also  asserts  KQW  was  the  first 
to  broadcast  continuous  entertainment. 

TYDOL  Jubilee,  heard  over  CBS,  has 
changed  its  entire  talent  layout.  For- 
merly featuring  Paul  Specht's  orches- 
tra and  the  three  X  Sisters,  the  ac- 
count is  now  sponsoring  Dolph  Mar- 
tin's orchestra,  Clara  Willis,  vocalist, 
and  the  Travelers'  Quartet. 
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EVIDENCE  that  the  broadcasting  of 
wrestling  matches  over  WNAC,  Bos- 
ton, actually  boosted  gate  receipts  is 
offered  in  a  letter  written  by  Lee  Mc- 
Pherson,  wrestling  promoter,  to  John 
Shepard,  III,  president  of  the  Yankee 
Network.  Crowds  at  the  matches  grew 
from  less  than  400  to  more  than  10,000 
within  a  few  weeks,  and  Mr.  McPher- 
son  gives  chief  credit  to  radio. 

THE  MOST  powerful  television  trans- 
mitter in  the  west,  W6XS,  operated  by 
the  Don  Lee  Broadcasting  System,  Los 
Angeles,  began  regular  operation  Dec. 
23  and  is  now  on  the  air  from  6  to  7 
p.m.  daily  except  Sundays  and  holi- 
days. W6XS  has  power  of  1,000 
watts,  with  4,000  watts  maximum,  and 
operates  on  a  frequency  of  2150  kc. 

NEARLY  3,000  underprivileged  chil- 
dren in  Schenectady  discovered  that 
there  was  a  Santa  Claus  Christmas 
when  Kolin  Hager,  manager  of  WGY, 
and  Herbert  Morgan,  of  RKO  Proc- 
tor's Theatre,  jointly  sponsored  a 
Christmas  party,  Saturday  morning, 
Dec.  24,  at  the  RKO  Theatre.  The 
children  were  admitted  by  ticket  only, 
tickets  having  been  distributed  by 
teachers  in  public  and  parochial 
schools  by  school  nurses  and  by  mem- 
bers of  Parent-Teacher  Associations. 
Each  child  was  given  a  bag  of  pres- 
ents donated  by  Schenectady  mer- 
chants and  by  sponsors  of  WGY  pro- 
grams. 

A  NEW  RECORD  has  been  set  on  the 
cost  per  inquiry  basis  for  15-minute 
broadcast  from  one  station  by  "The 
Vagabonds"  of  WSM,  Nashville.  The 
boys  received  1,723  letters  as  a  result 
of  one  program  for  the  Morton  Salt 
Co.  over  WSM.  In  addition,  they  are 
averaging  5,000  pieces  of  mail  a  week 
on  five  other  programs.  They  have 
appeared  on  NBC  from  Chicago  and 
CBS  from  St.  Louis  and  have  been 
with  WSM  about  a  year. 

A  NEW  FEATURE  of  WCKY,  Inc., 
Covington,  Ky.,  is  the  Radio  Reporter. 
Each  Monday  at  6:15  p.m.  the  Radio 
Reporter  interviews  some  celebrity  of 
the  stage,  screen,  radio  or  business 
world  visiting  in  Cincinnati.  The 
Radio  Reporter  is  Elmer  H.  Dressman, 
newspaperman  of  16  years'  experience, 
who  recently  joined  the  WCKY  staff 
as  continuity  writer. 

ONE  ANNOUNCEMENT  in  a  recent 
broadcast  of  General  Poods'  "Today's 
Children"  program  over  WMAQ,  Chi- 
cago, brought  a  mail  response  of  2,500 
letters  asking  tickets  to  attend  a 
Christmas  party  broadcast  on  Dec.  23 
in  the  NBC  Chicago  studios.  Letters 
came  from  within  a  200-mile  radius 
of  Chicago. 

SAFEWAY  Stores,  Southern  Califor- 
nia grocery  chain,  is  issuing  song 
sheets  for  free  distribution  each  Sat- 
urday at  its  stores.  The  sheets  list  the 
songs  of  the  Safeway  broadcasts  on 
KFI,  Los  Angeles,  twice  weekly,  to- 
gether with  words  and  music  of  one 
old-fashioned  song.  A  contest  is  to  be 
staged  weekly  to  select  a  name  for 
the  song  sheet's  cover,  to  be  changed 
weekly.  H.  C.  Bernsten  Advertising 
Agency,  Los  Angeles,  handles  the  ac- 
count. 

"CALIFORNIA  Melodies."  which  goes 
out  of  KHJ,  Los  Angeles,  eastward  via 
CBS  each  Tuesday  night,  carried  a 
preview  of  a  talking  picture,  "Hypno- 
tized," during  a  Dec.  27  program.  The 
dialogue  and  music  were  released  to 
radio  before  professional  reviewers 
heard  it.  Though  Southern  California 
stations  have  given  bits  of  talkies  over 
the  air,  this  is  believed  to  be  the  first 
time  that  an  actual  preview  reached 
the  radio  audience. 

A  SERIES  of  five-minute  programs 
under  the  title,  "Radio  Forum,"  has 
recently  been  inaugurated  by  WDEL- 
WILM,  Wilmington,  Del.  The  feature 
is  devoted  to  brief  but  snappy  sketches 
of  the  various  entertainers  who  ap- 
pear before  the  microphone  during  the 
week.  At  the  same  time  a  poll  will 
be  taken  to  determine  the  type  of  pro- 
grams which  meet  with  the  greatest 
favor. 


ANOTHER  example  of  the  new  trend 
in  radio  introduced  by  CBS  in  "The 
March  of  Time"  was  afforded  by  the 
"Forward  March"  broadcast  over 
WJR,  Detroit,  the  night  following  the 
election  of  Franklin  D.  Roosevelt. 
With  roll  of  drums  and  stirring  mar- 
tial music,  WJR  dramatized  the  im- 
petus given  national  affairs  by  the 
choice  of  a  new  president.  Interest  in 
the  program  was  further  heightened 
by  addresses  by  leading  Detroit  busi- 
ness executives,  including  E.  W.  Ham- 
mond, publisher  of  the  Detroit  Times; 
Charles  F.  Kettering,  vice-president 
of  General  Motors,  and  others.  Leo 
Pitzpatrick,  vice-president  and  gen- 
eral manager  of  WJR,  sounded  the 
key-note  for  the  "Forward  March" 
program  in  a  tribute  ,  to  "Dynamic 
Detroit." 

THE  FIRST  of  a  series  of  "salute" 
programs  broadcast  by  WIOD,  Miami, 
Fla.,  under  the  sponsorship  of  the  In- 
ternational Rotary  Club,  paid  tribute 
to  Atlanta,  WSB  and  the  Atlanta 
Journal.  Lambdin  Kay,  director  of 
WSB,  was  praised  for  his  pioneer 
work  in  radio  entertainment. 

CHICAGO  as  a  city  of  accomplish- 
ments is  being  publicized  daily  by 
WMAQ,  Chicago,  during  station-break 
periods.  Brief  announcements  of  25 
words  or  less  calling  attention  to  little 
known  but  important  facts  about  the 
city  are  being  used.  Business  concerns 
and  civic  organizations  are  invited  to 
contribute  information  for  the  an- 
nouncements. 

A  UNIQUE  MEDIUM  for  spot  an- 
nouncements is  the  "WDAS  Sightsee- 
ing Bus,"  which  goes  on  the  air  from 
WDAS,  Philadelphia,  every  morning 
from  10  to  11  o'clock.  Commercial  an- 
nouncements are  introduced  through 
characters  aboard  the  etherel  bus  as 
it  tours  the  city. 

IN  THE  FACE  of  general  lowered 
buying  power,  indications  point  to  a 
greater  sale  this  year  of  the  new  WLS 
Family  Album  than  last  year,  it  was 
stated  by  WLS  officials.  Selling  up- 
wards of  40,000  copies  at  50  cents 
apiece  last  year,  it  is  believed  this 
year's  edition  will  easily  surpass  that 
figure.  Containing  45  pages,  the  book- 
let is  profuse  with  illustrations  of  the 
station's  stars  and  features,  including 
pictures  of  the  crowds  attending  the 
Saturday  Night  Barn  Dance  and  the 
excursions  promoted  by  the  station 
during  the  past  summer. 

BOB  FIDLAR,  chief  announcer  of 
WKZO,  Kalamazoo,  Mich.,  and  his  "Nit 
Wits"  troupe  of  hill-billies  and  wise- 
crackers  have  proved  so  highly  popu- 
lar over  the  station  that  they  are  in 
constant  demand  for  local  theater  ap- 
pearances. 

CASWELL  COFFEE  Co.  last  month 
celebrated  ten  continuous  years  on  the 
air  over  NBC,  San  Francisco.  The 
concern  has  been  on  ever  since  1922, 
which  is  believed  to  be  a  record  for 
consecutive  weeks  of  air  advertising. 


OPEN  FOR 
SPONSORSHIP 

March  1,  1933 

CECIL  &  SAIXY 

Scheduled  nightly  except 
Sunday  at  6:45. 

This  is  the  most  popular 
program  over  KGIR  according 
to  recent  listener  survey. 

CECIL  &  SALLY 

have  been  heard  on  KGIR  for 
the  last  three  years. 

KGIR 

"The  Voice  of  Montana  at 
Butte." 


Mouse  Traps  . . 

Once  they  believed  that  if  a  man 
made  a  better  mouse  trap,  the 
world  would  beat  a  path  to  his  door 

Today  We  Know 

that  no  matter  how  fine  your  mousetrap,  no  matter 
how  excellent  your  product,  the  world  comes  to 
your  door  only  at  your  bidding. 

Your  Station 

may  be  the  best  in  its  class,  the  finest  in  its  com- 
munity, the  most  effective  medium  for  selling 
mousetraps  or  whatnots 

Yet 

account  executives,  space  buyers,  national  adver- 
tising managers  won't  beat  a  path  to  your  door, 
either  because  they  don't  know  you  or  they  are 
otherwise  far  too  busily  occupied. 

That  Means 

that  you  must  take  your  superior  radio  station,  like 
any  good  commodity,  to  market. 

How  To  Do  It  ? 

Advertise  your  station  just  as  you  would  have 
the  makers  of  mousetraps  advertise  over  your  sta- 
tion. The  national  field  is  interested  in  your  sta- 
tion, its  market,  its  coverage — and  the  national 
field  reads  Broadcasting. 

Tell  Them 

your  story  in  our  advertising  columns.  Keep  the 
agencies  and  advertisers  aware  of  the  service  you 
are  rendering,  the  results  you  are  getting,  by  ad- 
vertising yourself  so  that  your  station  will  be  in- 
cluded in  national  schedules  now  in  the  making. 

Our  Circulation 

offers  comprehensive  coverage  of  advertising  agen- 
cies and  national  radio  advertisers.  Advertising  in 
Broadcasting  is  economical. 

Rates  and  details  upon  request 
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FIRST  YEAR 


SECOND  YEAR  KSTP  WCCO 

THIRD  VEAR  (THRU  iUNE.193J) 

Relative 
Station  Popularity 

In  the  9th  U.S.  Retail  Market 
Taken  from  Reports  of  the 

Co-operative 
Analysis  of  Broadcasting 

Prepared  by 

CROSSLEY,  INC. 

(Copyright,  A.  N.  A.) 

For  results  use  KSTP— Northwest's 
Leading  Radio  Station — sponsoring 
more  National  and  Local  Accounts 
than  all  other  Minnesota  Stations 
combined — the  only  station  con- 
centrating its  "coverage"  in  the  met- 
ropolitan trading  area  in  and  about 
Minneapolis  and  St.  Paul,  desig- 
nated as  the  — 


LISTENER  reaction  forced  General 
Petroleum  Corp.  to  go  back  to  its 
"Memory  Lane"  program  over  the 
NBC-KGO  network  last  month  after 
it  had  dropped  sponsorship  of  the  pro- 
gram in  favor  of  a  Nevi^sreel  feature. 
Hundreds  of  listeners  protested  the 
change,  with  the  result  that  the  "Mem- 
ory Lane"  feature,  which  has  been  on 
the  air  since  1927  but  sponsored  by  the 
oil  company  only  during  the  last  year, 
was  restored. 

MORE  THAN  200  faculty  members 
and  students  at  the  University  of  Kan- 
sas took  part  in  the  eighth  anniver- 
sary program  of  KFKU,  Dec.  15.  Al- 
though the  program  had  never  been 
rehearsed  in  its  entirety,  each  num- 
ber was  presented  as  scheduled,  and 
all  were  present  except  Governor-elect 
Alf  M.  Landon,  whose  address  was 
read  by  his  secretary.  The  last  half 
of  the  program  was  devoted  to  a  dra- 
matic presentation  of  the  history  of 
KFKU  and  its  representative  pro- 
grams. 

A  RECORD-breaking  total  of  1,021,208 
pieces  of  mail  was  received  by  WLS. 
Chicago,  during  1932,  it  was  reported 
by  Glenn  Snyder,  manager  of  the  sta- 
tion. This  record,  it  was  pointed  out 
was  made  in  the  face  of  six  months 
of  a  3-cent  postal  rate,  and  is  ex- 
clusive of  the  mail  sent  direct  to  pro- 
gram sponsors.  The  previous  record 
was  734,000  pieces  of  mail  in  1931. 
The  mail  came  from  every  state  and  15 
foreign  countries. 

KMOX,  St.  Louis,  reports  that  it  has 
signed  Interstate  Nursery  Co.,  which 
hitherto  has  used  no  other  advertising 
than  its  catalogue. 


EQUIPMENT 


Montgomery  Ward  Convinced 


(Continued  from  page  9) 


REVISED  SHEETS  containing  up  to 
date  technical  data  on  six  RCA  trans- 
mitting radiotrons  has  been  issued  by 
RCA  Victor  Co.,  Inc.  The  types  af- 
fected are  RCA-843,  RCA-850,  UV- 
204A,  RCA-831,  UV-217A  and  UV- 
217C.    Prices  remain  unchanged. 

UNIVERSAL  MICROPHONE  Co.,  In- 
glewood,  Cal.,  is  now  producing  a  new 
remote  control  panel,  weighing  20 
pounds,  encased  in  black  enamel  and 
portable.  It  is  a  one-stage  microphone 
amplifier  and  tone  control  for  use  in 
low  or  high  impedance  pick-up  for 
broadcast  purposes.  Other  uses  in- 
clude phone-mike  mixing  panel  for  p. 
a.  systems,  remote  control  microphone 
amplifier  and  monitor  panel  with 
phonograph  pick-up  or  telephone  to 
control-line  with  monitor  headphones. 

A  NEW  edition  of  its  Faradon  mica 
capacitator  catalogue,  with  special  con- 
sideration given  to  listing  standard 
mica  capacitator  specifications  so  that 
capacitators  may  be  conveniently  se- 
lected, has  just  been  issued  by  RCA 
Victor  Co.,  Camden,  N.  J.,  and  may 
be  secured  by  broadcasters  upon  re- 
quest. 


SO  that  each  letter  seemed  very 
personal.  After  being  answered, 
the  letters  were  turned  over  to  the 
store  for  follow-up  purposes.  Since 
the  children  were  asked  to  include 
their  telephone  numbers  in  their 
letters,  Montgomery  Ward  had  an 
unusually  excellent  mail  and  tele- 
phone list  at  the  conclusion  of  the 
series. 

7500  Letters  Received 

SANTA'S  LETTER  of  course 
brought  the  child,  and  in  practi- 
cally every  case  the  parents,  to  the 
store,  where  the  sales  force  had  an 
opportunity  to  display  and  sell  its 
merchandise.  The  program  was  de- 
signed specifically  for  toy  promo- 
tion, but  its  effects  were  felt  in  all 
departments  by  very  reason  of  the 
fact  that  adults  were  brought  into 
the  store  and  had  to  pass  many 
other  departments  before  Toyland 
was  reached. 

The  first  program  was  broad- 
cast for  Montgomery  Ward  on 
Thanksgiving  Day.  In  two  weeks 
time  approximately  4,000  letters 
were  received,  considerably  more 
than  double  the  amount  Montgom-, 
ery  Ward  manager  asked  for  as 
evidence  that  he  had  a  real  audi- 
ence for  his  advertising.  By  the 
end  of  the  series,  before  Christ- 
mas, more  than  7500  letters  have 
come  addressed  to  Santa  Claus, 
and  that  at  least  7500  children 
with  7500  parents  visited  Mont- 
gomery Ward's  store  as  a  direct 
result  of  radio  is  obvious. 

Every  day  since  the  store  went 
on  the  air  the  toy  department  has 
been  crowded,  and  the  manager, 
John  J.  Denn,  gave  radio  the  credit. 
Saturday,  Dec.  3,  a  little  more 
than  a  week  after  the  start  of  the 
program,  Montgomery  Ward's  toy 
department  recorded  its  largest 
sales  since  the  store  was  opened. 
At  5  o'clock  on  that  day  50  extra 
clerks  were  hired  to  serve  the 
crowds. 

Although  it  is  rather  outside 
the  scope  of  radio  merchandising, 
the  human  interest  element  has 
been  brought  forth.  Aside  from 
the  thousands  of  letters  received 
from  youngsters,  a  great  many  pa- 
thetic cases  of  needy  families 
came  to  light. 

Around  one  pathetic  case,  a  hu- 
man interest  story  was  written  by 
our  continuity  department  and  read 
over  the  air  with  all  names  omit- 
ted. The  next  day  a  number  of  lis- 


DOOUTTLE  &  FALKNOR.  Inc. 

FREQUENCY  MEASURING  SERVICE 

May  be  arranged  to  provide  daily  or  any  speci- 
fied number  of  measurements  per  week  as 
well  as  individual  measurements  at  station's 
request. 

Write  for  prices  on  schedule  suitable 
to  your  needs. 

1306-1308  W.  74th  St.       TKone.  Stewart  2810 
CHICAGO,  ILLINOIS 
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teners  volunteered  to  take  care  of 
some  worthy  family  if  we  would 
advise  them  of  some  of  the  most 
needy  cases.  All  remaining  cases 
were  turned  over  to  the  commis- 
sioner of  charities  so  that  this 
campaign  was  not  only  a  means  of 
business  promotion  for  Montgom- 
ery Ward  &  Company  but  was  a 
direct  means  of  bringing  a  merry 
Christmas  to  many  who  might 
otherwise  have  been  forgotten. 

This  department  store  has  been 
convinced.  At  the  close  of  the 
series  Mr.  Denn  told  representa- 
tives of  WOKO  that  he  had  writ- 
ten his  home  office  in  Chicago  re- 
questing that  radio  be  included  in 
the  advertising  budget  for  his 
store  in  1933. 

The  experience  of  this  manager 
should  mean  something  to  other 
department  store  executives  when 
it  is  considered  that  the  Albany 
store  of  Montgomery  Ward  & 
Company  is  not  only  the  largest, 
but  the  most  successful  of  the  553 
retail  stores  of  this  chain. 


Suit  Threatens  Station 
For  Alleged  Violation 
Of  Turntable  License 

LITIGATION  may  grow  out  of 
the  leasing  of  turntables  of  Elec- 
trical Research  Products,  Inc.,  to 
broadcasting  stations,  according  to 
LeRoy  Mark,  president  of  WOL, 
Washington.  Mr.  Mark  stated 
Jan.  5  that  ERPI  has  threatened 
suit  against  his  station  on  alleged 
violation  of  its  contract  for  use  of 
Western  Electric  turntables. 

Mr.  Mark  explained  he  has  re- 
fused to  pay  a  monthly  license  fee 
to  ERPI  on  the  ground  that  elec-  J 
trical  transcription  business  prom-  | 
ised  to  him  at  the  time  of  signing 
the  contract  has  not  materialized. 
He  said  that  if  a  suit  is  filed  he 
will  fight  it  in  an  effort  to  deter- 
mine the  validity  of  the  agreement. 

The  subject  of  turntable  licens- 
ing has  provoked  considerable  con- 
troversy among  many  stations, 
who  allege  also  that  verbal  prom- 
ises of  electrical  transcription  bus- 
iness was  given  them  at  the  time 
of  signing  license  contracts.  At 
the  recent  NAB  convention,  the 
question  was  raised  in  several  ad- 
dresses, and  Philip  G.  Loucks, 
NAB  managing  director,  declared 
it  was  one  of  the  problems  that 
should  be  settled  in  the  interest 
of  all  stations. 


KYW  Arguments 

ORAL  ARGUMENTS  in  the  so- 
called  1020  kilocycle  case,  involv- 
ing a  number  of  competitive  ap- 
plications for  use  of  that  wave  in 
the  second  zone,  instead  of  in  the 
fourth  zone,  will  be  heard  by  the 
Radio  Commission  at  10  a.m.,  Feb. 
1,  in  Washington.  Examiner  Pratt, 
who  presided  at  the  original  hear- 
ing, recommended  Nov.  3  that  the 
application  of  KYW,  Chicago,  now 
using  the  channel,  for  authority  to 
remove  to  Philadelphia,  in  the  sec- 
ond zone,  be  granted.  (See  Broad- 
casting, Nov.  15).  Other  appli- 
cants whose  requests  for  oral  argu- 
ments were  granted  include  WJAS, 
Pittsburgh,  and  WCAU,  WFAN 
and  WIP,  Philadelphia. 
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Action  on  License 
Extensions  Nears 

FORMAL  action  on  the  proposal 
of  Commissioner  Lafount  for  issu- 
ance of  broadcasting  licenses  for 
one  year  instead  of  six  months 
will  be  taken  by  the  Radio  Com- 
mission shortly.  Endorsed  by  the 
NAB,  the  proposal  already  has 
been  discussed  and  will  be  the  un- 
finished business  at  an  early  meet- 
ing. Action  was  deferred  when 
Mr.  Lafount  made  the  proposal 
last  October  because  Acting  Chair- 
man E.  0.  Sykes  was  at  Madrid. 
He  has  since  returned. 

The  matter  was  discussed  at  a 
meeting  on  Jan.  7,  at  which  time 
the  Commission  authorized  issu- 
ance of  licenses  to  amateurs  for 
three  years  instead  of  one  year. 
This  was  a  part  of  the  Lafount 
proposal,  which  also  provides  for 
issuance  of  commercial  licenses  for 
two  years  instead  of  one.  The  law 
now  provides  that  broadcasting 
licenses  may  be  issued  for  not 
longer  than  three  years. 

In  offering  his  motion,  Mr.  La- 
fount said  it  would  tend  to  sta- 
bilize the  industry  and  also  to 
harmonize  it  with  the  administra- 
tion drive  for  economy  in  govern- 
ment operation  by  reducing  the 
work  of  various  Commission  divi- 
sions. Regarding  broadcasting,  he 
declared  it  would  make  worthy 
stations  less  vulnerable  to  attack 
by  others  who  sought  their  facili- 
ties and  should  make  for  more 
efficient  regulation. 


Opposes  New  Station 

DENIAL  of  the  application  of  the 
Thirty-first  St.  Baptist  Church, 
Indianapolis,  for  a  new  daytime 
station  to  operate  on  600  kc.  with 
250  watts,  was  recommended  to  the 
Radio  Commission  Jan.  4  by  Ex- 
aminer Hyde.  The  Commission  last 
June  30  had  granted  the  applica- 
tion without  hearing,  but  suspend- 
ed the  authority  and  designated  it 
for  hearing  after  receiving  pro- 
tests from  WFBM  and  WKBF,  In- 
dianapolis; WSBT,  South  Bend; 
WGBF,  Evansville;  WBOW,  Terre 
Haute,  and  WCMA,  Culver.  Mr. 
Hyde  found  that  no  sound  financial 
basis  had  been  established  for  the 
proposed  station,  and  that  there 
are  existing  facilities  available  for 
broadcasting  of  sponsored  pro- 
grams "at  what  appear  to  be  rea- 
sonable rates." 


New  Station  Sought 

A  NEW  station  for  Portland,  Me., 
to  operate  on  1340  kc.  with  500 
watts,  full  time,  is  sought  in  an 
application  filed  with  the  Radio 
Commission  Jan.  4  by  Chas.  W. 
Phelan,  trading  as  Casco  Bay 
Broadcasting  Co.,  Portland.  Under 
the  quota  tables,  Maine  is  entitled 
to  2.22  units  and  has  2.26  units. 


A  TEST  conducted  by  the  Denver 
Post,  which  omitted  radio  program 
listings  for  several  days,  led  to 
such  a  deluge  of  telephone  inqui- 
ries both  to  the  newspaper  and 
local  radio  stations,  that  the  sched- 
ules have  been  reinstated  and  more 
space  th^n  ever  is  being  devoted  to 
radio. 


Today  WSM  Offers 

The  Lowest  Rate  50,000  Watt 
Station  in  the  Country 


In  a  major  marketing  area, 
dominated  by  WSM 

And  offers,  in  addition,  a  snb- 
stantial  coverage  BEYOND  its 
normal  marl^eting  boundaries, 
without  charge 


We  suggest  you  see  a  picture  of 
this  interesting  situation.  Write 
for  CERTIFIED  MAIL  BREAK- 
DOWN report  and  data. 


CLEARED  CHANNEL 
LTNLIMITED  TIME 


WSM 


650  KILOCYCLES 
NBC  AFFILIATE 


50,000  WATTS 

Owned  and  Operated  by 

THE  NATIONAL  LIFE  and  ACCIDENT  INSURANCE 
COMPANY,  INC. 


Bet  you  a  breakfast 
they're  not  listenin'  in! 

6:05  in  the  cold  gray  of  a  winter's 


morning 


But  nearly  2,000  listeners  wrote  in 
to  declare  that  they  were  "up  and 
listening  to  WLS  as  usual." 


^^^^E  HAVE  always  known  that  WLS  has  a 
large  audience  even  in  the  early  morning, 
but  to  again  prove  the  fact,  our  announcer,  Hal 
O'Halloran,  and  our  organist,  Ralph  Waldo 
Emerson,  engaged  in  a  little  conversation  in- 
tended to  secure  listener  interest.  Ralph  bet 
Hal  the  breakfasts  for  a  week  that  more  than 
500  people  were  listening  in.  The  friendly 
WLS  audience  caught  on  and  listeners  in  37 
states  and  5  provinces  in  Canada  wrote  in  to 
help  Ralph  win  his  bet. 

And  so  again  WLS  proves  that  it  has  a  large 
audience — an  alert  audience  of  friends  and  fol- 
lowers— an  unusual  market — effectively  reached 
at  low  cost. 

Let  us  tell  you  more  about  the  vast 
army  of  buyers  that  are  most  effec- 
tively reached  through  this  station. 


WL5 

50,000  Watts  870  Kilocycles 

The  Prairie  Farmer  Station 


Burridge  D.  Butler, 
President 


Glenn  Snyder, 
Manager 

— Main  Studios  and  Offices — 
1230  W.  Washington  Blvd., 
CHICAGO 
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ACTIONS   OF  THE 


FEDERAL    RADIO  COMMISSION 


JANUARY  3  TO  JANUARY  14  INCLUSIVE 


Applications 


JANUARY  4 

NEW,  Portland,  Me. — Casco  Bay  Broadcasting  Co.  for 
CP  to  use  1340  kc,  500  w.,  unlimited  time. 

WLTH,  Brooklyn,  N.  Y. — Modification  of  license  to 
change  hours  from  shares  with  WCGU,  WFOX  and 
WBBC  to  share  WFOX  and  WBBC  (facilities  of  WCGU, 
Brooklyn)  amended  to  request  WLTH  %  time;  WBBC 
%  time;  requests  facilities  of  WCGU,  and  WFOX, 
Brooklyn. 

WSPA,  Spartanburg,  S.  C. — CP  to  move  transmitter 
to  a  location  in  Spartanburg,  S.  C,  to  be  determined 
subject  to  approval  of  Commission,  install  new  5  kw. 
equipment,  change  frequency,  power  and  hours  from 
1420  kc,  100  w.  night,  250  w.  to  LS,  unlimited  hours 
to  850  kc,  5  kw.,  simultaneous  D  with  WWL  and  share 
at  night  with  WWL  (facilities  of  KWKH,  Shreveport, 
La.) 

WJZ,  New  York — Special  experimental  authorization 
to  change  power  from  30  kw.  to  30  kw.  regularly  and 
50  kw.  experimental  basis. 

KXA,  Seattle,  Wash. — Special  experimental  authoriza- 
tion to  change  hours  from  limited  time  to  unlimited  to 
operate  with  250  w.  from  sundown  to  10  p.m.  experi- 
mental. 

JANUARY  5 

WCGU,  Brooklyn,  N.  Y. — Modification  of  license  to 
change  hours  of  operation  from  shares  with  WFOX, 
WLTH  and  WBBC  to  shares  with  WBBC  (requests 
facilities  of  WLTH,  Brooklyn,  and  WFOX,  Brooklyn). 

WFOX,  Brooklyn,  N.  Y. — Modification  of  license  to 
change  hours  of  operation  from  shares  with  WCGU, 
WLTH  and  WBBC  to  share  with  WLTH  and  WBBC 
(facilities  of  WCGU,  Brooklyn,  amended  to  request 
WFOX  %  time;  WBBC  %  time  requests  facilities  of 
WCGU,  Brooklyn,  and  WLTH,  Brooklyn). 

NEW,  Lansing,  Mich. — Harold  F.  Gross,  for  CP  to 
use  1210  kc.  100  w.  night,  250  w.  to  LS,  unlimited  time, 
amended  as  to  name  of  applicant  to  partnership  of 
Harold  F.  Gross,  M.  B.  Keeler  and  L.  A.  Versluis  doing 
business  as   Capitol  Broadcasting  Co. 

WFBE,  Cincinnati — Voluntary  assignment  of  station 
license  to  WFBE,  Inc. 

WSAN,  Allentown,  Pa. — Voluntary  assignment  of  li- 
cense to  WSAN,  Inc. 

WROL,  Knoxville,  Tenn. — Modification  of  CP  granted 

7-  29-32  to  extend  date  of  completion  to  2-1-33. 
NEW,   El  Dorado,   Ark. — News-Times   Publishing  Co. 

for  CP  to  use  1500  kc,  50  w.  7  a.m.  to  7  p.m.  D  re- 
submitted and  amended  to  request  D  hours,  6  a.m.  to 
LS. 

Application  returned :  NEW  William  L.  Slade,  Hamil- 
ton, O.— CP  to  use  1420  kc,  100  w.,  unlimited  hours. 

JANUARY  8 

WBMS,  Hackensack,  N.  J. — ^Involuntary  assignment 
of  license  from  WBMS  Broadcasting  Corp. 

WHFC,  Cicero,  111. — CP  to  install  new  transmitter 
and  change  frequency  from  1420  to  1310  kc,  exchange 
frequency  with  WKBB  and  WCLS  (facilities  WKBB 
and  WCLS,  Joliet,  lU.). 

WEHS,  Cicero,  111. — Modification  of  license  to  change 
frequency  from  1420  to  1310  kc. ;  exchange  frequency 
with  WCLS;  requests  facilities  WCLS,  Joliet,  111. 

WKBI,  Cicero,  111. — Modification  of  license  to  change 
frequency  from  1420  to  1310  kc  ;  exchange  frequency 
with  WCLS;  requests  facilities  WCLS,  Joliet,  111. 

WCLS,  Joliet,  111. — CP  to  change  equipment  and 
change  frequency  from  1310  to  1420  kc. ;  exchange  fre- 
quency with  WEHS,  WHFC,  WKBI ;  requests  facilities 
WEHS,  WHFC,  WKBI,  Cicero,  111. 

KFXJ,  Grand  Junction,  Col. — Modification  of  license 
to  change  hours  of  operation  from  specified  hours  to 
unlimited ;  requests  facilities  of  KGEW,  Fort  Morgan, 
Col.,  in  quota  units. 

KXL,    Portland,   Ore. — License  to   cover   CP  granted 

8-  30-32  to  move  auxiliary  transmitter ;  also  modification 
of  license  for  authority  to  use  auxiliary  transmitter  as 
main  transmitter. 

Application  returned:  KUSD,  Vermillion,  S.  D. — CP 
for  change  in  equipment  and  increase  in  power  from 
500  w.  to  1  kw. 

JANUARY  10 

NEW,  Springfield,  Mass. — The  Colonial  Broadcasting 
Co.,  Inc.,  for  CP  to  use  1140  kc,  500  w.  D. 

WLTH,  Brooklyn — CP  to  install  auxiliary  transmitter. 

NEW,  Hamilton,  Ohio — ^William  L.  Slade,  for  CP  to 
use  1420  kc,  100  w.,  unlimited  time,  resubmitted  cor- 
rected as  to  equipment  and  map  attached  re  proposed 
location. 

WEAO,  Columbus,  O. — Modification  of  license  to  in- 
crease D  power,  change  power  from  750  w.  to  750  w. 
night,  1  kw.  to  LS. 

New,  Wilmington,  N.  C. — Wilmington  Broadcasting 
Co.,  for  CP  to  use  1370  kc,  100  w.,  share  time  with 
WRAM ;  requests  facilities  WRAM,  Wilmington,  N.  C. 

KGIZ,  Grant  City,  Mo. — CP  to  move  transmitter  and 
studio  to  Maryville,  Mo. 

KGFX,  Pierre,  S.  D. — CP  to  change  equipment  in 
order  to  change  modulation  system. 

KPQ,  Wenatchee,  Wash.- — License  to  cover  CP  granted 
11-9-32  for  new  equipment  and  increase  power. 


JANUARY  11 

WTAG,  Worcester,  Mass. — Modification  of  license  to 
increase  power  from  250  w.  to  250  w.  night,  500  w.  to 
LS. 

WPRO-WPAW,  Providence,  R.  I. — CP  to  move  trans- 
mitter from  Cranston,  R.  I.,  to  Providence,  R.  I.  and 
change  studio  locally. 

WDBO,  Orlando,  Fla. — Modification  of  license  to  in- 
crease power  from  250  w.  to  500  w.  night,  1  kw.  to 
LS ;  requests  facilities  withdrawn  from  WRUF,  Gaines- 
ville, Fla. 

NEW,  Lincoln,  Nebraska — -George  W.  Jenkins,  for 
CP  to  use  1210  kc,  100  w.  night,  250  w.  to  LS,  un- 
limited hours ;  requests  all  facilities  of  KFOR,  Linclon, 
Neb. 

JANUARY  13 

WTBO,  Cumberland,  Md. — Voluntary  assignment  of  li- 
cense to  Associated  Broadcasting  Corp. 

WKBB,  East  Dubuque,  111. — Modification  of  CP  to  ex- 
tend dates  of  commencement  and  completion  to  2-21-33 
and  5-21-33  respectively. 

KGBX,  Springfield,  Mo. — CP  for  changes  in  equipment, 
frequency  and  increase  power  fron*  1310  kc,  100  w.  to 
1340  kc,  250  w.  Requests  facilities  of  KGIZ,  Grant 
City,  Mo. 


Decisions  .  .  . 


JANUARY  4 

KRKD,  Los  Angeles — Granted  license  covering  local 
move  of  transmitter;  1120  kc,  500  w.,  shares  with 
KFSG,  KRKD  2/3  time,  KFSG  1/3  time. 

KFSG,  Los  Angeles — Granted  modification  of  license 
to  use  transmitter  of  KRKD  ;  also  to  use  present  equip- 
ment as  auxiliary  transmitter. 

WTRC,  Elkhart,  Ind.— Granted  CP  to  make  changes 
in  equipment  and  increase  D  power  from  50  to  100  w. 

KGGF,  Coffeyville,  Kans. — Granted  special  authority 
to  operate  from  7:15  to  9:15  p.m.,  CST,  Jan.  24  and 
26,  and  from  8:15  to  9:15  p.m.,  CST,  Jan.  25. 

Set  for  hearing:  WGAL,  Lancaster,  Pa. — CP  to 
make  changes  in  equipment  and  increase  power  from 
100  to  250  w.  D,  power  to  be  reduced  two  hours  prior 
to  local  sunset ;  NEW,  Intermountain  Broadcasting  Corp., 
Shreveport,  La. — CP,  850  kc,  10  kw.,  hours  of  opera- 
tion :  daily  except  Sunday,  6  to  8  a.m. ;  8 :30  p.m.  to 
12  midnight;  Sundays,  7:45  p.m.  to  12  midnight;  Sun- 
days during  Lent:  9  p.m.  to  12  midnight  CST,  (Fa- 
cilities of  KWKH)  ;  WGST,  Atlanta— Renewal  of  li- 
cense ;  NEW,  The  National  Union  Indemnity  Ass'n, 
Shreveport,  La.— CP,  850  kc,  10  kw.,  facilities  of 
KWKH  and  WWL;  KSTP,  St.  Paul,  Minn.— CP  to 
make  changes  in  equipment  and  to  increase  day  power 
from  10  kw.  to  25  kw. 

WKBH,  LaCrosse,  Wis. — ^Denied  authority  to  increase 
hours  of  operation  from  unlimited  D  and  specified  night 
hours  to  unlimited  time  pending  Commission's  decision 
on  application  for  this  same  authority,  which  has  been 
designated  for  hearing. 

KICA,  Clovis,  N.  M. — Temporary  license  extended  to 
February  1,  pending  action  on  properly  executed  time 
sharing  agreement  with  KGFL. 

KFNF,  Shenandoah,  la.— Granted  special  authority  to 
continue  using  time  assigned  to  but  not  used  by  KUSD 
and  WILL,  Jan.  1  to  Feb.  1. 

JANUARY  7 

WSYR-WMAC,  Sycracuse,  N.  Y. — Granted  consent  to 
voluntary  assignment  of  license  to  the  Central  New 
York  Broadcasting  Corp. 

Set  for  hearing:  NEW,  Altoona  Broadcasting  Corp., 
Altoona,  Pa. — Application  for  CP  620  kc,  1  kw.,  D ; 
NEW,  W.  L.  Gleeson,  Salinas,  Cal. — CP  1210  kc,  100 


Washington  Visitors* 


A.   J.   McCosker,  WOR,  Newark 
O.  B.  Hanson,  NBC,  New  York 
J.   C.   Jensen,  WCAJ,  Lincoln,  Neb. 
Leo  S.  Kennett,  WSBT,  South  Bend,  Ind. 
Walter  C.  Evans,  Westinghouse,  Pittsburgh 
C.  V.  Gregory,  WLS,  Chicago 
Gardner  Cowles,  Jr.,  KSO,  Des  Moines 
William  S.  Pote,  WLOE,  Boston 
William    C.    Henderson,    KWKH,  Shreve- 
port, La. 

Charles   C.   Unger,  Morris  Myers  and  A. 

Kronnenberg  ,WCGU,  Brooklyn 
Samuel  Gellard,  WLTH,  Brooklyn 
W.  August  Gerber,  WBBC,  Brooklyn 
Rev.  W.  A.  Burk,  WWL,  New  Orleans. 

*A  register  of  visitors  at  the  offices  of  the 
Federal  Radio  Commission,  the  National 
Association  of  Broadcasters  and  Broad- 
casting, Jan.  1  to  Jan.  14. 


w.,  unlimited ;  WSPA,  Spartanburg,  S.  C— CP  to  in- 
stall new  equipment  (maximum  rated  power  5  kw. ), 
change  frequency  from  1420  kc.  to  850  kc,  increase 
power  from  100  w.  250  w.  LS  to  5  kW.  and  change 
hours  of  operation  from  unlimited  to  simultaneous  D 
sharing  with  WWL  at  night.     (Facilities  of  KWKH) 

WCAE,  Pittsburgh — Granted  permission  to  take  depo- 
sitions in  re  applicant's  application  for  CP. 

WMBH,  Joplin,  Mo. — Granted  permission  to  take  depo- 
sitions in  re  his  application  for  modification  of  license, 
a  hearing  on  which  is  set  for  Jan.  30. 

JANUARY  10 

WICC,  Bridgeport,  Conn.- — Granted  CP  to  move  trans- 
mitter from  Sport  Hill  Road,  Easton,  Conn,  to  Pleasure 
Beach,  Bridgeport,  distance  of  400  ft. 

WTSL,  Laurel,  Miss. — Granted  CP  to  make  changes 
in  equipment. 

WELL,  Battle  Creek,  Mich. — Granted  modification  of 
CP  to  extend  completion  date  to  Jan.  9 ;  also  granted 
license,  1420  kc,  50  w.  unlimited  time. 

WAZL,  Hazelton,  Pa. — Granted  license,  1420  kc,  100 
w.,  hours  6  to  10  a.m. ;  9  p.m.  to  12  midnight. 

KMJ,  Fresno,  Cal. — Granted  license,  580  kc,  500  w., 
unlimited  time. 

WSBC,  Chicago — Granted  modification  of  license  to 
change  name  to  WSBC,  Inc. 

KOY,  Phoenix,  Ariz. — Granted  modification  of  license 
to  increase  D  power  from  500  w.  to  1  kw. 

WKBH,  LaCrosse,  Wis. — Granted  authority  to  operate 
at  night  from  7  to  8  p.m.,  instead  of  from  10  to  11  p.m., 
in  order  to  give  their  rural  public  uninterrupted  even- 
ing service  during  the  earlier  hours. 

WMT,  Waterloo,  la. — Granted  order  to  take  deposi- 
tions of  a  number  of  witnesses  in  behalf  of  Waterloo 
Broadcasting  Co.  in  re  hearing  on  application  for  re- 
newal of  license. 

WNAD,  Norman,  Okla. — Granted  special  authority  to 
operate  from  2  to  3 :30  p.m.,  CST,  Jan.  11,  18 ;  Feb. 
1,  8,  15,  22;  March  1  and  8,  provided  KGGF  remains 
silent. 

Set  for  hearing:  WCGU,  Brooklyn — CP  to  move 
transmitter  locally  in  Brooklyn,  and  make  changes  in 
equipment ;  also  authority  to  continue  operation  at  28-23 
— 24th  St.  Long  Island  City,  pending  Commission  action 
on  amended  application ;  NEW,  Harold  F.  Gross,  M.  B. 
Keeler  &  L.  A.  Versluis,  Lansing,  Mich.- — -CP  for  new 
station,  1210  kc,  100  w.  night,  250  w.  LS,  unlimited 
time. 

WTBO,  Cumberland,  Md. — ^Dismissed  application  for 
involuntary  assignment  of  license  and  granted  leave  to 
file  application  for  voluntary  assignment  of  license. 

Shortwave  &  Television  Corp.,  Boston — Granted  ex- 
tension of  time  from  Jan.  16  to  Feb.  10,  in  which  to 
file  exceptions  to  Examiner's  Report  No.  440. 

WNBX,  Springfield,  Vt. — Granted  permission  to  re- 
duce schedule  to  minimum  of  five  hours  per  day  dur- 
ing January,  February  and  March,  because  iivinter 
weather  makes  it  impossible  to  secure  talent  and  carry 
on  programs. 

WKAV,  Laconia,  N.  H. — Reconsidered  and  set  for 
hearing  application  for  renewal  of  license  to  permit 
inquiry  into  activities  of  station. 

KYW,  Chicago;  WJAS,  Pittsburgh;  WFAN,  WIP, 
WCAU,  Philadelphia,  and  others — Granted  oral  argu- 
ment in  so-called  "1020  case"  to  start  at  10  a.m.,  Wed- 
nesday, Feb.  1.  I 

JANUARY  13  ' 

WJZ,  New  York  City — Granted  special  authorization 
to  increase  power  experimentally  from  30  kw.  to  50  kw. 

KXA,  Seattle,  Wash. — Granted  special  experimental  au- 
thority to  operate  simultaneously  with  station  WJZ  from 
local  sunset  to  10  p.m.,  PST. 

KNX,  Los  Angeles,  Cal. — Granted  CP  to  make  changes 
in  equipment,  increasing  maximum  power  from  25  to 
50  kw. 

WHA,  Madison,  Wis. — Granted  license  covering  local 
move  of  transmitter,  installation  of  new  equipment  and 
increase  power  from  750  w.  to  1  kw. 

WLBC,   Muncie,  Ind. — Granted  license  covering  local 
move  of  transmitter. 

WFBC,  Greenville,  S.  C. — Granted  modification  of  CP 
to  install  new  equipment,  increase  D.  power  from  100  i 
to  250  w. ;  increase  hours  of  operation  from  1/7  time,  . 
sharing  with  WBHS,  to  unlimited.     Also  approved  lo- 
cation  of  transmitter  and  extend  commencement  date. 

WHBQ,  Memphis,  Tenn. — Granted  modification  of  CP  . 
extending  completion  date  of  CP  from  Jan.  26  to  April 
26. 

WMAS,  Springfield,  Mass. — Granted  consent  to  volun- 
tary assignment  of  license  to  WMAS,  Iric.  ^ 

WABZ   and   WJBW,    New  Orleans— Granted  renewal 
of  license,  1200  kc,  100  w.,  sharing. 

KGCR,    Watertown,    S.    Dak. — Granted    extension  of 
Rule  145  to  Jan.  31. 

WHO,  Des  Moines — Granted  special  authority  to  oper- 
ate simultaneously  with  WOC  on  1000  kc,  on  experimen- 
tal basis,  Feb.  1  to  Aug.  1. 

WCFL,  Chicago — Granted  special  authority  to  operate 
unlimited  time   experimentally,   on    970   kc.    Feb.   1   to  " 
Aug.  1. 

Application  denied :  WOL,  Washington,  D.  C. — Denied  ^ 
modification  of  license  to  operate  on  1270  kc,  250  w., 
unlimited,  because  applicants  failed  to  enter  appearance 
within  time  allowed  under  Rules.  < 

Set  for  hearing:  WILL,  Urbana,  111. — Requests  special 
authority  to  increase  power  from  250  w.  night,  500  w. 
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Majority  Of  Dill  Amendment 
Eliminated  from  Davis  Bill 

No  Action  on  Measure  Forecast  This  Session; 
Hearings  on  License  Measure  January  16 


day,  to  500  w.  night  and  1  kw.  day,  ex- 
perimentall;^.  (Facilities  of  WKBS  in 
terms  of  quota  units.) 

NEW,  John  E.  McGoflf,  Juliu^  Schaef- 
fer,  Francis  Thurston,  Newport,  R.  I. — 
CP,  1500  kc,  100  w.,  9  hours  per  day. 

WBAX,  Wilkes-Barre,  Pa.— CP,  930  kc, 
250  w.,  unlimited  time. 

WTAD,  Quiney,  111. — CP  to  move  trans- 
mitter and  studio  to  E.  St.  Louis,  111. 

WFOX,  Brooklyn,  N.  Y.— Modification 
of  license  to  increase  hours  from  1/4  time, 
sharing  with  WLTH,  WCGU  and  WBBC, 
to  3/4  time,  sharing  with  WBBC  only. 
(Facilities  of  WCGU  and  WLTH.) 

WLTH,  Brooklyn,  N.  Y. — Modification 
of  license  to  increase  hours  from  1/4 
time,  sharing  with  WCGU,  WFOX  and 
WBBC,  to  3/4  time,  sharing  with  WBBC 
only.     (Facilities  of  WCGU  and  WFOX.) 

WHIS,  Bluefield,  W.  Va.— Modification 
of  license  to  change  hours  from  sharing 
equally  with  station  WRBX  to  sharing. 

WTAQ,  Eau  Claire,  Wis.,  and  KSCJ, 
Sioux  City,  la. — Modification  of  license  to 
change  hours  from  sharing  to  simultane- 
ous operation  D.  and  sharing  at  night. 

KVOA,  Tucson,  Ariz. — Consent  to  vol- 
untary assignment  of  license  to  Arizona 
Broadcasting  Co.,  Inc. 

Action  on  examiners'  report:  NEW, 
Maurice  L.  Barrett,  E.  St.  Louis,  Mo. 
(Ex.  Rep.  425) — Denied  CP  for  new  sta- 
tion on  1506  kc,  100  w.,  unlimited,  rever- 
sfng  Chief  Examiner  Yost ;  Samuel  E. 
Waste  and  Burrell  Barash,  Galesburg,  111., 
denied  as  in  default  the  application  for  new 
station  on  1310  kc,  100  w.,  unlimited, 
sustaining  Examiner  Yost,  and  WKBS, 
Galesburg,  111. — Denied  renewal  of  license 
as  in  default,  and  terminated  existing  tem- 
porary license,  effective  immediately. 
(Station  operated  on  1310  kc,  100  w.,  un- 
limited time) .    Examiner   Yost  sustained. 

Examiners'  Reports  .  .  . 

WWRL,  Woodside,  Long  Island,  N.  Y. 
(Ex.  Rep.  422).- — Granted  modification  of 
license  and  renewal  of  license  so  as  to 
permit  the  operation  of  WWRL  upon  1500 
kc,  100  w.,  during  the  specified  hours. 

WMBQ,  Brooklyn,  N..  Y.  (Ex.  Rep.  422) 
— Granted  modification  of  license  and  re- 
newal of  license  so  as  to  permit  the  oper- 
ation of  WMBQ  upon  1500  kc,  100  w., 
during  the  specified  hours. 

WMIL,  Brooklyn,  N.  Y.  (Ex.  Rep.  422) 
— Granted  renewal  of  license  so  as  to  per- 
mit operation  of  WMIL  upon  1500  kc, 
100   w.,   during  the  specified  hours. 

Peoples  Broadcasting  Corp.,  Jackson- 
ville, Fla.  (Ex.  Rep.  435) — Granted  per- 
mission to  withdraw  with  prejudice,  ap- 
plication for  CP  for  new  station  to  oper- 
ate upon  1370  kc,  100  w.,  sustaining 
Chief   Examiner  Yost. 

WMBR,  Tampa,  Fla.  (Ex.  Rep.  435)  — 
Granted  renewal  of  license  to  operate  on 
1370  kc,  100  w.,  unlimited  time,  sustain- 
ing Chief  Examiner  Yost. 

KGEW,  Fort  Morgan,  Col. — Examiner 
Pratt  recommended  ( Report  444 ;  Docket 
1851)  that  application  for  renewal  of  li- 
cense be  denied  as  in  default  because  ap- 
plicant failed  to  appear  at  hearing. 


Attacking  Rackets 

(Continued  from  page  H) 

broadcasts  for  one  15-minute  pe- 
riod once^  a  week.  The  Inland 
Daily  Press  Association  invited 
me  to  describe  the  Madison  plan 
of  combatting  rackets  at  its  an- 
nual convention  in  Chicago  in 
October. 

Since  that  convention  requests 
for  information  on  the  plan  have 
come  from  all  over  the  United 
States.  Many  demands  have  been 
made  for  material  for  syndicating 
^  and  other  articles  for  newspaper 

'publicity. 
.  The  broadcasts  explain  that 

i  there  are  many  legitimate  house- 

'^to-house  sales  propositions  pre- 
sented to  the  housewife  by  legiti- 

,  inmate  companies  whose  representa- 
tives have  proper  credentials. 

We  believe  the  Madison  plan  of 
broadcasting  has  done  much  to 
help  the  people  of  our  community 

I  to  differentiate  between  a  legiti- 
mate salesman  selling  an  honest 

.  ■  article    and    the    questionable  or 

f  ^fraudulent  salesman  or  promoter. 

,  There  is  much  need  for  education 
along  these  lines,  and  broadcast- 

. '  ing  offers  a  splendid  medium  for 
disseminating  information  to  the 
public  on  this  subject. 


WITH  MOST  of  the  features  ob- 
jectionable to  broadcasters  elimi- 
nated, Davis  omnibus  bill  (H.  R. 
7716)  was  ordered  re-reported  to 
the  Senate  Jan.  10  by  the  Senate 
Interstate  Comnfierce  Committee. 
Action  prior  to  March  4y  however, 
is  doubtful,  in  view  of  the  pressure 
of  other  legislation.  The  measure 
passed  the  House  last  sesssion,  but 
was  drastically  amended  in  Senate 
committee  by  Senator  Dill,  (D.)  of 
Washington,  who  has  been  instruct- 
ed to  write  the  new  report. 

Practically  all  of  the  objections 
to  the  Dill  amendments  raised  by 
Duke  M.  Patrick,  general  counsel, 
and  James  W.  Baldwin,  secretary, 
in  behalf  of  the  Radio  Commission, 
and  by  Henry  A.  Bellows,  CBS 
Washington  vice  president  and 
legislative  chairman  of  the  NAB, 
in  behalf  of  the  broadcasting  in- 
dustry, were  heeded  by  the  com- 
mittee. The  committee  also  de- 
leted from  the  measure  a  proposed 
new  appellate  provision  sponsored 
by  Senator  Dill  against  which  ob- 
jections were  raised  by  Louis  G. 
Caldwell,  as  chairman  of  the  radio 
committee  of  the  American  Bar 
Association,  and  substituted  the 
original  House  provision. 

Examiners  Retained 

THE  COMMITTEE  killed  the  Dill 
proposal  that  would  have  elimi- 
nated examiners  and  required  com- 
missioners to  hold  all  hearings.  It 
did,  however,  make  it  mandatory 
for  the  Commission  to  hear  oral 
arguments  on  cases  when  request- 
ed after  hearings  by  examiners, 
and  limited  the  authority  of  exami- 
ners to  questions  other  than  those 
involving  Commission  policy.  Sen- 
ator Dill  had  declared  that  failure 
to  eliminate  examiners  ultimately 
might  mean  reduction  of  the  Com- 
mission to  three  members  or  even 
one  member. 

The  Dill  provision  authorizing 
the  Commission  to  revoke,  modify 
or  suspend  licenses  of  wayward 
stations,  strenuously  opposed  by 
Mr.  Bellows,  was  altered  to  pro- 
vide for  assessment  of  a  fine  not 
to  exceed  $1,000  in  lieu  of  suspen- 
sions. The  committee  agreed 
with  Mr.  Bellows  that  the  public,  as 
well  as  the  station,  would  be  hit 
by  suspension,  since  it  would  be  de- 
prived of  program  service.  A  fine, 
on  the  other  hand,  it  was  decided, 
should  serve  as  adequate  punish- 
ment. 

Lottery  Prohibition 

THE  SENATE  provision  prohibit- 
ing the  broadcasting  of  lottery  or 
gift  enterprises  was  approved  in 
lieu  of  the  House  proposal.  It  pro- 
vides that  any  one  guilty  of  violat- 
ing the  provision  shall,  upon  con- 
viction, be  fined  not  more  than 
$1,000  or  imprisoned  not  more  than 
a  year,  or  both,  but  no  station  li- 
cense shall  be  revoked  on  that  ac- 
count. 

The  committee  did  not  heed  any 
of  the  objections  raised  to  the 
amended  political  section,  which 
would  broaden  the  equality  require- 


ment to  embrace  public  questions 
to  be  voted  upon  at  an  election  and 
<-o;-equire  that  rates  charged  politi- 
cal speakers  shall  not  exceed  regu- 
lar commercial  rates.  One  phrase 
was  added,  providing  that  equal 
opportunities  shall  be  given  to  all 
in  the  presentation  of  views  on  any 
side  of  a  public  question  to  be 
voted  upon  at  an  election  "or  by 
any  governmental  agency." 

The  final  section  of  the  bill,  hav- 
ing to  do  with  foreign  studios  of 
stations,  was  deleted  as  recom- 
mended by  Mr.  Bellows.  A  pro- 
vision which  would  have  specified 
that  not  more  than  one-fifth  of  the 
officers  or  directors  of  a  company 
holding  radio  licenses  shall  be 
aliens,  was  amended  to  provide 
that  this  ratio  -  apply  only  to  di- 
rectors. 

License  Bill 

HEARINGS  will  be  held  beginning 
Jfin.  16  on  the  Dill  bill  (S.  5201) 
for  the  assessment  of  license  fees 
upon  all  users  of  wave  lengths,  in- 
tended to  help  defray  the  cost  of 
radio  regulation.  A  subcommittee, 
headed  by  Senator  Howell,  (H.)  of 
Nebraska,  and  comprising  Senators 
Dill  and  Metcalf,  (R.)  of  Rhode 
Island,  has  been  appointed  by 
Chairman  Couzens  of  the  Inter- 
state Commerce  Committee.  The 
measure,  among  other  things,  pro- 
vides for  annual  license  fees  on 
broadcasting  stations  ranging  from 
$120  for  a  full-time  100-watt  sta- 
tion to  $5,000  for  a  full-time  50-kw. 
outlet.  Fees  for  educational  sta- 
tions would  be  half  of  those  for 
commercial  outlets. 

The  measure  was  considered  at 
the  last  session,  but  objections 
were  raised  by  amateurs,  aviation 
stations  and  other  licensees  as  well 
as  by  broadcasters,  with  the  result 
that  it  was  withdrawn  from  the 
Davis  omnibus  bill  and  introduced 
as  a  separate  measure.  Its  chances 
for  passage  at  the  current  session 
are  remote. 

Rep.  Martin,  (R.)  of  Massachu- 
setts, has  introduced  a  bill  (H.  R. 
14034)  to  regulate  advertising  of 
imported  articles.  The  measure, 
referred  to  the  Interstate  and  For- 
eign Commerce  Committee,  pro- 
vides that  whenever  commercial 
broadcasting  is  used  to  advertise 
for  sale  in  the  United  States  any 
imported  article  or  material,  "a 
broadcasting  announcer  shall,  at 
the  beginning  and  end  of  each 
broadcast  period,  clearly  state  the 
name  of  the  country  of  origin  of 
the  article  of  material  advertised." 


WSYR  Joins  NBC 

ADDITION  of  WSYR,  Syracuse, 
to  the  NBC-WJZ  network,  was  an- 
nounced Jan.  12.  The  Syracuse 
station,  which  will  begin  operation 
with  NBC  on  Jan.  22  will  be  the 
eighty-eighth  in  the  NBC  system. 
Owned  and  operated  by  the  Cen- 
tral New  York  Broadcasting  Corp., 
WSYR  operates  on  570  kc.  with 
250  watts.  It  has  been  on  the  air 
since  1922.' 


Ultra -High  Waves 
Developed  by  RCA 

CONFIDENT  that  recent  techni- 
cal developments  in  "micro-ray" 
communication  will  revolutionize 
the  method  of  transmission,  RCA 
Communications,  Inc.,  in  a  petition 
filed  with  the  Radio  Commission 
Jan.  11,  offered  to  abandon  its 
4-year  old  case  involving  use  of 
the  continental  short  waves  for 
a  domestic  radio-telegraphic  net- 
work and  gave  notice  of  its  inten- 
tion to  apply  for  ultra-high  fre- 
quencies above  30,000  kc,  for  use 
in  a  domestic  network,  competi- 
tive with  the  wire  lines. 

Experiments  completed  only  last 
month,  RCA  stated,  indicate  that 
the  present  dot-dash  system  of  ra- 
dio telegraph  transmission  will  be 
superseded  by  facsimile  reproduc- 
tion, which  will  be  swifter,  more 
accurate  and  less  expensive  than 
the  present  method  of  communica- 
tion. Practical  application  of  this 
mode  of  transmission,  which  con- 
firms Marconi's  "wave-bending" 
experiments  of  last  August,  ac- 
cording to  engineers,  would  open 
new  vistas  of  communication  and 
have  far-reaching  effect  on  fre- 
quency allocations  in  the  future. 

The  RCA  disclosure  was  made 
in  connection  with  the  Commis- 
sion's plan  to  reopen  its  hearing 
into  the  applications  of  that  com- 
pany and  Mackay  Radio  &  Tele- 
graph Co.,  for  frequencies  in  the 
continental  band  lying  between 
1,500  and  6,000  kc,  under  court 
authority,  these  companies  having 
been  successful  in  the  litigation. 
Use  of  a  "repeater"  at  predeter- 
mined intervals  to  re-energize  the 
signals  sent  on  these  ultra  high 
waves  appears  the  most  significant 
of  the  RCA  developments. 

In  offering  to  drop  the  litiga- 
tion, RCA  said  it  seems  probable 
that  equipment  now  considered 
most  useful  for  domestic  teleg- 
raphy will  be  "on  the  road  to 
obsolescence"  when  devices  and 
methods  which  the  engineers  now 
foresee  have  been  further  devel- 
oped, and  that  entirely  new  fre- 
quencies would  be  used. 

The  continental  case  grows  out 
of  the  1928  allocations  first  made 
by  the  Commission  to  the  now 
defunct  Universal  Wireless  Com- 
munications Co.,  Inc.,  which  chan- 
nels have  been  turned  back  to  the 
Commission.  Although  reversed 
by  the  Court,  the  Commission  has 
contended  that  economic  conditions 
and  the  availability  of  wire  ser- 
vices did  not  now  warrant  alloca- 
tion of  these  channels  for  domestic 
radio  telegraphy.  By  abandoning 
claims  for  these  waves,  the  Com- 
mission would  have  available  ad- 
ditional facilities  for  allocation  to 
aviation,  shipping,  police  and  other 
services. 


WKBS  Deleted 

WKBS,  Galesburg,  111.,  was  or- 
dered deleted  by  the  Radio  Com- 
mission Jan.  13,  by  default,  through 
failure  of  the  owner  Permil  N. 
Nelson,  to  respond  to  a  call  for 
hearing.  The  station  had  operated 
on  1310  kc.  with  100  watts,  un- 
limited time,  and  the  decision  sus- 
tained the  recommendation  of 
Chief  Examiner  Yost. 
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Changes  in  Media,  1929-1932 


(Continued  from  page  6) 


when  used  to  supplement  other 
media,  particularly  newspapers  and 
magazines. 

Re  Other  Media  Losses 

IT  WILL  BE  recalled  that  news- 
papers from  1929  through  1931 
lost  $55,000,000  or  21%  of  their 
1929  revenue. 

There  are  so  many  factors  in- 
volved in  this  loss  that  the  reasons 
cannot  be  clearly  defined.  As  the 
head  of  the  media  department  in 
one  of  the  largest  advertising  agen- 
cies said: 

"Part  of  the  reduction  is  due 
first  to  the  general  falling  off  in 


LONG 

ON  RESULTS 


Last  month,  after  completing  a 
schedule  of  nine  15-minute  broad- 
casts in  behalf  of  a  beverage  ac- 
count, the  agency  man  in  charge 
said: 

"The  fine  way  in  which 
you  handled  this  selling  job 
was  very  gratifying  to  us  and 
to  our  client.  Our  experi- 
ence shows  that  KOIL  is 
long  on  results  —  mighty 
short  on  alibis." 

KOIL  can  do  a  job  for  you. 
Write  for  rates  and  data. 

Affiliated  with  NBC's  Blue  Network 


THE    TEST  STATION 

"Voice  of  Barnsdall— 
the  World's  First  Refiner" 


COMMERCIAL  DEPT., 


OMAHA,  NEB. 


advertising  appropriations.  To  a 
minor  extent  it  may  be  due  to  the 
fact  that  money  which  ordinarily 
issued  for  newspaper  advertising 
has  been  diverted  to  other  forms 
of  media,  particularly  radio. 

"Undoubtedly,  newspaper  adver- 
tising does  not  produce  the  same 
returns  today  that  it  did  three  or 
four  years  ago,  but  neither  does 
any  other  advertising  medium. 
From  a  relative  standpoint  we  be- 
lieve newspapers  have  stood  up  as 
well  as  magazines  and  both  maga- 
zines and  newspapers  probably  pro- 
duce relatively  better  than  either 
outdoor  advertising  or  car  cards. 

"It  is  impossible  to  attribute  the 
loss  in  revenue  to  any  one  factor 
or  condition.  Broadly  speaking,  the 
basic  underlying  reason  for  all  of 
it  is  the  general  economic  condi- 
tion." 

Decline  Continues 

SINCE  this  man  has  for  more  than 
20  years  placed  millions  of  dollars 
of  contracts  in  all  forms  of  media, 
and  speaks  from  a  disinterested 
point  of  view,  perhaps  we  shall  be 
safer  to  accept  his  opinions  rather 
than  attempt  to  draw  unwarranted 
conclusions. 

It  is  worth  nothing,  however, 
that  in  terms  of  lineage,  display 
and  general  advertising  in  news- 
papers each  fell  off  22  9o  between 
1929  and  1931.  Automotive  adver- 
tising in  the  same  period  fell  off 
46%.  The  nine  months  figures  for 
1932  show  that  the  decline  still 
continues,  although  not  as  rapidly, 
according  to  Media  Records,  Inc. 
Each  field  of  newspaper  advertis- 
ing, therefore,  has  probably  been 
hit  in  proportion  to  the  severity  of 
the  depression  in  that  field. 

One  bright  spot  in  the  picture  is 
the  development  of  comic  advertis- 
ing, which  has  helped  to  offset  de- 
clining revenues  for  a  few  publish- 
ers. While  this  is  primarily  a  copy 
development,  it  should  be  men- 
tioned here  as  a  new  income  pro- 
ducer in  a  comparatively  virgin 
field. 

Still  Much  Vitality 

IN  1931,  Dr.  George  Gallup,  then 
dean  of  journalism,  Drake  Univer- 
sity, Des  Moines,  discovered  that 
more  people  read  the  comics  than 
any  other  section  of  a  newspaper. 
Advertisers  began  to  make  capital 
of  this  by  preparing  their  message 


Frequency  Measuring  Service 

Many  stations  find  this  exact  measuring  service  of  great 
value  for  routine  observation  of  transmitter  perform- 
ance and  for  accurately  calibrating  their  own  monitors. 

MEASUREMENTS  WHEN  YOU  NEED  THEM  MOST 

R.  C.  A.  COMMUNICATIONS,  Inc. 

Commercial  Department 

A  RADIO  CORPORATION  OF  AMERICA  SUBSIDIARY 

66  BROAD  STREET  NEW  YORK,  N.  Y. 


Dr.  August  Hund 

THE  FIRST  demonstration  of  Dr. 
August  Hund's  new  "cold"  or  fila- 
mentless  radio  tube  the  first  week 
in  January  attracted  widespread 
interest.  The  tube,  developed  for 
Wired  Radio,  Inc.,  is  said  to  have 
many  revolutionary  features,  re- 
quiring no  "A"  supply  and  being 
energized  only  by  a  "B"  eliminator. 
It  is  the  result  of  research  of  sev- 
eral years.  Officials  of  Wired  Radio 
would  not  indicate  when  it  will  be 
produced  for  market. 

like  a  comic  strip  to  catch  unwary 
readers.  As  an  example  of  results, 
the  volume  of  advertising  in  the 
Hearst  Comic  Weekly,  which  was 
$192,500  in  1931,  jumped  to  $1,- 
173,000  in  1932,  showing  that  there 
is  more  than  one  way  to  skin  a 
competitive  radio  cat.  Firms  like 
Vick  Chemical,  Listerine,  Kruschen 
Salts,  Ovaltine,  Coca  Cola,  Jello, 
Post  Toasties,  were  reported  by 
the  publisher  to  have  broken  every 
previous  advertising  record,  by 
their  use  of  comic  advertising. 

So  let  it  be  clearly  understood 
that  the  present  declines  in  news- 
paper revenue  are  no  reflection  on 
the  newspaper  as  an  advertising 
medium.  There  is  still  plenty  of 
vitality  in  this  established  medium 
for  those  advertisers  who  can 
make  wise  use  of  it. 

Magazines  Lose  Heavily 

FROM  1929  through  1931  maga- 
zines lost  $37,000,000  or  18%  of 
their  1929  revenue.  Between  1929 
and  1930,  however,  they  lost  only 
1%;  but  between  1930  and  1931, 
dropped  off  $35,000,000  or  17%. 

Between  1930  and  1931,  34%  of 
the  advertisers  in  magazines  quit 
altogether.  The  average  appro- 
priation in  1930  was  $25,300  as 
compared  with  $31,800  in  1931,  an 
increase  of  26%.  This  indicates 
that  part  of  the  loss  was  caused 
by  some  thousand  smaller  adver- 
tisers who  dropped  out  of  the  pic- 
ture entirely. 

In  addition,  the  appropriations 
of  the  100  leading  advertisers  as  a 
whole  were  reduced,  especially  in 
certain  lines  of  business.  The  fol- 
lowing table  tells  the  story: 

Amount  of  Loss 

Automotive   $8,125,051 

Wearing  apparel   4,765,847 

House  furnishings   4,728,593 

Structural    3,183,014 

Electrical    3,160,887 

Furniture  and  floor  coverings.  2,654,711 

Association    2,407,281 

Office  equipment  and  supplies  2,308,090 

Jevi'elry  and  silverware    2,269,859 

Musical   instruments    2,198,801 

Total   $35,802,134 


The  first  seven  of  these  classifi- 
cations are  among  the  ten  largest 
magazine  advertisers  for  1929. 
They  alone  are  responsible  for  81% 
of  the  entire  loss.  Automotive 
manufacturers  withheld  8.1  millions 
or  22%  of  the  total.  Wearing  ap- 
parel and  house  furnishings  each 
13%.  Structural  material  manu- 
facturers of  such  products  as  bath- 
room fixtures,  roofing,  etc.,  with- 
held another  8%,  and  manufactur- 
ers of  electrical  products  8%  more. 
In  other  words,  64%  of  the  entire 
loss  was  in  these  first  five  classifi- 
cations. 

Reasons  for  Losses 

GENERALLY  speaking,  in  pro- 
portion as  each  field  was  hit  by 
the  depression,  it  withdrew  its  ad- 
vertising money  from  magazines. 
On  the  other  hand,  convenience 
goods,  such  as  foods,  soaps  and 
cleansers,  smoking  materials,  toilet 
articles — actually  increased  their 
appropriations,  as  the  following 
table  shows: 

Amount  of  Gain 

Soaps  and  cleansers  $1,670,452 

Smoking  materials*   ,   1,544,343 

Foods    1,315,036 

Insurance    278,162 

Toilet  goods   225,418 

Cameras,  optical  goods,  etc.   64,349 

Total   $5,097,760 

*For  smoking  materials  Croweli  1929  and 
Curtis  1931  figures  used. 

It  is  a  fair  statement,  therefore, 
that  the  losses  in  magazine  adver- 
tising 1929  through  1931  were  due 
— first,  to  reductions  among  the 
leaders  in  those  fields  hardest  hit 
by  the  depression;  and  second,  to 
some  thousand  of  small  advertisers^ 
who  quit  entirely. 

There  is  no  evidence  that  the 
loss  was  due  to  any  falling  off  in 
the  effectiveness  of  magazines  as 
one  of  the  primary  media  for  ad- 
vertising. 

Outdoor  Advertising 

FROM  1929  through  1931,  outdoor 
advertising  lost  $30,000,000  or 
50%.  The  buyer  of  outdoor  space 
for  one  of  the  largest  advertising 
agencies  explains  this  loss  as  fol- 
lows: 

"The  large  loss  in  outdoor  adver- 
tising revenue  can  be  attributed 
very  largely  to  general  conditions. 
Outdoor  advertising  plants,  unlike 
newspapers  and  magazines,  cannot 
take  a  page  out  of  the  book  when 
business  is  light,  and  advertisers 
are  quick  to  sense  this  condition. 

"Outdoor  advertisers  then,  in- 
stead of  placing  orders  for  a  num- 
ber of  months  at  a  time,  in  the 
past  year  or  two  have  placed  their 
business  on  a  monthly  basis,  de- 
pending on  the  free  ride-over  to 
give  them  outdoor  advertising 
space  which  they  would  have  to 
pay  for  under  normal  conditions, 
or  have  their  posters  covered  up 
by  other  advertisers.  I  think  this 
factor  very  largely  has  cut  down  J 
the  outdoor  revenue.  ^ 

"On  one  of  our  accounts  at  the 
present  time,  for  example,  where 
we  want  six  consecutive  months  of 
poster  advertising,  we  have  placed 
orders  for  three  alternate  months 
and  are  receiving  fairly  represen- 
tative showings  during  the  off 
months,  because  the  plant  operator 
finds  it  to  his  advantage  to  allow 
our  paper  to  ride  over  and  to  cover 
other  paper  which  has  been  on  dis- 
play for  more  than  a  month  or 
two,  to  keep  his  posting  plant  in 
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presentable  condition. 

"The  above,  of  course,  is  not  en- 
tirely the  case,  but  I  would  say 
quite  largely  so.  I  think  we  could 
say,  too,  that  possibly  outdoor  has 
suffered  more  at  the  expense  of 
radio  than  some  of  the  other  media 
— particularly  painted  displays,  be- 
cause paint  is  purchased  on  the 
long-time  basis  and  many  adver- 
tisers do  not  want  to  make  long- 
term  commitments  in  times  like 
these." 

Blamed  on  Depression 

HERE  AGAIN,  there  seems  to  be 
no  evidence  of  failure  in  the  medi- 
um itself.  It  is  true  that  the  out- 
door advertising  industry  has  been 
under  attack  for  some  years  for  al- 
leged defacement  of  the  landscape. 
Indeed,  the  plant  owners  them- 
selves are  in  sympathy  with  this 
movement  as  expressed  in  a  Dec.  5, 
1932,  bulletin  from  the  National 
Outdoor  Advertising  Bureau: 

"Organized  outdoor  advertising 
would  be  well  pleased  to  see  every 
scenic  stretch  of  every  highway  in 
the  country  entirely  without  ad- 
vertising structures  of  any  kind." 

And  Ernest  Elmo  Calkins  in  a 
recent  article  "Posters  of  1932" 
shows  that  the  quality  of  outdoor 
advertising  is  steadily  improving: 

"The  number  of  really  good  post- 
ers is  large  and  is  increasing, 
though  this  is  not  apparent  to 
casual  observation  as  the  banal  and 
ineffectual  ones  outnumber  them." 

Thus  the  losses  suffered  by  out- 
door advertising  are  chiefly  due  to 
economic  conditions  rather  than  to 
any  weakening  in  the  quality  of 
the  medium  itself. 

As  to  Car  Cards 

FROM  1929  through  1931  car  cards 
lost  $5,000,000,  or  50%  of  their 
1929  revenue.  This  loss  was  caused 
largely  by  two  conditions:  the  de- 
pressed state  of  the  electric  rail- 
way industry  itself,  and  the  gen- 
eral reduction  of  advertising  ap- 
propriations. 

In  the  same  three-year  period 
.the  operating  revenue  of  electric 
railways  decreased  by  $173,000,000 
or  19%  of  1929  revenues.  The  num- 
ber of  passengers  carried  decreased 
by  $2,651,000,000  or  17%.  These 
figures  are  based  on  the  U.  S.  Com- 
merce Yearbook  1932,  and  include 
bus  lines  operated  by  the  street 
railways. 

Advertising  appropriations  1929 
through  1931  decreased  $110,000,- 
000  or  20%. 

In  addition  to  these  factors,  it  is 
also  probable  that  some  of  the 
revenue  formerly  going  to  car 
cards  has  been  diverted  to  radio. 
There  is  no  way,  however,  to  pin 
this  down  in  figures. 

General  Conclusions 

THE  RECENT  changes  in  adver- 
tising media  boil  down  to  this: 

1.  From  1929-1931,  newspapers, 
magazines,  outdoor  advertis- 
ing, and  car  cards  combined 
lost  $127,000,000  in  revenue 
or  23%. 

2.  Outdoor  advertising  and  car 
cards  suffered  more  than 
twice  as  great  a  proportional 
loss  as  either  magazines  or 
newspapers. 

3.  In  the  same  period,  radio 
gained  $17,000,000  or  89%. 
This  was  13%  of  the  total 
loss  for  the  other  four  media. 


4.  Radio,  through  its  demon- 
strated ability  to  increase 
sales,  has  been  used  primarily 
to  supplement  newspapers  and 
magazines. 

5.  Although  radio  is  now  not 
more  than  10c  of  the  total  U. 
S.  advertising  dollar,  its  reve- 
nue is  increasing  while  the 
revenue  of  other  media  is  de- 
creasing. 

From  these  facts  we  may  con- 
clude that  the  four  original  media: 
newspapers,  magazines,  outdoor  ad- 
vertising and  car  cards  all  suffered 
in  proportion  as  the  depression  hit 
their  particular  fields.  In  addi- 
tion, radio  entering  as  a  new, 
quick-action  medium,  enticed  ad- 
vertising dollars  into  circulation 
that  might  otherwise  have  been 
withheld,  and  at  the  same  time 
took  away  some  of  the  revenue 
from  the  older  media. 

Such,  as  clearly  as  I  can  focus  it, 
is  the  situation  today.  What  the 
future  may  bring,  I  have  neither 
the  wisdom  nor  the  audacity  to 
predict. 


NBC  Stages  Auditions 
For  Four  Advertisers 
Also  Hears  New  Talent 

AMONG  new  accounts  auditioning 
programs  at  NBC  is  Charis  (per- 
fume), which  heard  two  sets;  the 
first  comprising  Lottice  Howell, 
Robert  Simmons,  Pollock  and 
Lawnhurst  and  Phyllis  Nickerson, 
and  the  second,  Mary  Olds,  George 
Shackley,  organist,  Margaret  Stan- 
ley, soprano,  Edward  Nell,  bari- 
tone and  a  cellist  and  violinist. 

Hellman's  Mayonnaise,  which  re- 
cently went  off  the  air  after  spon- 
soring Jones  and  Hare,  plans  an 
NBC  comeback  with  Bill  Gaxton, 
Victor  Moore,  Jeanie  Lang,  Song- 
smiths  Quartet  and  an  orchestra 
under  the  direction  of  Harry 
Salter. 

Sinclair  Oil  is  auditioning  a  new 
talent  set-up  to  originate  from  the 
Chicago  NBC  studios  and  to  re- 
place its  present  Wener  Minstrels 
show. 

Maxwell  House  auditioned  the 
Three  Keys,  Pickens  Sisters,  Three 
Scamps  and  Keller  Sisters  and 
Lynch  for  possible  use  on  its  Show 
Boat  broadcasts. 

Among  the  talent  auditioned  by 
NBC  for  possible  use  as  sustain- 
ings  or  to  be  sold  commercially 
were  Joe  Howard  and  Case,  with 
16-piece  orchestra;  a  musical  com- 
edy with  Harold  Sanford,  13-piece 
orchestra  and  chorus  of  16  singers; 
"Crazy  People,"  sketch;  Counts 
Nicolai  and  Gregor,  comedy;  a 
minstrel  show  to  feature  Eddie 
Leonard;  "Criminal  Court"  sketch; 
Benny  Ross,  impersonator  and 
master  of  ceremonies,  and  Dr. 
Eisenberg's  orchestra  of  12  pieces. 


Sponsors  Ship  News 

COMMERCIAL  NEWS,  Los  Ange- 
les daily  shipping  guide,  has  taken 
a  week  day  early  morning  pro- 
gram to  announce  scheduled  ar- 
rivals and  departures  of  steamers 
from  the  Los  Angeles  harbor.  It 
will  also  be  on  the  air  Saturday 
night  with  a  speaking  program. 
Paul  S.  Armstrong,  manager  of  the 
California  Fruit  Growers  Exchange, 
inaugurated  the  series  late  in  De- 
cember over  KRKD. 


A  Master 


Low  Noise  Level 


Panel  at  Ground 
Potential 

Positive  Grip  Knob 

Negligible 

Frequency  Error 

Type  552  Volume  Controls  are  available  in  T- 
and  H-sections  with  impedances  of  200  or  500  ohms, 
and  in  L-sections  with  impedances  of  50,  200,  or  500 
ohms. 

Total  attenuation  30  db.  in  steps  of  1.5  db. 
PRICES: 

L-type  ^28.00 

T-type  34.00 

H-type  48.00 

For  Microphone  Mixer  Circuits 

Type  652 
Volume  Control 
is  a  slide-wire  type  of  at- 
tenuator combining  com- 
pactness and  low  cost 
with  excellent  electrical 
and  mechanical  proper- 
ties. It  uses  a  ladder- 
type  network  which  has  a 
linear  attenuation  charac- 
teristic and  nearly  con- 
stant impedance.  The 
noise  level  is  extremely 
low. 

Impedance:  50,  200, 
or  500  ohms. 

Infinite  Attenuation: 
linear  from  0  to  45  deci- 
bels. 

PRICE:  ^12.50 
For  complete  details,  address  the  General  Radio 
Company,  Cambridge,  Massachusetts. 
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The  Other  Fellow's  Viewpoint . . . 


Insurance  Decision 

To  the  Editor  of  Broadcasting: 

Considerable  publicity  has  been 
given  recently  to  a  decision  by 
Judge  Levine  in  the  Court  of  Gen- 
eral Sessions  of  the  State  of  New 
York  on  an  action  filed  by  the 
Insurance  Department  of  New 
York  against  Station  WOV,  the 
International  Broadcasting  Corp. 

The  impression  is  gained  in  the 
publicity  given  to  this  decision  that 
the  state  has  the  right  to  regu- 
late and  control  radio  communica- 
tion. 

As  a  matter  of  fact,  Judge 
Levine  dismissed  the  indictment 
against  WOV  and  frankly  stated 


CLASSIFIED 

ADVERTISEMENTS 

Classified  advertisements  in 
Broadcasting  cost  7c  per  word  for 
each  insertion.  Cash  must  accom- 
pany order. 

Forms  close  28th  and  13th  of 
month  preceding  issue. 


Situations  Wanted 


Announcer-Continuity  Writer.  Five  years 
radio  experience,  former  newspaper  man. 
Consider  fair  starting  salary,  go  anywhere. 
Box  69,  Broadcasting. 


Young  man,  19,  desires  position  as  an- 
nouncer and  writer.  Details  and  refer- 
ences on  request.  Address  Box  70,  Broad- 
casting. 


Radio  Engineer — 13  years  radio  experi- 
ence— regional  and  local  stations  since 
1924.  Last  three  years  chief  engineer. 
Address  Box  67,  Broadcasting. 


Radio  operator ;  experienced  in  aU 
phases  of  transmitter  construction.  Have 
all  tools  necessary  including  lathe  etc. 
Will  move  to  any  location ;  best  of  refer- 
ences. Address  Box  73,  care  Broadcast- 
ing. 

_  Radio  station  commercial  manager  de- 
sires immediate  connection  ;  now  attached 
with  present  arrangement  near  expiration. 

Theatrical  and  general  advertising  ex- 
perience has  been  long,  varied  and  success- 
ful. _  A  vast  number  of  endorsements  from 
officials  of  national  institutions  prominent 
in  radio  and  general  advertising  to  prove 
my  case. 

Extensive  connections  with  advertising 
agencies  of  national  scope  and  possessing 
executive  ability  and  initiative  in  organ- 
ization and  sales  development.  Kindly 
write  to  commercial  manager,  care  of  A. 
M.  Perry,  Room  639,  701  North  Michigan 
Ave.,  Chicago. 


If  your  station  needs  executive  who  is 
experienced  in  all  phases  of  broadcasting, 
including  sales  promotion  for  your  or- 
ganization and  merchandising  of  your  cli- 
ents products,  who  is  considered  one  of 
radio's  foremost  pianists,  orchestra  con- 
ductors and  program  builders,  employing 
either  popular  or  classical  music,  who  has 
been  a  regular  feature  over  the  network 
and  who  alth«ugh  at  present  employed,  is 
seeking  a  permanent  connection  where 
hard  and  earnest  work  will  reap  an  hon- 
est reward.  Address  Box  74,  Broadcast- 
ing. 


Help  Wanted 


Commercial  manager  with  all  around 
radio  experience  for  work  on  new  station 
in  virgin  territory.  Write  in  detail  to 
Box  71,  Broadcasting. 


Salesmen  (three)  experienced  in  radio 
work  for  position  on  new  station.  Write 
in  detaU  to  Box  72,  Broadcasting. 

Microphone  Service 


Sensational  Microphone  Value — Univer- 
sal Model  "Y" — Experimenters  single-but- 
ton, watch  model  type.  200  ohms.  Pure 
Gold  Spot  Center  Diaphragm.  Only  $2.00, 
including  valuable  1933  general  catalog 
with  diagrams.  Universal  Microphone  Co., 
Ltd.,  Inglewood,  California. 


that  he  found  a  "fatal  defect"  in 
the  prosecution  of  the  case. 

For  your  information  I  enclose 
a  copy  of  the  complete  decision 
and  the  thought  occurs  to  me  that 
you  will  find  it  of  interest  to  re- 
view it. 

It  is  perfectly  obvious  to  us  that 
a  deliberate  attempt  has  been  made 
to  decide  the  issues  in  a  manner 
favorable  to  the  interests  of  the 
state  of  New  York.  There  are 
frequent  references  to  the  trans- 
action of  an  illegal  and  fraudulent 
business.  This  is  nothing  more 
than  a  "smoke  screen"  for  the  rea- 
son that  Judge  Levine  himself 
knows  that  the  Union  Mutual  Life 
operates  under  the  direct  super- 
vision of  the  Iowa  Department  of 
Insurance — maintains  on  deposit 
within  the  vaults  of  the  state  of 
Iowa  securities  equivalent  to  the 
actual  cash  value  of  all  policies 
in  force — and  submits  periodically 
to  the  examination  of  its  affairs 
by  the  Insurance  Department  of 
Iowa  on  behalf  of  all  policyholders 
of  the  Company,  entirely  irrespec- 
tive of  the  state  of  residence.  It 
is  very  apparent  that  the  Insur- 
ance Department  of  the  state  of 
New  York  desires  it  to  be  put  on 
record  that  it  wishes  to  control  the 
insurance  business  of  New  York 
state  and  that  it  wishes  to  keep 
out  everybody  and  every  company 
that  hasn't  specifically  applied  to 
the  Insurance  Department  of  New 
York  state  to  conduct  an  agency 
business  within  that  state. 

I  have  made  up  a  folder  on  this 
subject  that  covers  the  WOV  case 
from  its  beginning,  and  this  folder 
together  with  a  copy  of  the  opin- 
ion of  Judge  Levine  gives  a  true 
picture  of  the  situation. 

C.  G.  SCHULZ, 
Secretary, 
Union  Mutual  Life  Co. 
of  Iowa,  Des  Moines 
Dec.  27,  1932. 
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WLS  Radio  Theater 

(Continued  from  page  13) 

casters,  and  curiosity  prompts  them 
to  go  where  laughter  is  so  easy  and 
hearty.  They  go;  they,  too,  laugh; 
they  go  back  for  more;  sometimes 
with  other  members  of  the  family, 
not  infrequently  with  guests. 

Naturally  it's  gratifying  and 
something  of  a  thrill  to  see  such 
crowds  standing  good-naturedly  in 
line  waiting  to  get  in  the  theater. 

One  interesting  and  surprising 
reaction  to  this  theatre  experiment 
was  the  fact  that  it  convinced  the 
NBC  of  the  public's  interest,  al- 
most universal  interest,  in  the 
WLS  National  Barn  Dance.  The 
result  is  that  a  half  hour  of  it  is 
now  sent  out  over  the  network. 

Commercially,  this  stage  presen- 
tation of  radio  programs  affords 
a  striking  opportunity.  It  makes 
it  possible  for  an  advertiser  or 
prospective  client  to  study  the 
actual  reactions  of  the  listeners  to 
the  broadcasts  and  to  features  un- 
der consideration  for  sponsorship. 
They  can  see  how  their  prospective 
talent  registers  with  the  fans. 

Artists  Play  Elsewhere 

THE  WLS  SHOW  is  built  on  a 
friendly  basis — the  audience  is 
played  to,  not  at,  and  the  audience 
likes  it!  The  artists  are  inspired 
by  that  audience  response  which 
isn't  there  when  before  the  studio 
"mike".  Announcers  talk  to  the 
visible  audience  as  easily  as  to 
unseen  listeners.  When  Master  of 
Ceremonies  O'Halloran  asks  "Is 
everybody  happy?",  the  answer  vo- 
ciferously confirms  the  fact  that  a 
good  time  is  being  had  by  all. 

The  studious  minded  find  impor- 
tant facts  to  ponder  in  the  theatre. 
For  instance,  at  every  show  O'Hal- 
loran checks  up  on  the  audience 
by  asking  those  from  Chicago,  and 
those  from  out  of  town,  to  hold 
up  their  hands.  Each  show  is 
nearly  half  and  half,  naturally, 
with  a  slight  majority  from  Chi- 
cago; so  both  farm  and  city  fans 
like  the  show. 

Perhaps  one  thing  more  should 
be  added.  WLS  artists  are  booked 
for  personal  appearances  in  the- 
atres within  a  distance  of  200 
miles.  Every  week  a  large  num- 
ber are  so  engaged,  and  the  ex- 
perience thus  gained  makes  it  pos- 
sible to  put  on  a  fast  moving 
vaudeville  show  with  no  sign  of 
amateurish  production.  Interest  is 
maintained  from  beginning  to  end. 
The  enthusiastic  response  and  ap- 
plause speak  volumes  for  accep- 
tance and  support  of  the  project. 

Chicago's  experiment  of  radio 
across  the  footlights  goes  merrily 
on,  and  radio  has  invaded  the 
theater  successfully. 


A  Technician's  Life 

ALTHOUGH  Tom  Rowe,  chief  en- 
gineer of  WLS,  Chicago,  has  at- 
tended 70  performances  of  the 
WLS  National  Barn  Dance  given 
each  Saturday  on  the  stage  of  the 
Eighth  Street  Theater,  he  has  not 
yet  seen  the  show.  Inasmuch  as 
the  control  board  is  in  a  dressing 
room  off-stage,  he  is  unable  to  view 
the  performance  while  it  is  in  prog- 
ress. 


WIBO-WPCC  Case 
Review  is  Sought 

Thacher  Opposes  Shuler  Plea 
In  U.S.  Supreme  Court 

FINAL  determination  of  the  prop- 
erty rights  issue  in  broadcasting 
and  of  the  legality  of  the  Radio 
Commission's  quota  regulations 
will  soon  be  provided  if  the  U.  S. 
Supreme  Court  decides  to  review 
the  appeal  of  the  Government  in 
the  WIBO-WPCC  case,  shortly  to 
be  filed.  The  Department  of  Jus- 
tice, after  discussions  with  the 
Commission,  has  decided  to  seek  a 
review  of  the  case  in  which  the 
Court  of  Appeals  reversed  the 
Commission's  order  deleting  WIBO 
and  WPCC,  Chicago,  in  favor  of 
WJKS,  Gary,  Ind.,  on  purely  quota 
grounds. 

The  highest  court  already  has  be- 
fore it  the  petition  for  review  of 
the  decision  of  the  Court  of  Ap- 
peals in  the  Shuler  case,  sustain- 
ing the  deletion  of  KGEF,  Los  An- 
geles, by  the  Commission.  Free 
speech  is  raised  as  the  salient  is- 
sue by  Louis  G.  Caldwell-,  counsel 
for  the  Rev.  Robert  P.  Shuler.  In 
a  brief  opposing  the  pleading  for 
review,  Thomas  D.  Thacher,  Solici- 
tor General,  contends  that  the  case 
does  not  merit  review  and  that  the 
free  speech  issue  does  not  properly 
enter  it. 

A  request  for  a  Supreme  Court 
review  of  the  lower  court's  deci- 
sion sustaining  the  Commission's 
deletion  of  WNJ,  Newark,  also  is 
indicated  -^^ith  the  filing  of  pre- 
liminary papers  by  the  Radio  In- 
vestment Co.,  owner  of  WNJ.  The 
station  was  deleted  because  of  al- 
leged inefficient  operation,  viola- 
tion of  regulations  and  failure  to 
serve  public  interest.  Its  one- 
fourth  time  was  awarded  WHOM, 
Jersey  City. 

The  Court  of  Appeals  on  Dec.  30 
granted  to  WERE,  Erie,  Pa.,  a  stay 
order  from  the  Commission's  deci- 
sion ordering  it  off  the  air  Jan.  1 
because  of  alleged  violation  of 
regulations  and  lack  of  financial 
responsibility. 

Action  was  taken  after  filing  of 
an  appeal  and  petition  for  a  stay 
order  by  Bethuel  M.  Webster  and 
Paul  M.  Segal,  counsel.  On  the 
same  day  the  court  granted  WBAK, 
Harrisburg,  Pa.,  operated  by  Penn- 
sylvania State  Police,  a  stay  order 
from  the  Commission's  decision  re- 
ducing its  operating  hours  in  favor 
of  WHP,  operated  by  the  Harris- 
burg Telegraph.  This  order  was 
issued  upon  motion  of  W.  A. 
Schnader  and  A.  L.  Edwards,  at- 
torney general  and  deputy  attor- 
ney general  of  Pennsylvania,  and 
Horace  L.  Lohnes,  of  Washington, 
counsel  for  WBAK. 


Audition  Theater 

THE  LIBERTY  Theater,  Coving- 
ton, Ky.,  has  been  selected  as  "pre- 
miere house"  for  radio  acts  from 
WLW,  Cincinnati.  Acts  are  being 
tried  out  there  before  being  booked 
for  vaudeville  appearances.  A 
"jury"  consisting  of  John  Clark, 
general  manager  of  WLW;  R.  L. 
Ferguson,  head  of  WLW  Artists 
Bureau,  and  L.  B.  Wilson,  manag- 
ing director  of  the  Liberty  The- 
ater, inspects  the  acts.  Mr.  Wil- 
son is  also  president  and  general 
manager  of  WCKY,  Covington. 
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result  largely  from  a  shrewd  selection  of  appropriate  talent.  ...  A  clever  choice 
of  capable  artists  may  be  effected  by  consulting  with  NBC  ARTISTS  SERVICE. 
.  .  .  This  organization,  presenting  a  more  brilliant  array  of  representative  artists 
than  any  other  agency  of  its  kind,  offers  an  unusual  service  to  broadcast  adver- 
tisers. .  .  .  Incidentally,  this  wide  range  of  talent  and  the  extensive  facilities  of 
NBC  ARTISTS  SERVICE  are  available  for  all  forms  of  public  entertainment  and 
private  functions,  including  lectures,  concerts,  banquets,  conventions,  dances, 
recitals,  stage  productions,  motion  pictures  and  phonograph  recording.  .  .  . 
Inquiries  will  receive  immediate  attention.  • 

★  ★★★★★ 
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Type  UZ-42i 0  Transcription  Turntables 

^^a  development  of  the  world's 
foremost  recording  and 
reproducing  laboratories'' 


Now,  for  the  first  time — an  RCA  Victor  turn- 
table specifically  designed  for  broadcast  use. 
A  transcription  equipment  which  will  repro- 
duce lateral-cut  records  and  transcriptions  at 
either  78  or  33  1/3  R.P.M.— and  which  will 
accommodate  discs  up  to  17  inches  in  diame- 
ter. Equipment  moreover,  which  because  of 
its  suitably  matched  frequency  characteristic, 
provides  with  normal  recordings  a  flat  fre- 
quency response  to  beyond  6,000  cycles. 

Incorporated  in  this  new  equipment  are  many 
new  features,  including  —  a  self -starting  con- 
stant-speed synchronous  motor  of  torque  suf- 
ficient to  prevent  "wows" — a  ballbearing  speed- 


reduction  mechanism  for  instantaneous  speed 
change — and  improved  magnetic  pickup  utiliz- 
ing viscaloid  damping — a  special  inertia-type 
suspension  arm,  shockproof  mounted  to  pre- 
vent vibration — and  a  pre-setting  device  which 
makes  it  possible  to  start  the  needle  in  the  cor- 
rect groove  of  the  record. 

These  transcription  units  were  developed  for 
the  National  Broadcasting  Company  —  and 
have  been  ordered  by  them  for  all  of  the  sta- 
tions which  they  operate.  Simultaneously  a 
number  of  them  are  being  built  to  fill  the  needs 
of  other  stations.  Orders  received  now  will  be 
filled  within  fifteen  days.  Ask  for  Bulletin  No. 
27  and  prices  on  this  equipment. 


TRANSMITTER  SECTION 


RCA  Victor  Co.,  Inc. 


A  Radio  Corporation  of  America  Subsidiary 

CAMDEN,  N.  J. 

"RADIO  HEADQUARTERS" 


New  York:  153  East  24th  St. 
Chicago:  111  N.  Canal  St, 


San.  Francisco:  235  Montgomery  St. 
Dallas:  Santa  Fe  Building. 
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NBC  ARTISTS  SERVICE 

GEORGE  ENGLES  •  MANAGING  DIRECTOR 
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An  organization  whose  ^ 
extensive  facilities  permit  \ 
it  to  offer  a  more  brilliant  array 
of  representative  artists  than 
any  other  agency  of  its  kind. 
These  are  available,  not  only 
to  Broadcast  Advertisers  in 
particular,  but  for  every  form 


of  public  entertainment 
or  private  function, 
including  lectures,  concerts, 
recitals,  conventions,  dances, 
banquets,  stage  productions, 
motion  pictures  and  phono- 
graph recording.  Inquiries 
receive  immediate  attention. 
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PROOF  .  .  . 


Montgomery  Ward 
Leader  Dept.  Store 
Adlerika  Company 
Bannons  Dept.  Store 
The  Golden  Rule 
Albrecht  Furriers 
Browning  King  dC  Co. 
McMillan  Packing  Co. 
Purity  Baking  Co. 
Zinsmaster  Baking  Co. 
Germania  Tea  Co. 
Stephens  Buick  Co. 
Schoch  Grocery  Co. 
Atkinson's  Dept.  Store 


Ballard  8C  Skellet  Transfer 
Schunemans  8C  Mannheimers 

Dept.  Store 
Minneapolis  Transfer 
Minnesota  By-Product  Coke 
Northland  Milk  8C  Ice  Cream 
Minnesota  Milk  Company 
Sanitary  Farm  Dairies 
United  Coal  Company 
Northwestern  Fuel  Co. 
Pioneer  Maple  Products  Co. 
Anderson  Motors  (Pontiac) 
Holt  Motors  (Chrysler) 
N.  W.  Bancorporation 


PROGRAM 
POPULARITY 

Baron  Munchausen 
Eddie  Cantor 
Ed  Wynn 
Rubinoff 

Lawrence  Tibbett 
Walter  Damrosch 
Father  CoughHn 
Seth  Parker 
Jessica  Dragonette 
Metropolitan  Opera 
Amos  'n'  Andy 
Paul  Whiteman 
Ben  Bernie 
Wayne  King 


INSURES 

Major  Bowes 
Donald  Novis 
Rudy  Vallee 
Eddie  8C  Ralph 
Richard  Crooks 
Cecil  &  Sally 
Chandu 
Roxy 
Tarzan 
Al  Jolson 
Lanny  Ross 
Black  8C  Blue 
Orphan  Annie 
Cab  Calloway 


AUDIENCE 
PREFERENCE 

Carveth  Wells 
Ford  Play  Gypsies 
Sinclair  Minstrels 
Sherlock  Holmes 
Vincent  Lopez 
Borah  Minnevitch 
Georgie  Price 
George  Olson 
Ethel  Shutta 
Gladys  Rice 
Qara  Lu  'n'  Em 
The  Revelers 


BROADCAST  ONLY  THROUGH  KSTP 
WITHIN  A  RADIUS  OF  ISO  MILES 


Ford  Coal  &  Coke  Co. 
Northern  Hupmobile  Co. 
Griggs  Cooper  &  Co. 
First  Finance  Co. 
Florsheim  Shoes 
Packard  Shoes 
Northwest  Airways 
Old  Fashioned  Millers 
Weyand  Furniture  Co. 
Sunset  Memorial  Park 
Minnesota  Bldg.  8C  Loan 
Northern  States  Power  Co. 
Midwest  Oil  Co. 


U.S.  RETAIL 


New  York  Office 
1010  Graybar  Bldg. 
Mohawk  4-4999 

Executive  Office 
Hotel  St.  Paul 
Cedar  4400 
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THE  TOWNSEND  MURDER  MYSTERY.  .an.w.yp.o( 

radio  drama,  thrilling  but  not  blood-curdling,  with  suspense  but  no  gruesome- 
ness,  plus  that  genuine  negro  humor  created  by  the  man  who  has  put  certain 
residents  of  "Bummingham"  among  the  favorite  characters  of  fiction  

OCTAVUS  ROY  COHEN..  .  famous  author  of  short  stories,  novels 

and  plays,  who  now  makes  his  radio  debut  by  writing  this  mystery  especially 
for  presentation  over  the  air  by  a  

BROADWAY  AND  HOLLYWOOD  CAST  . . .  fea,uring 

Thurston  Hall,  the  famed  actor,  in  the  role  of  Jim  Hanvey,  "the  laziest  and 
best  detective  in  the  world";  John  Hamilton,  stage  and  screen  star,  as  Police 
Chief  Al  Shepard;  the  leading  negro  actors,  Frank  Wilson,  who  won  fame  as 
"Porgy,"  and  Ernest  Whitman,  who  played  the  inmate  of  Cell  13  in  The  Last 
Mile,  as  Jasper  DeVoid  and  Quintus  Jones;  and  other  stellar  performers  such 
as  Charles  Slattery,  Jonathan  Hole,  Cecil  Secrest,  Blaine  Templeton,  Joyce 
Meredith  and  Lois  Campbell;  all  directed  by  the  well-known  Frank  McCor- 
mack,  who  will  bring  his  cast  before  the  microphone  

FEBRUARY     14  T  H  .  .  .  when  the  first  episode  will  be  presented  over 

more  than  thirty  stations  from  coast  to  coast,  and  continuing  every  Tuesday, 
Thursday  and  Saturday  for  eighteen  weeks,  during  which  time  the  whole 
country  will  be  asking  "Who  killed  John  Prosser?" — the  question  that  will  keep 
hundreds  of  thousands  of  sets  tuned  to  those  stations  featuring  The  Townsend 
Murder  Mystery,  a  new  program  already  heralded  as  one  of  the  outstanding 
radio  successes  of  1933  .  .  .  a  new  program  presented  by  


Westinghouse 
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W-G-N  ENTERTAINS  MORE  CHILDREN 

Than  Any  Other  Station  in  the  World 

Between  the  hours  of  5:00  and  6:30  P.M.,  Station  WGN  presents  a  car- 
nival oF  children's  programs,  which,  in  variety,  in  suspense,  in  educa- 
tional value,  in  humor,  in  fantasy,  in  wholesome  entertainment  and  in 
acceptance  by  all  ages  of  juveniles,  cannot  be  equalled  anywhere  else. 

5*00  P  IVl      ^  ''THE  DEVIL  BIRD.''  Dramatizations  of  exploring  tales  for  young  folks. 

Adapted  from  stories  by  Bob  Becker,  Outdoors  Editor  of  the  Chicago  Tribune 
.  .  .  Written  and  produced  by  WGN  .  .  .  Broadcast  over  a  Columbia  network  of  stations  .... 
Sponsored  by  Horlick's  Malted  Milk  Corp. 

5-30  P  M      *  '^^^  SINGING  LADY.''  Songs  and  tales  for  little  tots,  produced  by 
WGN  and  shot  from  Chicago  over  an  NBC  network  of  13  stations  .  .  . 
Spo  by  the  W.  K.  Kellogg  Company. 

5-  45  P  M      *  ''LITTLE  ORPHAN  ANNIE."  Serial  dramatization  of  the  characters  in 

the  famous  newspaper  comic  strip  .  .  .  Written  and  produced  by  WGN  and 
shot  over  an  NBC  network  of  40  stations.  Also  employing  separate  dramatic  cast  for  West  Coast 
Chain  .  .  .  Sponsored  by  Ovaltine. 

6-  00  P  M     •  "UNCLE  QUIN  AND  DAVY  DREAMER  AND  WISHBONE."  Make- 

believe  dramatizations  with  juvenile  cast  .  .  .  Scenes  laid  in  all  parts  of  the 
world  and  all  chapters  of  history  .  .  .  Written  and  produced  by  WGN  .  .  .  Sponsored  by  Listerine 
Tooth  Paste. 

6*15  P   M      ^  "^^^  SECRET  THREE."  Boy  detective  stories  cast  and  produced  by 
!  WGN.  Also  recorded  from  WGN  for  spot  broadcasting  on  15  other  stations 

.  .  .  Sponsored  by  the  Three  Minute  Cereal  Company. 

Sunday,  1 1 :45  A.  M.    •  """^^^^  ''YAN  origmced       of  .dio-s  .OS. 

popular  juvenile  Features  in  the  summer  or  1924,  when  he  took 
the  air  to  broadcast  the  Sunday  "funnies"  from  the  Chicago  Tribune  .  .  .  Every  Sunday  morning 
since  then  countless  children  have  sat  for  a  whole  hour  engrossed  with  the  cheery  explanations  of 
the  antics  of  "Andy  Gump,"  "Moon  Mullins,"  "Uncle  Walt  and  Skeezix,"  "Little  Orphan 
Annie,"  "Harold  Teen,"  "Dick  Tracy"  and  all  the  others  .  .  .  Thousands  of  parents  have  written 
to  tell  of  their  gratitude  in  being  relieved  of  that  ancient  Sabbath  chore. 

Six  more  programs  that  are  smashing  successes  from  the  station  that  gave  the  world  Correll  and  Gosden  (Amos  'n'  Andy); 
Clara,  Lu  'n'  Em,  Floyd  Gibbons,  East  and  Dumke  (Sisters  of  the  Skillet).  WGN  is  building  tomorrow's  great  programs 

for  you  today. 

Y^^^  I  THE  CHICAGO  TRIBUNE  STATION  ON  THE  DRAKE  HOTEL  XA^^L.! 

W       l^^l  416.4  METERS— 720  KILOCyCLES  I  ^^fl 

NATIONAL  PRESTIGE  SUPEWOR  PROGRAMS   25.000  WAHS  POWER  CLEAR  CHANNEL  INTENSIVE  ZONE  7  COVERAGE 
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Newton  Baker  Retained  as  NAB  Counsel 


By   SOL  TAISHOFF 

AS  CAP  Offers  to  Reopen  Copyright  Case,  Minus  Schuette, 
With  Royalty  Shift  to  Advertisers  Indicated  As  Purpose 


FULFILLING  the  mandate  of  the 
NAB  at  its  November  convention 
in  St.  Louis  to  engage  a  man  of 
commanding  stature  to  represent 
it  in  its  fights  against  oppressive 
demands,  the  NAB  has  retained 
Newton  D.  Baker,  noted  Cleveland 
attorney  and  Secretary  of  War 
during  the  Wilson  administration, 
as  counsel  in  the  copyright  fight. 

Announced  Jan.  24  by  A.  J.  Mc- 
Cosker,  NAB  president  and  direc- 
tor of  WOR,  Newark,  Mr.  Baker's 
appointment  came  almost  coinci- 
dent with  other  momentous  hap- 
penings on  the  copyright  front. 
E.  C.  Mills,  general  manager  of 
the  American  Society  of  Compos- 
ers, Authors  &  Publishers,  in  a 
letter  to  the  NAB  dated  Jan.  18, 
offered  to  reopen  negotiations  for 
revision  of  the  present  contract 
which  the  NAB  avers  was  ac- 
cepted "under  duress".  At  the 
same  time,  however,  he  declared 
ASCAP  under  no  circumstances 
would  deal  with  Oswald  F.  Schu- 
ette,  NAB  copyright  director,  who 
has  been  conducting  a  vigorous 
campaign  against  ASCAP  in  be- 
half of  the  industry. 

Simultaneously,  announcement 
was  made  that  the  NAB  board  of 
directors  will  hold  a  meeting  in 
Washington  Feb.  20  during  which 
the  copyright  situation  will  be 
thoroughly  discussed.  When  Mr. 
McCosker  issued  the  call,  it  was 
indicated  that  Mr.  Baker  would  be 
on  hand  to  discuss  the  copyright 
matter. 

Broadens  Copyright  Fight 

MR.  BAKER'S  appointment  gives 
the  copyright  controversy  a  new 
national  aspect.  Negotiations  last 
year,  at  times  tinged  with  acri- 
mony, were  largely  confined  to  the 
two  industries,  and  finally  resulted 
in  the  broadcasters  capitulating 
to  the  ASCAP  demands  for  a  re- 
vised "sustaining"  license  of  a  flat 
sum  based  on  station  classifica- 
tion, plus  3  per  cent  of  the  sta- 
tion's gross  receipts  for  the  first 
year,  4  per  cent  for  the  second  and 
5  per  cent  for  the  third.  This 
scale,  it  has  been  estimated,  would 
increase  by  between  300  to  500 
per  cent  the  $960,000  ASCAP  ob- 
tained in  royalties  from  stations 
last  year  on  a  flat-fee  scale. 

Mr.  McCosker's  announcement 
of  Mr.  Baker's  appointment  was 


NEWTON  D.  BAKER 


immediately  followed  by  a  brief 
statement  by  Mr.  Baker  conflrm- 
ing  it.  Mr.  Baker  was  in  Wash- 
ington at  the  time  trying  a  court 
case. 

In  his  announcement  Mr.  Mc- 
Cosker said  that  he  had  retained 
Mr.  Baker  as  counsel  "to  act  for 
the  broadcasting  industry  in  mat- 
ters arising  out  of  the  recent  li- 
cense agreement  with  the  Ameri- 
can Society  of  Composers,  Authors 
&  Publishers".  He  added  that  "Mr. 
Baker  for  the  last  month  has  been 
studying  the   agreement   and  its 


effect  on  the  broadcasting  indus- 
try". 

Important  Law  Firm 

MR.  BAKER'S  statement  said: 

"I  have  been  retained  by  the 
National  Association  of  Broadcast- 
ers, through  A.  J.  McCosker  and 
its  board  of  directors,  to  repre- 
sent the  association  in  conference 
or  in  litigation  as  may  be  neces- 
sary, in  matters  arising  out  of 
the  new  form  of  license  agreement 
issued  by  the  American  Society  of 
Composers,  Authors  and  Publish- 


ers to  the  members  of  the  broad- 
casting association. 

"The  matters  at  issue  between 
the  Society  and  the  broadcasters 
are  the  validity  and  fairness  of  the 
terms  proposed  for  the  broadcast- 
ing of  copyrighted  music  publica- 
tions." 

The  former  Secretary  of  War, 
who  also  ranks  high  in  the  Demo- 
cratic party,  is  the  senior  member 
of  the  Cleveland  law  firm  of  Baker, 
Hostetler,  Sidlo  and  Patterson, 
Union  Trust  Bldg.  This  firm  num- 
bes  among  its  clients  many  impor- 
tant newspapers  of  the  Middle- 
west  and  the  Scripps  -Howard 
Newspaper  Alliance.  The  Cleve- 
land Plain-Dealer,  which  owns 
controlling  interests  in  WHK, 
Cleveland,  and  WAIU,  Columbus, 
also  is  a  client.  Joseph  C.  Hostet- 
ler, of  the  firm,  will  be  directly 
associated  with  Mr.  Baker  in  han- 
dling the  copyright  case. 

Schuette  to  Cooperate 

JUST  WHAT  course  will  be  taken 
by  Mr.  Baker  is  not  yet  known. 
Along  with  Mr.  Hostetler,  he  has 
conferred  with  Mr.  McCosker  and 
Isaac  D.  Levy  (WCAU,  Philadel- 
phia) about  the  case.  Mr.  Hostet- 
ler also  has  conferred  with  Mr. 
Schuette  and  Philip  G.  Loucks, 
NAB  managing  director. 

It  is  presumed,  however,  that 
the  firm  at  once  will  familiarize 
itself  with  the  current  investiga- 
tions into  ASCAP  along  anti-trust 
lines  being  made  by  the  Depart- 
ment of  Justice  and  the  Federal 
Trade  Commission,  as  part  of  its 
general  preliminary  inquiry.  In 
his  statement,  Mr.  Baker  merely 
alludes  to  representation  of  NAB 
"in  conference  or  in  litigation", 
either  of  which  may  be  decided 
upon  as  the  ultimate  course. 

Mr.  Schuette,  who  was  clothed 
with  broad  discretionary  powers 
on  copyright  at  the  November  con- 
vention of  the  NAB,  unquestion- 
ably will  coordinate  his  activity 
with  that  decided  upon  by  Mr. 
Baker  and  his  associates.  In  that 
regard,  particular  emphasis  is  laid 
on  the  proposal,  approved  at  the 
NAB  convention,  for  the  creation 
of  a  wholly-owned  radio  music  sub- 
sidiary which  would  collect  and 
arrange  its  own  reservoir  of  music 
and  release  the  industry  from  its 
dependence  upon  ASCAP. 

Confessed  Failure  Seen 

MR.  MILLS'  letter  to  the  NAB 
and  to  all  stations  was  accepted 
as  a   confession  on  the  part  of 
(Continued  on  page  28) 
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New  Third  Net  Embraces  Old  Plans 

Ed  Wynn  Heads  Enterprise  Slated  to  Start  Feb.  15; 
Stations  Would  Get  Half  Card  Rates,  Share  Profits 


PLANS  for  a  "third  network",  ap- 
parently embracing  a  combination 
of  similar,  but  less  ambitious  pro- 
jects which  have  been  started  or 
rumored  in  the  last  two  years,  are 
going  forward  with  Ed  Wynn, 
Broadway  comedian,  as  the  titular 
head,  and  with  the  reported  finan- 
cial backing  of  five  unnamed  "De- 
troit millionaires".  Involved  in 
the  current  project  are  the  plans 
of  the  Whetstone  group  in  the 
east,  of  the  Kunsky -  Trendle 
(WXYZ)  group  in  the  middlewest, 
of  Wynn's  Amalgated  Broadcast- 
ing System,  Inc.,  and,  possibly,  of 
the  embryonic  plans  of  WMCA, 
New  York,  for  a  third  chain.  The 
network  expects  to  begin  opera- 
tions on  the  east  coast  Feb.  15. 

Detailed  information  on  the  un- 
dertaking has  been  procured  by 
Broadcasting.  The  bulk  of  it  was 
contained  in  a  letter,  dated  Jan. 
14,  written  by  George  W.  Trendle, 
part  owner  of  WXYZ,  to  a  number 
of  stations  which  he  had  contacted 
originally  regarding  a  midwestern 
network.  WXYZ  was  formerly 
the  Detroit  outlet  of  CBS,  but  has 
been  operating  independently  since 
last  June,  when  CBS  switched  to 
CKOK,  Detroit-Windsor. 

First  Step  Taken 

IN  A  FORMAL  announcement  on 
Jan.  24,  Mr.  Trendle  disclosed  the 
formation  of  an  All-Michigan  Net- 
work, to  begin  operation  Jan.  31. 
This  is  regarded  as  the  first  step 
in  the  formation  of  the  "midwest- 
ern" group  which  presumably 
would  become  a  segment  of  the 
"third  chain".  With  WXYZ  as  the 
key,  this  network  embodies  WOOD- 
WASH,  Grand  Rapids,  also  owned 
by  Kunsky-Trendle;  WIBM,  Jack- 
son; WELL,  Battle  Creek;  WKZO, 
Kalamazoo,  and  WFDF,  Flint. 

The  announcement  pointed  out 
that  the  stations  are  individually 
owned  and  that  the  venture  is  the 
fruition  of  plans  which  Kunsky- 
Trendle  has  had  since  it  invaded 
radio  three  years  ago  and  after  it 
sold  the  Kunsky  theatres  in  De- 
troit in  1929  to  Publix  Theatres 
for  about  $7,000,000. 

Novel  Trade  Arrangements 

PLANS  for  the  network  propose 
an  entirely  new  arrangement  for 
business  dealings  and  alignments 
with  client  stations.  Mr.  Wynn 
would  head  the  parent  company, 
bearing  the  name  "Amalgamated 
Broadcasting  System,  Inc."  Other 
sectional  groups  would  be  indi- 
vidually incorporated,  but  would 
tie  into  the  nation-wide  chain. 

Although  the  five  Detroit  mil- 
lionaires are  not  named,  Mr. 
Trendle  declared  they  would  be 
able  to  help  materially  in  secur- 
ing sponsored  programs  for  the 
network,  "as  they  are  very  close 
to  the  Ford  Motor  Co.,  Burroughs 
Adding  Machine  Co.,  Briggs  Body 
Co.,  Kelvinator  Co.,  and  Frederick 
Stearns  Co.,  all  of  whom  have  ex- 
pressed themselves  as  being  ready 
to  go  on  the  air'  when  this  net- 
work functions  properly." 

Already  signed  up  in  the  Wynn 


group,  according  to  Mr.  Trendle's 
letter,  is  the  "Atlantic  Coast  Net- 
work", consisting  of  WPEN,  Phila- 
delphia; WOAX,  Trenton;  WDEL, 
Wilmington,  Del.;  WCBM,  Balti- 
more, and  WMAL,  Washington,  all 
of  which  are  low-power  regional 
or  local  outlets.  WMAL,  however, 
has  since  been  leased  to  NBC  as 
its  Blue  outlet  in  Washington,  ef- 
fective Feb.  1.  The  only  other 
available  outlet  in  Washington  is 
WOL. 

WMCA  May  be  Key 

MR.  TRENDLE  said  the  organiza- 
tion had  two  outlets  to  pick  from 
in  New  York,  but  that  neither  has 
very  high  power.  One,  it  is  be- 
lieved, is  WMCA,  operated  by  the 
Knickerbocker  Broadcasting  Co., 
since  Donald  Flamm,  president,  is 
known  to  have  discussed  with  Mr. 
Trendle  and  other  station  execu- 
tives some  time  ago  the  possibility 
of  launching  a  new  network  enter- 
prise of  which  WMCA  would  be 
the  New  York  key.  The  other 
possible  outlet  might  be  any  of  a 
group  of  a  half  dozen  local  or 
regional  stations  in  the  New  York 
area. 

"They  feel,  and  so  do  I,"  wrote 


Mr.  Trendle,  "that  as  soon  as  this 
network  begins  operation,  there 
will  be  many  of  the  chain  stations 
anxious  to  join  it,  and  I  would  like 
to  get  our  five-cornered  network 
of  the  future  (midwestern  group) 
included  in  it.  We  could  run  from 
Washington  to  Pittsburgh,  then  to 
Cincinnati,  thence  to  Cleveland, 
thence  to  Detroit,  and  Chicago 
very  easily." 

Mr.  Wynn,  according  to  the 
plans,  will  introduce  an  entirely 
new  feature  in  the  program  ele- 
ment of  network  broadcasting  by 
acting  as  master  of  ceremonies 
practically  all  evening  at  chain 
breaks  to  keep  up  listener  interest. 
It  was  reported  that  the  comedian 
has  associated  with  him  practically 
every  theatrical  man  of  any  note, 
as  well  as  13  of  the  foremost  story 
writers  of  today. 

Here  is  the  proposed  agreement 
with    aflSliated   stations,   as  con- 
tained in  Mr.  Trendle's  letter: 
"1.  Each  station  owner  is  to 
bear  the  cost  of  line  charges 
and  maintenance  from  the  next 
connecting  point  to  his  own 
station. 

"2.  Each  station  is  to  pay  a 
(Continued  on  page  31) 


Mid-Western  Show  of  Radio-Advertised 
Products  in  Kansas  City  This  Spring 

Cooperation  of  Newspapers  and  Stations  is  Assured; 
Broadcast  Stars  to  be  Featured  Attraction 


PLANS  have  been  completed  for 
the  first  annual  Mid-Western  Ex- 
position of  Radio  Advertised  Mer- 
chandise in  Convention  Hall,  Kan- 
sas City,  from  March  27  to  April  1. 
A  handsome  brochure  explaining 
the  purpose  of  the  exposition  has 
been  issued  by  the  Mid-Western 
Merchandising  Exposition,  the  pro- 
moter. 

Daily  performances  are  to  be 
staged  by  outstanding  national 
and  local  radio  performers,  and 
admission  charges  of  25  cents  dur- 
ing the  day  and  50  cents  at  night 
are  to  be  made.  All  broadcast  ad- 
vertisers in  that  vicinity  are  in- 
vited to  participate  as  exhibitors 
and  sponsors. 

Local  Cooperation 

THE  EXPOSITION  has  the  full 
support  of  all  Kansas  City  sta- 
tions and  newspapers,  according 
to  its  promoters,  and  railroads  and 
bus  lines  have  agreed  to  offer  ex- 
cursion rates  during  the  exhibit. 
Retail  merchants  have  promised  to 
feature  radio-advertised  products 
in  stores  and  window  displays  and 
in  newspaper  advertising. 

Pointing  out  that  more  than 
$100,000,000  is  spent  annually  for 
radio-advertised  products  in  the 
Kansas  City  area,  the  promoters 
predict  tremendous  audiences  as 
listeners  in  that  vicinity,  unlike 
those  in  New  York  and  Chicago, 
seldom  have  an  opportunity  to  see 
the  radio  stars  whose  voices  they 
know  so  well. 


A  30-piece  orchestra  has  been 
engaged  to  furnish  music,  and  the 
promoters  also  agree  to  pay  all 
remote  control  and  line  charges 
incident  to  originating  programs 
from  the  exposition  hall. 

Management  Personnel 

EXECUTIVES  in  charge  of  the 
exposition  are :  Tom  Burkett,  man- 
aging director,  formerly  director 
of  merchandising  and  research  for 
KMBC;  Louis  W.  Shouse,  secre- 
tary-manager of  Convention  Hall; 
George  H.  Bowles,  publicity  direc- 
tor, former  assistant  city  editor 
of  the  Kansas  City  Star  and  at 
one  time  district  publicity  director 
for  Universal  Films;  Harold  A. 
Larson,  chief  engineer,  recently 
construction  engineer  on  police  ra- 
dio stations  in  Kansas  City  and 
Denver. 

The  advisory  directorate  com- 
pi-ises:  Arthur  B.  Church,  vice 
president  and  general  manager, 
KMBC;  H.  Dean  Fitzer,  manager, 
WDAF;  Donald  Dwight  Davis, 
president,  WHB;  Vernon  H.  Smith, 
manager  WREN;  Tom  McClelland, 
chief  engineer,  WDAF;  Henry 
Goldenberg,  chief  engineer,  WHB; 
John  T.  Schilling,  general  man- 
ager, WHB;  Harry  Kaufmann, 
music  and  program  director, 
WDAF;  Conrad  McGrew,  music 
and  program  director,  WREN; 
Dick  Smith,  program  director, 
KMBC;  Buck  Lewis,  chief  engi- 
neer, WREN,  and  A.  R.  Moler, 
chief  engineer,  KMBC. 


Mr.  Pettey 

ration  March 


Pettey,  Likely  Selection 
For  Commission,  Heads 
Inaugural  Radio  Group 

HERBERT  L. 
PETTEY,  who 
was  radio  direc- 
tor of  the  Demo- 
cratic national 
campaign  c  o  m  - 
mittee,  has  been 
named  chairman 
of  the  committee 
in  charge  of 
radio  for  the  ' 
Roosevelt  inaugu- 
4.  He  has  estab- 
lished headquarters  in  Washing- 
ton, where  he  will  work  with  Rear 
Admiral  Gary  T.  Grayson  (re- 
tired), inaugural  chairman,  and 
his  committee  in  the  Washington 
Bldg. 

A  native  of  Kansas  City,  Mr. 
Pettey  is  mentioned  as  the  proba- 
ble successor  to  the  Radio  Commis- 
sion post  left  vacant  by  the  resig- 
nation last  summer  of  Maj.  Gen. 
Charles  McK.  Saltzman,  chairman. 
President  Hoover  has  not  seen  fit 
to  name  a  candidate  to  succeed 
General  Saltzman,  and  the  fact 
that  the  party  in  power  is  entitled 
to  a  majority  of  the  membership 
makes  it  a  foregone  conclusion  that 
the  nominee  will  be  a  Democrat 
chosen  by  President-elect  Roose-^ 
velt.  % 

Mr.  Pettey  handled  all  radio  for 
the  Democratic  campaign,  coming 
to  the  committee  from  RCA  Vic- 
tor Co.,  where  he  was  in  the  com- 
mercial sales  section  of  the  Photo- 
phone  division.  Before  that  he 
was  with  Metro-Goldwyn-Mayer  as 
film  distributor  in  Kansas  City. 
He  attended  the  University  of 
Kansas  until  1923  and  is  30  years 
of  age. 

On  the  inauguration  radio  com- 
mittee headed  by  Mr.  Pettey  are 
Frank  M.  Russell,  NBC;  Harry 
Butcher,  CBS;  M.  A.  Leese, 
WMAL;  LeRoy  Mark,  WOL;  Maj. 
Jos.  T.  Clement,  RCA  Victor  Co.; 
Robert  E.  Heinl,  radio  editor, 
Washington  Post;  James  Chinn, 
radio  editor,  Washington  Star; 
Don  Craig,  radio  editor,  Washing- 
ton News;  Lillian  Cutlip,  radio 
editor,  Washington  Herald  ;  Stan- 
ley Bigelow,  radio  editor,  Wash- 
ington Times;  Martin  Codel,  pub- 
lisher, Broadcasting  and  Radio 
News  Bureau  correspondent;  Sol 
Taishoff,  managing  editor.  Broad- 
casting, and  correspondent  Con- 
solidated Press  Association,  and  T. 
W.  Brahany,  Washington. 


Inauguration  Plans 

ELABORATE  plans  to  broadcast 
the  inaugural  ceremonies  March  4, 
when  President  -  elect  Roosevelt 
takes  office,  are  being  made  by  the 
NBC  and  CBS  networks.  William 
Burke  Miller  and  Herbert  Glover, 
directors  of  news  broadcasts  for 
the  respective  networks,  have  been 
in  Washington  during  the  last 
fortnight  making  arrangements 
with  Admiral  Gary  Grayson  and 
his  staff  in  charge  of  the  inaugura- 
tion to  cover  the  event  for  the 
radio  audience  from  vantage  points 
along  the  line  of  march,  at  the 
Capitol  and  White  House,  with 
portable  transmitters  and  from 
aircraft,  including  possibly  a  broad- 
cast from  the  dirigible  Akron. 
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Phantom  Foes  of  Radio  Routed  by  Facts 

By  H.   L.  HODGSON 

Vice  President  in  Charge  of  Radio 
N.  W.  Ayer  &  Son,  Inc. 


Challengers  of  Older  Mediums  Met  With  Survey  Figures; 
Over-emphasis  of  Success  Held  Greatest  Hazard 


AS  THERE  is  nothing  new  under  the  sun,  the  rap- 
idly-diminishing challenges  of  the  effectiveness  of 
radio  advertising  are  but  revivals  of  questions  form- 
erly hurled  at  the  printed  word  and  other  older 
mediums.  Radio  has,  however,  quickly  answered 
skeptics  with  statistics  obtained  from  first-hand 
inquiries  into  station  coverage,  listening  habits  and 
the  like,  until  now  its  sensational  success  consti- 
tutes its  greatest  danger,  according  to  this  promi- 
nent agency  executive.  Advertisers  are  apt  to  expect 
too  much  in  results  from  too  little  in  investment. 


RADIO,  passing 
through  a  period 
of  controversy 
regarding  its 
adaptability  for 
advertising,  has 
emerged  as  one 
of  the  most  re- 
sponsive and  fac- 
tual mediums  in 


Mr.  Hodgson  '^^IJ'T^^J- 

At  first  regard- 
ed as  the  adopted  child  of  adver- 
tising, it  has  proved  a  model  stu- 
dent and  has  developed  all  the 
progressive  characteristics  of  its 
foster  parents.  Many  of  the  re- 
sults it  has  accomplished  have  set 
a  mark  which  may  be  displayed 
with  those  of  the  printed  word. 
Radio  has  proved  it  is  a  blood  re- 
lation, not  just  a  befriended  waif. 

For  one  thing  it  has  a  faculty 
for  supplying  conclusive  answers 
to  attacks  which  are  old  foes  to 
advertising.  Many  of  them  will  be 
easily  recognized  by  those  whose 
advertising  experience  is  of  pre- 
microphone  stock. 

Re  Personal  Opinion 

FOR  INSTANCE,  there  is  that  old 
enemy  of  advertising — purely  per- 
sonal opinion.  How  many  times 
has  it  sat  as  a  judge  of  art  work, 
layout,  copy  and  typography? 
And  how  many  times  has  its  sen- 
tence been  unfair?  Radio  is  tug- 
ging at  this  pseudo-judge,  strip- 
ping him  of  his  gowns  and  pulling 
him  from  his  bench. 

Almost  any  good  art  director 
can  measure  his  height  in  adver- 
tising illustrations  which  were  re- 
fused because  they  were  judged, 
not  for  their  ability  to  help  sell 
merchandise,  but  for  their  unin- 
tended appeal  to  the  personal  ar- 
tistic preference  of  the  purchaser. 
Many  an  advertisement  has  been 
reset  because  personal  preference 
•decreed  that  only  a  certain  face 
and  size  of  type  should  be  used. 
And  copy-hours  have  been  spent 
on  discussion  of  a  paragraph,  a 
sentence  or  even  a  single  word. 

But  radio  has  demonstrated  that 
personal  opinion  or  preference  car- 
ries little  weight  in  determining 
the  proper  appeal  to  a  mass  audi- 
ence. Responding  to  what  it  likes, 
disregarding  that  which  is  unpop- 
ular, the  radio  audience  soon 
brands  personal  likes  and  dislikes 
as  unfair  tests. 

^      Measuring  Mass  Reaction 

IT  IS  possible  to  measure  defi- 
nitely public  reaction  to  radio  ad- 
vertising. Surveys  of  programs 
cover  a  sufficient  number  of  opin- 
ions to  be  statistically  accurate  in 
judging  popularity.  Graphs  of 
these  percentages  afford  interest- 
ing comparisons  and,  properly  an- 


alysed, become  quite  valuable  in 
judging  tendencies. 

Fan  mail  is  still  a  big  factor. 
Whether  based  on  contests  or  un- 
solicited comment,  it  acknowledges 
a  listening  audience. 

Sales  results,  the  final  factor, 
give  unalterable  proof  that  mass 
reactions  often  vary  greatly  from 
individual  preference.  It  has  been 
proved  that  the  sponsor's  living 
room  is  not  a  safe  laboratory  for 
judging  what  a  "national  audi- 
ence" prefers.  The  advertiser  who 
says  "I  don't  like  that  kind  of 
music"  can  be  shown  radio  facts 
to  prove  that  opinions  differ  and 
his  is  not  always  of  the  majority. 

Another  Old  Foe 

AFTER  radio  advertising  outgrew 
the  creeping  stage  of  just  an- 
nouncing sponsorship  and  started 
to  outline  the  selling  points  of 
the  sponsor's  product,  we  heard 
a  great  many  assertions  that  no 
one  was  listening  to  radio  adver- 
tising. Fundamentally,  that  was 
another  old  foe  of  advertising 
stepping  to  the  front.  This  at- 
tack represents  the  supreme  nega- 
tive and  has  been  a  running  handi- 
cap to  every  step  advertising  has 
taken. 

Years  ago  it  was  vehemently 
stated  that  no  one  read  advertis- 
ing. Later  no  one  read  long  copy, 
no  one  remembered  slogans,  no 
one  read  certain  magazines.  Such 
statements  at  times  and  in  impor- 
tant places  were  real  hurdles. 

The  first  application  of  this  neg- 
ative generalization  never  gained 
much  momentum  with  radio.  Soon 
after  it  was  said  no  one  listened 
to  radio  advertising,  a  few  hun- 
dred thousand  letters  were  received 
responding  to  statements  made  in 
those  supposedly  dialed-out  an- 
nouncements. 

New  Sales  Promotion 

ADVERTISERS  now  are  fast 
learning  that  sales  promotion  on 


IN  AYER  STUDIO— Part  of  main 
control  board  of  N.  W.  Ayer  & 
Son  studio  in  New  York  which 
duplicates  in  every  detail  the  most 
modern  studios  used  by  radio  sta- 
tions, including  turntables  for  all 
types  of  transcriptions. 


the  air  can  be  handled  more  effec- 
tively if  announcements  are  made 
notable  for  more  than  their  use 
of  superlative  adjectives.  Sales 
effort  need  in  no  way  be  lessened. 
Radio  advertising  which  adroitly 
becomes  part  of  the  entertain- 
ment, messages  given  by  consum- 
ers and  members  of  the  trade  and 
the  carefully  prepared  appeal  to 
children  indicate  just  a  few  suc- 
cessful methods  used  to  make  the 
appeal  as  effective  as  the  enter- 
tainment of  the  program. 

When  sales  results  proved  that 
i-adio  advertising  was  listened  to 
and  followed,  negative  generaliza- 
tion immediately  became  more 
cautious  but  redirected  its  attack 
along  more  restricted  fronts.  Cer- 
tain days  were  poor.  Thursday 
was  bad  because  it  was  the  maid's 
day  off  and  everyone  (again  a 
grand  negative)  went  out  for  the 


evening.  The  vogue  for  this  argu- 
ment was  principally  confined  to 
New  York  and  was  balanced  by 
opinion  from  the  rest  of  the  coun- 
try that  when  the  maid  went  out 
the  family  remained  at  home.  The 
vast  important  market  of  comfort- 
able but  maidless  homes  was  for 
the  moment  overlooked. 

Many  Claims  Disproved 

WHEN  DOUBTS  regarding  par- 
ticular days  were  answered  by  suc- 
cessful programs,  many  individual 
hours  were  suspected  of  having  a 
few  weak  seconds.  Six-thirty  was 
too  early  because  no  one  got  home 
until  seven.  Saturday  evening 
hours  were  bad  because  Saturday 
was  party  night.  The  very  variety 
of  the  claims  disproved  them.  All 
could  not  agree  to  eliminate  Thurs- 
day, so  some  sponsors  tried  it,  not 
thinking  of  reasons  why  it  was  so 
poor;  and  the  advertising  was  suc- 
cessful. Morning  hours  went  beg- 
ging for  a  long  time.  Now  it  is 
easy  to  find  advertisers  who  have 
successfully  reached  attentive  wo- 
men shoppers.  Facts  show  that 
many  times  these  shoppers  have 
responded  with  purchases  at  near- 
by drug,  grocery  or  department 
stores  within  a  few  hours  after 
the  broadcast.  While  afternoon 
hours  are  now  lagging  they  will 
soon  have  their  champions  and 
again  facts  will  prevail. 

Contrary  to  the  opinion  of  many 
actively  using  radio,  very  definite 
and  accurate  guides  to  the  proper 
planning  and  purchasing  of  this 
form  of  advertising  are  possible. 
While  the  basis  for  station  claims 
for  coverage  often  vary  too  much 
to  permit  comparable  studies,  one 
group  of  advertisers  has  had  the 
advantage  of  definite  opinion  re- 
garding individual  station  audi- 
ences. 

This  study  gives  us  the  circu- 
lation of  radio.  It  has  saved  ad- 
vertisers thousands  of  wasted  dol- 
lars, made  possible  more  accurate 
merchandising  of  radio  and  has 
put  station  selection  upon  a  fac- 
tual basis.  The  agency  which 
completed  such  a  survey  of  audi- 
ence reactions  throughout  every 
county  in  the  country  considers 
radio  a  major  advertising  medium, 
and  audience  too  important  to  be 
arbitrarily  defined  when  facts  can 
be  secured. 

Success  as  an  Obstacle 

WHEN  MORE  users  of  radio 
realize  the  need  for  such  informa- 
tion, a  more  scientific  distribu- 
tion of  radio  advertising  to  the 
advertiser's  logical  sales  terri- 
tories will  be  practiced.  At  first 
considered  a  vague,  illusive  me- 
dium of  questionable  worth,  radio 
advertising  has  step  bv  step  met 
successfully  its  adversaries. 

However,  it  is  not  the  old  time- 
worn  doubts  that  those  in  radio 
have  to  fear.    The  greatest  hurdle 
radio  advertising  has  is  its  own 
{Continued  on  page  30) 
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mC  Gets  WMAL 
On  5  -  Year  Lease 

Reported  Rental  Is  $30,000; 
Added  to  Blue  Network 

ACQUISITION  by  NBC  of  a  five- 
year  lease  on  WMAL,  Washing- 
ton, effective  Feb.  1  or  as  soon 
thereafter  as  the  Radio  Commis- 
sion approves,  is  announced  by 
Frank  M.  Russell,  NBC  Washing- 
ton vice  president,  and  M.  A.  Leese, 
owner  of  the  station.  It  is  under- 
stood the  lease  gives  NBC  com- 
plete control  and  management  of 
the  station  in  consideration  of 
$30,000  a  year  payment  to  Mr. 
Leese,  with  option  of  renewal  for 
another  five  years. 

Mr.  Russell  immediately  an- 
nounced the  intention  of  NBC  to 
add  WMAL  to  its  Blue  network. 
The  station  was  formerly  the  na- 
tion's capital  CBS  outlet  until  CBS 
leased  from  the  Fellowship  Forum 
Publishing  Co.  and  rebuilt  WJSV, 
Alexandria,  Va.,  immediately  across 
the  Potomac  from  Washington. 

Features  Already  Added 

WMAL  for  about  a  month  has  been 
getting  the  N^C-WJZ  network's 
"Five  Star"  programs,  and  on  Jan. 
16  became  the  outlet  for  Pepso- 
dent's  "Amos  'n'  Andy"  sketches, 
heretofore  heard  on  WRC,  a  basic 
Red  network  station.  Other  net- 
work features  will  be  added  on 
WMAL  without  awaiting  the  Com- 
mission's authorization,  which  is 
to  be  the  subject  of  a  hearing 
Feb.  15. 

The  lease  contract  turns  over  to 
NBC  the  studios  of  WMAL  at  710 
Eleventh  St.,  N.W.,  which  will  be 
maintained  separately  from  those 
of  WRC  in  the  National  Press 
Bldg.,  where  Mr.  Russell  also  head- 
quarters. The  individual  identity 
of  both  stations  will  be  maintained, » 
and  both  will  handle  local  and  na- 
tional spot  accounts  as  formerly. 

Mr.  Russell  announced  that  Vin- 
cent F.  Callahan,  his  assistant,  who 
has  also  been  commercial  manager 
of  WRC,  and  Kenneth  H.  Berke- 
ley, WRC  manager,  will  take  full 
charge  of  WMAL.  Mr.  Leese  will 
continue  his  relations  with  the  sta- 
tion in  an  advisory  capacity,  ser- 
ving without  pay.  Milton  Baker, 
WMAL  manager,  joins  the  NBC 
staff,  with  Herluf  Provensen  and 
Carleton  Smith,  announcers,  named 
assistant  managers.  The  technical 
and  operating  staffs  will  be  under 
A.  E.  Johnson,  NBC  division  engi- 
neer in  Washington,  with  Herbert 
A.  Wadsworth  continuing  as  engi- 
neer in  charge  of  WMAL. 


Principals  in  New  NBC -WMAL  Deal 


Disk  Branch  Opens 

PRODUCTION  of  electrical  tran- 
scriptions has  begun  at  the  newly 
established  studios  and  offices  of 
RCA  Victor  Co.,  1016  No.  Syca- 
more Ave.,  Hollywood.  Offices 
were  opened  Jan.  15  with  G.  Harold 
Porter,  for  the  last  seven  years 
RCA  vice  president  at  San  Fran- 
cisco, in  charge  of  all  west  coast 
activities.  Studios  also  will  pro- 
duce sound-on-film  recordings,  Vic- 
tor records  of  movie  song  hits  and 
other  recordings.  W.  Arthur  Rush 
is  in  charge  of  recordings,  assisted 
by  Miss  Ruth  L.  Clark,  former 
KFI  music  librarian. 


Mr.  Russell 


Mr.  Callahan 


Mr.  Berkeley 


Mr.  Leese 


COVERS  LEGISLATURE 

KSTP  Reporter  Sits  at  Press 
 Table  of  State  Body  


ROBERT  C.  EMERY,  the  first  ra- 
dio representative  to  sit  at  the 
press  table  of  the  Minnesota  Leg- 
islature, gave  radio  listeners  of 
the  northwest  first-hand  informa- 
tion on  the  activities  of  this  state 
body  over  KSTP,  St.  Paul,  every 
evening  during  the  month  of  Jan- 
uary. He  will  continue  his  daily 
talks  throughout  the  1933  session. 

Mr.  Emery  is  well  qualified  in 
his  capacity  as  interpreter  for 
KSTP.  For  the  last  ten  years  he 
has  specialized  in  writing  political 
news.  During  this  time  he  was 
general  political  writer  for  the 
St.  Paul  Dispatch  and  Pioneer 
Press,  Minneapolis  Tribune,  Du- 
LUTH  Herald  and  Duluth  News 
Tribune. 

During  the  war,  he  was  special 
director  for  the  northern  division 
of  the  American  Red  Cross.  He 
has  also  written  numerous  articles 
for  leading  national  magazines. 


Business  News  Proves 
Popular  WLW  Program 

"NOTES  in  Business"  is  the  title 
of  a  new  sustaining  feature  broad- 
cast by  WLW,  Cincinnati,  each 
Saturday  from  7:30  to  8  p.m. 
More  than  a  score  of  trade  editors 
have  been  appointed  to  act  as  con- 
sultants, and  the  business  news  in 
each  program  is  supplied  by  J. 
Ralph  Corbett,  of  J.  Ralph  Corbett, 
Inc.,  merchandising  counsel  to 
WLW.  An  additional  advisory 
committee  of  prominent  economists 
is  shortly  to  be  named. 

During  the  first  four  weeks  of 
the  broadcast,  the  station  received 
several  thousand  letters  from  busi- 
ness executives  who  expressed 
keen  interest  in  the  program.  A 
dramatic  staff  of  15  men  and  wo- 
men and  a  symphony  orchestra 
of  30  pieces  are  used  in  the  fea- 
ture. 


Remote  Harmony 

CLOSE  HARMONY  of  the  Three 
X  Sisters,  CBS  stars,  from  three 
different  remote  control  points  fea- 
tured a  15-minute  broadcast  over 
WJSV,  Alexandria,  Va.,  Jan.  25. 
Program  was  sponsored  by  a  local 
laundry,  one  of  the  girls  being 
stationed  in  the  studio,  one  in  the 
transmitter  house  and  one  in  the 
laundry  office.  The  remote  control 
was  handled  by  Lester  Bowman, 
WJSV  chief  engineer,  and  operated 
perfectly.  It  is  believed  to  be  the 
first  feature  of  this  kind  ever 
heard  on  the  radio. 


NBC  Clients  Averaged 
MoreTime  Expenditures 
Last  Year  Than  in  1931 

AVERAGE  expenditures  of  NBC 
clients  for  radio  time  during  1932 
was  $28,000  per  Advertiser  more 
than  in  1931,  the  NBC  statistical 
department  reveals.  In  1931  NBC 
had  231  clients,  spending  an  aver- 
age of  $110,853  or  a  gross  total 
of  $25,607,041.  In  1932  the  num- 
ber of  clients  was  191,  but  they 
spent  an  average  of  $138,769  or  a 
gross  total  of  $26,504,891. 

The  1932  gross  total  represents 
an  increase  of  about  4  per  cent, 
and  the  average  expenditure  per 
advertiser  an  increase  of  25  per 
cent  over  1931. 

In  1932,  the  NBC  report  shows, 
the  ten  largest  network  advertis- 
ers spent  $9,591,067  for  NBC  time. 
Some  of  them  also  use  other  net- 
works and  other  radio  media,  but 
their  NBC  expenditures  alone  were 
as  follows: 

American    Tobacco  Co. 

(Lucky     Strike  and 

Cremo)   $1,851,194. 

Pepsodent    Co.  (toothpaste 

and  antiseptic)  $1,735,380. 

Standard   Brands,  Inc. 

(Chase     &  Sanborn 

coffee,    Royal  Fruit 

gelatin    and  Fleisch- 

mann's  yeast)  $1,731,465. 

General  Motors  Corp.  (motor 

cars  and  Frigidaires)  $981,596. 
Swift  &  Co.  (meats,  butter, 

eggs  and  Vigoro  fertilizer)  $836,767. 
Great  Atlantic  &  Pacific  Tea 

Co.  (groceries,  meats)  $819,124. 

General  Foods  Corp.  (Max- 
well   House    coffee.  Post 

Toasties,  Diamond  Crystal 

Salt,  Certo,  Calumet  bak- 
ing powder,  Jello,  Minute 

Tapioca    and  Swansdown 

Flour)    $773,361. 

R.  J.  Reynolds  Tobacco  Co. 

(Prince  Albert  tobacco)  __  $432,983. 
General    Mills,    Inc.  (Gold 

Medal  Flour)   $368,419. 

Wm.  Wrigley  Jr.  Co.  (chew- 
ing  gum)   $60,768. 


Favors  WFIW  Move 

REMOVAL  of  WFIW,  Hopkins- 
ville,  Ky.,  into  Louisville,  so  that  it 
can  furnish  NBC  programs  to  that 
community  in  view  of  the  recent 
switch  of  WHAS  to  CBS,  was  rec- 
ommended to  the  Radio  Commis- 
sion Jan.  25  by  Chief  Examiner 
Yost.  At  the  same  time  he  recom- 
mended against  the  application  of 
WLAP,  Louisville  100-watter,  for 
the  940  kc.  channel  and  1  kw.  as- 
signment now  held  by  WFIW. 
Counsel  for  WLAP,  Paul  M.  Segal, 
announced  his  intention  of  filing 
exceptions  to  the  Yost  report  be- 
fore it  goes  to  the  Commission  for 
final  decision. 


Nets' 1932  Incomes 
Reach$39,106,776 

Year's  Receipts  Exceed  1931, 
CBS  Showing  Major  Gain 


MAINTAINING  a  fairly  steady 
level  of  income  during  December, 
the  two  major  national  networks 
achieved  a  record  aggregate  gross 
income  from  time  sold  amounting 
to  $39,106,776  during  1932,  accord- 
ing to  National  Advertising  Rec- 
ords. This  compares  with  $35,- 
791,999  during  1931,  $26,615,746 
during  1930,  $18,729,571  during 
1929  and  $10,252,497  during  1928. 

The  1932  income  returns  for 
NBC  and  CBS  were  completed  with 
the  December  report,  which  showed 
NBC's  income  to  be  $2,000,454  as 
compared  with  $2,596,185  in  De- 
cember, 1931.  December  income 
of  CBS  was  $1,005,229  as  com- 
pared with  $1,001,925  in  Decem- 
ber, 1931.  Together,  their  Decem- 
ber incomes  totaled  $3,005,683  as 
compared  with  $3,598,110  in  De- 
cembe"r7~~1931.  December  slumped 
somewhat  under  October  and  No- 
vember, but  the  record  first  five 
months  of  1932  accounted  for  the 
year's  record  in  spite  of  the  spring 
and  summer  slumps — the  worst  in 
several  years. 

National  Advertising  Records 
reveals  that  NBC's  1932  income 
from  time  sales  was  $26,504,891, 
as  compared  with  $25,607,041  in 
1931,  and  that  CBS's  1932  income 
from  the  same  source  was  $12,- 
601,885  as  compared  with  $10,184,- 
958  in  1931. 


Outlays  by  Classes 


t 


BY  CLASSES  of  industry,  the 
comparison  between  1932  and  1931 
network  expenditures  is  stated  as 
follows : 


11 


INDUSTRY 
Au' emotive  $1 
Building  Materials 
Cigars,  Cigarettes 

and  Tobaccos 
Clothing  and  Dry 

Goods 
Confectionery  and 

Soft  Drinks 
Drugs  and  Toilet 

Goods 
Financial  and 

Insurance 
Foods  and  Food 

Beverages 
Garden 

House  Furniture 

and  Furniture 
Jewelry  and 

Silverware 
Lubricants  and 

Petroleum 

Products 
Machinery  and 

Mechanical 

Supplies 
Office  Equipment 
Paints  and 

Hardware 
Radio,  Phonograph 

and  Musical 

Instruments 
Schools,  Camps 

and  Corresp. 

Courses 
Shoes,  Furnishings, 

Trunks  and  Bags 
Soaps  and  House- 
keeper Supplies 
Sporting  Goods 
Stationery  and 

Books 
Travel  and  Hotels 
Miscellaneous 


1932 
,939,094 
18,296 

;,245,223 

395,144 

,635,096 

,526,268 

,251,977 

297,227 
60,690 

255,672 

150,638 


1931 
$1,313,923 
387,749 

5,371,117 

575,1391 

1,359,919; 

6,106,667 

1,493,351 

8,957,021 
87,380 

795,841 

113,770 


I 

i 


2,303,331  1,183,346 


657,615 
35,653 

435,955 
167,757 

396,151 

,119,592 
97,678 

750,298 
41,551 
325,870 


727,041 
83,522 

727,243 


909,957 

17,237 

1,261,430 

1,419,883 
269,003 

1,359,001 
170,821 
1,096,938 
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The  New  WCAU:  A  New  Standard  in  Radio 


Handsome  8-Story  Building  Has  Ultra-Modern  Equipment; 
Studios  With  ^Xive"  and  "Dead"  Ends  are  Feature 


WCAU,  Philadel- 
p  h  i  a,  celebrated 
the  New  Year 
with  the  opening 
of  new  studios 
and  general  of- 
fices  in  the 
WCAU  Building, 
1622  Chestnut 
Street.  This  new 
structure  sets  a 
Dr.  Leon  Levy  standard  in 

the  radio  field  as  it  is  the  first  to 
be  especially  designed  and  con- 
structed for  broadcasting  purposes. 

A  towering  monument  to  the 
radio  industry,  this  thoroughly 
modern  building  stands  in  the 
heart  of  Philadelphia's  business 
district.  A  100-foot  glass  tower 
rears  above  the  eight  stories  of 
the  building,  adding  to  the  beauty 
of  the  striking  blue  finish  of  the 
structure.  This  unusual  tower  is 
composed  of  a  specially  prepared 
glass,  a  new  stainless  steel  and 
bronze.  Behind  the  glass  are  banks 
of  low  voltage  mercury  vapor 
lamps,  which  when  lit  cast  a  blue 
glow  into  the  skyline  making  it  an 
outstanding  landmark  visible  from 
a  distance  of  twenty-five  miles. 

Ultra-Modern  Studios 

IN  ADDITION,  the  tower  serves 
two  other  purposes,  first  as  a 
beacon  to  guide  airplanes,  and, 
secondly,  as  one  of  the  two  sup- 
ports for  the  antenna  system  for 
the  11  kw.  RCA-Victor  emergency 
transmitter  which  will  be  used 
when  the  giant  50-kw.  station  at 
Newton  Square  fails. 

Seven  studios,  ranging  in  size 
from  a  speaker's  studio  to  one  that 
will  hold  an  orchestra  of  100  men 
have  been  constructed,  and  a  new 
acoustic  principle  of  "live"  and 
"dead"  ends  has  been  employed. 
From  one-half  to  two-thirds  of 
each  studio,  depending  entirely  on 


size,  is  built  of  sound  absorbing 
material  to  form  the  "dead"  end. 
There  microphones  will  be  placed 
to  pick  up  every  part  of  the  pro- 
gram which  originates  in  the  "live" 
end  of  the  studio.  The  walls  in 
the  "live"  end  reflect  the  sound 
waves  to  the  microphones  in  the 
"dead"  end  of  the  room. 

The  two  large  studios,  "A"  and 
"B",  which  are  32  feet  by  55  feet 
and  22  feet  by  42  feet  respectively 
with  23  foot  ceilings,  have  been 
especially  designed  for  large  or- 
chestras and  special  feature  pro- 
grams. In  these  two  studios  zig- 
zag walls  are  used  for  the  first 
time  in  the  United  States.  Panels 
on  each  side  of  the  room  con- 
structed in  "V"  fashion  break  up 
the  sound  wave  as  it  strikes  and 
deflects  the  sound  at  various  an- 
gles, which  makes  possible  a  more 
even  distribution  of  sound  and  also 
freedom  from  interference. 

Barring  Outside  Sounds 

IN  ORDER  to  minimize  the  trans- 
mission of  extraneous  sounds,  spe- 
cial walls,  floors  and  ceilings  have 
been  constructed.  The  walls  have 
no  direct  connections  with  any  of 
the  outer  walls,  for  support  or  sus- 
pension except  through  intricate 
insulators  which  serve  to  break  all 
sound  connections.  The  floors  are 
known  as  "floating  floors"  and  are 
free  from  contact  with  other  sur- 
faces. There  are  no  outside  win- 
dows in  any  of  the  studios  to 
permit  interference  from  street 
noises. 

Another  innovation  in  these  new 
studios  is  the  perforated  metal 
made  from  18  gage  automobile 
body  steel,  with  32  holes  per  square 
inch,  as  an  outer  covering  or  wall 
for  the  acoustic  treatment.  These 
small  perforations  permit  the 
sound  to  seep  through  and  be  ab- 
sorbed or  reflected  according  to 
the  type  of  construction  beneath. 


Master  Control  Room,  Emergency  Transmitter  at  Right 
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WCAU  Building  at  Night 

Previous  to  the  introduction  of 
this  perforated  steel  it  was  neces- 
sary to  place  the  acoustic  treat- 
ment on  the  outside  of  the  walls. 

Every  studio  except  one  is  cov- 
ered with  this  new  sheet  steel,  and 
in  this  studio  a  special  German 
fabric  has  been  imported  which 
has  been  woven  according  to  spec- 
ifications to  permit  the  sound 
waves  to  pass  through. 

Each  studio  floor  covering  was 
especially  designed  to  harmonize 
with  the  different  color  schemes 
which  prevail.  Fourteen  colors 
were  employed. 

Entrance  to  Studios 

EACH  studio  is  entered  through  a 
vestibule,  thus  decreasing  the  pos- 
sibility of  any  sound  entering  the 
studio  during  a  broadcast.  A  spe- 
cial heavy  duty  door  weighing  600 
pounds  has  been  constructed  for 
each  studio.  These  soundproof 
doors  are  three  inches  thick  with 
a  lead  lining  in  the  core,  and  a 
double  rubber  gasket  is  attached 
to  the  door  where  it  meets  the 
stop.    When  the  door  shuts,  a  drop 


falls  to  the  floor  sealing  the  bot- 
tom and  making  it  soundproof.  A 
special  lock  and  lever  handle  has 
been  designed  which  automatically 
controls  the  release  handle  and 
eliminates  any  clicking  when  the 
door  is  opened. 

The  vestibules  and  control  rooms 
for  each  studio  have  also  been 
acoustically  treated  to  prevent  any 
noise  from  leaking  into  the  studio. 

The  individual  control  rooms 
were  built  with  the  floor  level 
three  feet  above  that  of  the  stu- 
dios. This  gives  the  operator  and 
production  man  a  full  view  of  the 
program  without  moving  away 
from  the  control  panels.  The  win- 
dow between  the  studio  and  con- 
trol room  is  composed  of  a  triple 
sash,  the  three  panels  of  the  glass 
being  ^4,  %  and  %  inches  thick, 
respectively,  the  %  inch  thickness 
being  placed  between  the  lighter 
panels  as  an  added  protection 
against  sound  waves  caused  by  any 
vibration.  Each  section  of  the 
sash  and  glass  is  separated  from 
the  other  parts  by  cork  insulation. 

Electric  Clock  System 

A  TWELVE-hour  electric  clock 
and  a  three-minute  electric  clock 
system,  operated  from  the  master 
control  room  on  the  seventh  floor, 
have  been  installed  in  each  studio 
and  control  room.  These  clocks 
have  been  so  located  in  the  studios 
that  they  are  visible  at  all  times 
to  the  announcer  and  the  orchestra 
leader.  In  the  control  room  of 
each  studio  they  have  been  in- 
stalled on  the  speech-input  panel 
at  the  eye  level  of  the  engineer. 

The  three-minute  clock  is  auto- 
matically turned  on  at  12,  27,  43 


Studio  B  of  WCAU 

and  57  minutes,  this  serves  as  a 
two  fold  purpose.  It  gives  a  warn- 
ing to  the  performers  who  are  pre- 
paring for  broadcasting  that  they 
have  exactly  three  minutes  to  go 
before  air  time  and  it  also  warns 
the  announcer  and  orchestra  leader 
of  a  program  already  on  the  air 
that  they  have  but  three  minutes 
remaining  of  their  scheduled  time. 

Each  studio  has  a  complete 
air    supply   and    exhaust  system 

Page  9 


that  independently  maintains  the 
desired  temperature  and  humidity. 
This  system,  which  utilizes  steam 
as  the  sole  refrigeration  medium, 
serves  to  cleanse  the  air  at  all 
times,  humidify  and  heat  in  the 
winter  and  dehumidify  and  cool  in 
the  summer.  In  order  to  avoid 
producing  a  cool,  damp  atmos- 
phere, the  air  is  reheated  in  the 
summer  after  passing  through  the 
dehumidifier  so  as  to  produce  a 
warm  dry  atmosphere. 

The  average  "quiet"  air  distrib- 
uting arrangement  was  found  un- 
suitable for  broadcasting  studios 
as  it  is  necessary  that  any  noise 
be  reduced  to  a  level  less  than  that 
which  would  register  on  the  micro- 
phones. All  the  air-carrying  ducts 
are  insulated  on  the  outside  and 
each  duct  opening  into  the  studio 
is  equipped  with  a  sound  trap. 

One  of  the  outstanding  features 
of  this  new  and  modern  radio 
structure  is  the  elaborate  private 
laboratory  and  workshop  which 
has  been  provided  for  Dr.  Leopold 
Stokowski,  director  of  the  Phila- 
delphia Symphony  Orchestra.  Dr. 
Stokowski  has  become  intensely 
interested  in  radio  broadcasting 
and  has  shown  great  personal  in- 
terest in  methods  of  improving 
musical  transmission  and  recep- 
tion. Here  in  his  new  WCAU 
laboratory  he  will  be  able  to  fur- 
ther his  experiments. 

Latest  Devices  Used 

ALL  THE  LATEST  developments 
in  speech-input  equipment  and 
microphones,  recently  released  by 
the  RCA-Victor  Company,  are  used 
for  the  first  time  in  these  new 
studios.  Twenty-two  of  the  new 
type  velocity  microphones  intended 
to  improve  studio  pick-up  and  in- 
crease fidelity  of  reproduction 
were  selected  by  John  G.  Leitch, 
technical  supervisor  of  WCAU. 

The  new  amplifiers,  volume  indi- 
cators and  measuring  panels  will 
give  the  speech-input  equipment  a 
practically  flat  frequency  range 
from  30  to  10,000  cycles.    The  best 


SEVENTH  FLOOR  PLAN — Spacious  and  commodious  are  the  quarters  of  WCAU  in  its  new  downtown  build- 
ing. Legends  indicate  the  following  studios,  A,  B,  M,  N,  P,  Q;  observation  galleries,  A4,  B4;  vestibules. 
Ml,  Nl;  control  rooms,  M2,  N2;  closet,  MS;  office,  G;  stair  towers,  H;  toilet  room,  I;  elevators,  J;  elevator 
lobby,  L;  reception  room,  O;  main  control  room,  R;  Passage,  S;  telephone  booths,  T;  corridor,  U;  janitor's 
closet,  V;  checkroom,  W. 


equipment  formerly  used  had  a 
frequency  range  from  50  to  6,000 
cycles.  Each  studio  has  been  set 
up  as  a  separate  unit.  It  is  indi- 
vidually controlled  by  the  operator 
assigned  and  can  be  cut  into  the 
main  channel  of  operation  by  the 
engineer  in  the  master  control 
room,  through  pushing  a  single 
button.  If  for  any  reason  the  pro- 
gram should  fail  to  come  through 
on  the  regular  channel  an  emer- 
gency channel  has  been  provided. 

Observation  windows  for  every 
studio  have  been  provided  so  that 
the  radio  public  may  see  programs 
put  on  the  air.  These  observation 
windows  are  located  on  the  sev- 
enth floor  along  with  the  main 
reception  room.  This  makes  it 
possible  for  visitors  to  come  and 
go  as  they  please  without  coming 
into  direct  contact  with  the  artists 
on  the  program. 

The  general  business  offices  of 


WCAU  occupy  the  entire  eighth 
floor  of  the  building.  Occupants 
of  each  office  may  listen  to  the 
WCAU  programs  through  speakers 
which  are  individually  controlled 
as  to  volume.  It  is  also  possible 
to  listen  to  three  other  programs 
with  the  turn  of  a  switch.  A  four- 
channel  monitor  system  has  been 
provided  through  the  use  of  four 
radio  receivers  in  the  master  con- 
trol room. 

Dr.  Leon  Levy,  president  of 
WCAU,  has  directed  the  actual 
construction  of  the  new  WCAU 
studios  as  well  as  the  50  kw. 
transmitter.  John  G.  Leitch,  tech- 
nical supervisor  of  WCAU,  has 
been  in  charge  of  the  engineering 
work,  and  Robert  Heller,  of  New 
York,  was  the  architect  who  de- 
signed the  interior  and  the  decora- 
tions. 


Ultra-Modern  Transmitter  Building  of  WCAU 


U.  S.  Radio  Committee 
Reelects  All  Officers 

ALL  OFFICERS 
of  the  Interna- 
tional Committee 
on  Radio,  Ameri- 
can section,  were 
unanimously  re- 
elected at  a  din- 
ner meeting  in 
the  University 
Club,  Washing- 
ton, at  which  . 
Judge  E.  O.  Senator  White 
Sykes,  chairman  of  the  American 
delegation  to  the  Madrid  Confer- 
ence, Dr.  C.  B.  Jolliffe,  Radio  Com- 
mission chief  engineer  and  dele- 
gate, and  others  reported  on  the 
conference.  U.  S.  Senator  Wallace 
White,  Jr.,  of  Maine,  is  president; 
John  W.  Guider,  Washington  at- 
torney, vice  president;  Howard  S. 
LeRoy,  Washington  attorney,  trea- 
surer, and  Paul  M.  Segal,  Wash- 
ington attorney,  secretary.  The 
executive  council,  also  reelected, 
consists  of  William  R.  Vallance, 
State  Department,  chairman;  A. 
L.  Ashby,  NBC  vice  president  and 
attorney;  Col.  Thad  H.  Brown, 
Radio  Commission;  Louis  G.  Cald- 
well, Washington  attorney;  Dr.  J. 
H.  Dellinger,  radio  chief,  Bureau 
of  Standards,  and  F.  P.  Guthrie, 
RCA  manager  in  Washington. 


Visitors'  Reception  Room 

Merchants  Vote  Radio 
Most  Effective  Medium 
In  Nashville  Territory 

RADIO  was  voted  the  most  effec- 
tive advei"tising  medium  by  77.4 
per  cent  of  wholesale  and  retail 
drug  and  grocery  merchants  in 
the  Nashville  area,  in  a  survey 
conducted  by  Harben  Daniel,  of 
the  WSM  merchandising  depart- 
ment. 

Fifty-two  concerns,  many  of 
which  operated  chains  of  stores, 
were  interviewed  and  asked  the 
question:  "What  medium  of  ad- 
vertising do  you  consider  most  ef- 
fective to  help  you  sell  the  prod- 
ucts which  you  handle?" 

Newspapers  were  designated  by 
15.3  per  cent  and  magazines  by  7.3 
per  cent.  Twenty-five  per  cent  of 
those  interviewed  declined  to  make 
a  definite  answer. 


Recorder  Expands 

COMMUNITY  Broadcasting  Stu- 
dios has  moved  into  larger  quar- 
ters at  the  old  Childs  mansion, 
2234  West  Adams  Street,  Los  An- 
geles, and  plans  to  expand  its  fa- 
cilities to  offer  audition,  transcrip- 
tion, creative,  directing  and  pro- 
ducing services.  Tom  Regan,  for- 
merly of  KELW,  remains  as  head 
of  the  organization. 
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Habits  of  Radio  Audience  Analysed 

Listeners  Found  to  Tune  Out  Opening,  Closing  Talks; 
Many  Confused  on  Stations  and  Programs 


SOME  PROVOCATIVE  conclusions  are  herewith 
presented  upon  the  basis  of  a  carefully  -  planned 
survey  made  by  telephone  and  personal  interviews. 
One  of  these  indicates  that  sponsors  might  do  well 
to  submerge  their  commercial  announcements  at 
the  opening  and  close  in  favor  of  the  interior  of 
programs  because  of  the  tendency  of  listeners  to 
twist  the  dial  as  programs  change.  Some  interest- 
ing studies  were  made  of  listener  habits  for  different 
parts  of  programs  as  well.  While  broadcasters  may 
question  some  of  the  deductions,  they  should  find 
valuable  information  in  the  faets. 


By  F.  H.  LUMLEY* 
Ohio  State  University 
Research  Associate,  Radio 
Division 

MANY  recent  telephone  surveys 
have  been  made  by  asking  the  lis- 
tener questions  about  programs  on 
the  air  at  the  time  of  the  interview. 
In  recording  the  answers  of  the  lis- 
tener, the  exact  time  of  the  call  is 
noted.  It  is  therefore  possible  to 
analyse  such  data  with  respect  to 
a  number  of  interesting  habits  of 
the  audience. 

The  study  reported  here  is  based 
upon  a  combined  telephone  and  per- 
sonal interview  survey  made  re- 
cently in  a  large  mid-western  city. 
The  raw  data  were  supplied 
through  the  courtesy  of  one  of 
its  leading  newspapers  and  C.  H. 
Sundberg,  of  Major  Markets  News- 
papers, Inc.  All  interviews  were 
made  between  6:30  and  9:30 
o'clock  during  the  evenings  of  six 
successive  week  days  in  April.  In 
all,  some  1,700  radio  owners  were 
interviewed. 

Listeners  Confused 

IN  ANSWERING  the  questions 
asked  by  the  interviewer,  listeners 
did  not  show  any  too  great  evi- 
dence of  radio-mindedness.  For 
the  two  local  stations,  22  per  cent 
of  the  listeners  gave  the  names  of 
programs  which  were  on  the  same 
evening,  but  not  at  the  time  the 
interview  was  made;  7  per  cent 
mentioned  programs  which  were 
given  on  some  other  day;  and  4 
per  cent  gave  the  right  program, 
but  referred  it  to  the  wrong  sta- 
tion. Therefore,  31  per  cent  of  the 
people  mentioning  programs  for 
these  two  stations  were  disorient- 
ed in  some  way,  or  did  not  under- 
stand the  questions. 

A  great  many  interviews  were 
made  at  the  even  hour,  half-hour, 
or  quarter  hour — ^that  is,  at  7 
o'clock,  7:15,  7:30,  etc.  These 
times  are  often  the  interval  be- 
tween two  programs,  and  it  is 
therefore  interesting  to  know 
whether  listeners  were  more  apt  to 
mention  programs  which  they  had 
already  heard,  or  programs  which 
they  were  going  to  hear.  This  is, 
in  a  sense,  a  measure  of  the  mem- 
ory effect  of  a  broadcast  program 
as  contrasted  with  the  publicity 
effect  of  a  program's  previous 
broadcasts,  its  opening  salutation, 
and  other  means  of  commanding 
the  _  preliminary  attention  of  the 
audience.  The  memory  effect  oper- 
ates in  favor  of  the  program  just 
heard,  and  the  publicity  effect  for 
the  program  to  follow. 

Publicity  Helps 

OUT  OF  100  operating  radios,  the 
listeners  to  20  named  the  program 
they  had  just  heard,  and  the  lis- 
teners to  20  named  the  program 
which  was  to  follow.  This  is  the 
result  expected  by  chance,  and 
seems  to  show  that  publicity  and 
opening  announcements  are  as  im- 


*  Condensed  from  a  paper  of  the 
same  title  in  the  Journal  of  Applied 
Psychology,  February,  1933. 


portant  as  the  announcements  the 
listener  hears  all  through  the  pro- 
gram. This  result  agrees,  in  a 
way,  with  that  obtained  by  Amos 
and  Bevis.f  They  found  that  39.8 
per  cent  of  the  listeners,  during 
the  first  half  of  the  program,  were 
able  to  name  the  advertiser,  while 
40.6  per  cent  could  name  the  ad- 
vertiser during  the  second  half  of 
the  program. 

In  order  to  study  the  tuning 
habits  of  the  audience  for  differ- 
ent parts  of  a  program,  the  even- 
ing was  divided  into  approximate 
5-minute  intervals,  with  exception 
of  the  even  quarter-hour  periods, 
which  were  grouped  by  themselves. 
Thus  a  record  of  the  interview  re- 
sults was  obtained  for  7  o'clock, 
even;  for  7:01  to  7:05;  for  7:06 
to  7:10;  for  7:11  to  7:15;  for  7:15, 
even;  for  7:16  to  7:20;  and  so  on. 
The  time  between  6:30  and  9:30 
o'clock  was  in  this  way  subdivided 
into  49  periods  or  groups  of  inter- 
views. Then  the  periods  were  com- 
bined by  quarter-hours,  and  by 
half -hours,  for  the  first  and  second 
halves  of  the  evening.  For  ex- 
ample, all  the  interviews  for  the 
following  periods  were  put  together 
—6:31  to  6:35  with  7:01  to  7:05 
and  with  7:31  to  7:35.  This 
grouped  the  results  for  the  period 
just  after  the  half-hour,  for  the 
first  half  of  the  evening. 

Results  Analysed 

FROM  such  a  combination  of  the 
interview  results,  is  was  possible 
to  find  out  how  the  tuning  habits 
of  listeners  changed  as  the  quar- 
ter-hour or  half-hour  passed  by. 
Since  most  programs  are  either 
quarter-hour  or  half-hour  pro- 
grams, this  time  division  corre- 
sponded to  the  actual  programs. 
The  percentage  of  radios  turned 
on  always  showed  a  drop  during 
the  four-minute  period  which  pre- 
ceded the  quarter-hour.  This  was 
consistent,  and  it  showed  whether 
the  figures  were  taken  for  6:30  to 
7:59  or  from  8  to  9:30.  The  same 


tBevis,  J.  and  Amos,  J.  0.  "A  Study 
of  the  Influence  of  Newspaper  Pub- 
licity on  the  Identification  of  Radio 
Advertisers."  M.  A.  Thesis,  North- 
western University,  1932. 


result  also  showed  whether  the  re- 
sults were  grouped  by  quarter- 
hours  or  by  half-hours.  Other- 
wise, the  figures  for  the  other 
periods  in  the  quarter-hour  were 
closely  similar,  with  perhaps  a 
slight  drop  in  the  number  of  radio 
sets  at  the  even  15-minute  period. 
One  interpretation  of  these  results 
is  this: 

Toward  the  end  of  a  program, 
people  tune  out,  and  they  do  not 
tune  in  again  until  just  after  a 
program  has  started.  Such  habits 
may  be  a  reflection  on  the  fact 
that  most  advertising  is  done  at 
the  end  of  a  program  or  just  at 
the  beginning.  The  listeners  avoid 
hearing  such  advertising  by  tun- 
ing in  on  programs  in  the  way  in- 
dicated. It  must  be  remembered 
that  these  results  only  show  what 
people,  as  a  whole,  do,  and  say 
nothing  about  the  habits  of  any 
particular  listener. 

On  Naming  Stations 

LISTENERS  were  asked  to  name 
the  station  to  which  they  were  lis- 
tening. When  the  results  were 
grouped  by  half-hours,  there  was 
a  distinct  lessening  in  ability  to 
name  the  stations  just  before  the 
even  15-minute  period,  and  a  dis- 
tinct heightening  just  before  the 
30-minute  period.  This  means  that 
as  the  half-hour  passed,  the  listen- 
ers were  progressively  less  able, 
and  then  more  able  to  name  the 
station  to  which  they  were  listen- 
ing. 

He  became  progressively  less  able 
to  name  the  program  just  before 
the  15-minute  period  was  reached, 
and  then  progressively  better  able 
just  before  the  even  30-minute 
period  was  reached.  It  is  hard  to 
see  why  this  was  so,  since  there 
are  so  many  15-minute  programs 
on  the  air,  and  mentions  of  the 
name  of  the  program  occur  at  both 
the  beginning  and  the  end. 

Such  vast  amounts  of  data  have 
now  been  accumulated  by  research 
and  survey  agencies  that  many 
habits  of  the  audience  can  be  re- 
vealed in  further  analyses  without 
the  trouble  of  making  additional 
surveys. 


Band  Inaugurates 
Canada's  New  Plan 

Commission  Gives  Programs; 
Available  to  U.  S.  Networks 

By  JAMES  MONTAGNES 
CANADA'S  Radio  Commission 
made  its  bow  on  the  air  Jan.  27 
with  a  band  concert  by  the  Royal 
Canadian  Regiment  of  London,  On- 
tario, at  9  p.m.,  EST,  over  a  na- 
tion-wide network.  This  first  music 
hour  of  the  recently  formed  Com- 
mission was  to  be  followed  Jan.  31 
with  an  hour's  symphony  concert 
by  the  Toronto  Symphony  Orches- 
tra. 

The  concerts  are  being  offered  to 
Canadian  stations  free  of  charge, 
the  Commission  paying  the  costs 
as  part  of  the  work  of  improving 
Canadian  broadcasting,  for  which 
it  was  formed.  In  addition,  the 
concerts  have  been  and  will  be  of- 
fered to  American  networks  to  ad- 
vertise Canada  and  Canadian 
music. 

While  a  four-hour  time  differ- 
ence is  making  it  difficult  for  the 
Commission  to  offer  a  program  at 
a  time  suitable  to  each  time  zone, 
this  handicap  is  being  minimized 
and  is  expected  to  grow  less  im- 
portant as  commercial  program 
hours  are  given  up  for  the  national 
programs. 

While  band  and  symphony  con- 
certs are  scheduled  as  the  starters 
on  these  national  programs,  other 
entertainment  gradually  will  be 
introduced,  as  the  Commission  en- 
gages Canadian  talent  for  the  all- 
Canada  networks.  The  third  pro- 
gram, Feb.  3,  also  will  be  a  band 
concert  by  the  Canadian  Grenadier 
Guards  from  Montreal.  According 
to  Hector  Charlesworth,  Commis- 
sion chairman,  the  main  purpose 
of  the  programs  is  not  only  to  en- 
tertain but  also  to  develop  Cana- 
da's latent  radio  talent. 

Plans  for  establishment  of  na- 
tionally-owned broadcasting  sta- 
tions, including  a  chain  of  six 
50,000  watt  stations,  have  been 
temporarily  abandoned  due  to  lack 
of  funds. 


A.  &  P.  Records 

GREAT  Atlantic  &  Pacific  Tea 
Co.,  New  York,  (chain  grocers) 
has  begun  transcribing  the  Booth 
Tarkington  "Cousin  Maud  and 
Bill"  series  and  Junior  Cooking 
School,  with  Winifred  Lenihan  of 
the  Theater  Guild  as  producer  and 
director,  in  the  studios  of  Byers 
Recording  Laboratories,  New  York, 
for  a  test  series  on  WIBX,  Utica, 
N.  Y.  Transcription  programs  are 
the  same  as  those  sponsored  by 
A.  &  P.  over  the  NBC-WJZ  net- 
work. Scott  Howe  Bowen,  Inc., 
owner  of  WIBX,  is  also  making 
same  recordings  for  the  sponsor 
to  be  sent  to  divisional  offices  of 
the  A.  &  P.  for  auditions  with  a 
view  to  adding  other  station  out- 
lets not  embraced  by  the  network. 

Urging  Efficient  Sets 

"RADIO  SERVICE  News  Flashes" 
titles  a  new  series  of  programs  de- 
signed to  stimulate  interest  in  radio 
by  demonstrating  the  better  results 
obtainable  from  efficient  radio  sets 
that  has  been  inaugurated  over 
WMAQ,  Chicago,  in  cooperation 
with  the  Institute  of  Radio  Ser- 
vice Men. 
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March  of  Time 
Brings  Advertising 
For  Newsmagazine 

Vice  President  Calls  Results 
Of  Three  Series  Satisfactory 

THAT  THE  newsmagazine  Time 
gained  considerable  national  ad- 
vertising by  means  of  its  now- 
famed  "March  of  T>me"  weekly 
program  on  CBS,  is  revealed  by 
Roy  E.  Larsen,  Time  vice  presi- 
dent, who  expressed  satisfaction 
with  the  results  of  three  separate 
ventures  into  radio  advertising. 

After  the  first  sixteen  weeks  the 
success  of  the  campaign  was  al- 
ready evident.  Among  the  new 
national  advertisers  who  took  line- 
age in  Time  were  Maxwell  House, 
Heinz  (tomato  juice),  Ovaltine, 
Ralston  (whole  wheat)  and  sev- 
eral other  manufacturers  of  equal- 
ly well-known  products. 

Actual  Results 

THE  SECOND  "March  of  Time" 
series  ran  through  the  fall  and 
winter  of  1931-32.  Result  for 
Time:  Insurance  advertising  line- 
age gained  78  per  cent;  food  and 
drink,  68  per  cent;  drug  products, 
3.5  per  cent,  and  automobile  and 
accessories,  22  per  cent. 

In  September,  1932,  Time 
marched  on  to  its  third  series  in 
the  radio  -  advertising  campaign. 
Before  the  series  had  been  broad- 
cast over  the  coast-to-coast  CBS 
chain  more  than  five  months.  Time 
was  in  a  position  to  say  in  its  is- 
sue of  Jan.  9:  "Second  to  none  in 
volume  of  automobile  advertising." 

"When  we  went  on  the  air,  we 
wanted  to  make  Time  known  to 
the  thousands  of  dealers  and  con- 
sumers of  nationally  used  prod- 
ucts," said  Mr.  Larsen.  "When 
the  question  of  advertising  outlays 
is  to  be  discussed,  we  want  execu- 
tives to  be  TiME-conscious,  to  have 
them  cognizant  of  Time's  value 
and  power  as  a  medium  for  spread- 
ing the  word  abroad  concerning 
their  wares." 

Changes  Sales  Message 

DURING  recent  weeks  Time  has 
been  employing  a  new  method  of 
getting  over  its  advertising  sales 
story.  In  the  opening  announce- 
ment the  following  question-and- 
answer  sequence  is  inserted: 

"Q.:  When  prominent  United 
States  advertising  executives  were 
asked,  'What  is  your  favorite  mag- 
azine?', what  did  an  overwhelming 
majority  reply? 

"A.:  'Time'— Time  is  matter-of- 
fact,  it  respects  your  intelligence." 

The  questions  are  changed  every 
week.  They  are  authentic  and  are 
based  on  a  "first  choice  magazine". 
An  elaborate  questionnaire  was 
sent  to  leaders  in  various  locali- 
ties and  industries,  seeking  to  dis- 
cover the  periodical  preferences, 
the  results  of  which  were  printed 
in  the  "first  choice  magazine". 

Circulation  Stunt 

MORE  RECENTLY  the  idea  was 
conceived  of  enabling  those  who 
were  already  TiME-conscious  to 
subscribe  to  Time  for  a  year  and 
to  do  so  quickly.  An  arrangement 
was  made  with  Western  Union  by 
which  the  telegraph  company  would 


TIME  MARCHES  ON— ROY  E.  LARSEN  (left),  vice  president  of  Time 
Newsmagazine,  highly  pleased  with  its  radio  results  over  CBS,  is  here 
shown  discussing  plans  for  promoting  the  program  with  Paul  W.  White 
(center),  CBS  public  relations  director,  and  Frederic  William  Wile,  Jr., 
CBS  writer  assigned  to  account. 


function  as  a  delivery  service  for 
the  newsmagazine.  An  extra  dra- 
matization is  now  included  in  the 
"March  of  Time". 

"Voice  of  TiME-conscious  dealer: 
'Operator,  please  give  me  Western 
Union.' 

(Phone  operator  connects  call 
through  to  W.  U.) 

"Voice:  'I  want  to  enter  a  year's 
subscription  for  Time,  the  weekly 
newsmagazine.' 

W.  U.  takes  name  and  address, 
then — 

"W.  U.:  'Thank  you.  We  will 
deliver  this  week's  issue  of  Time 
to  you  within  24  hours.  There  is 
no  charge  for  our  Western  Union 
service.  The  publishers  will  send 
you  a  bill  for  $5  later. 

"Voice:  'Thank  you  very  much.' 

"That  is  all  you  have  to  do  to 
enter  your  subscription  to  Time," 
says  the  announcer. 


Postal  Lines  Employed 
In  Southwest  Hook-up 

THE  FIRST  network  use  of  Postal 
Telegraph  facilities  and  the  first 
announcement  period  chain  broad- 
cast are  to  be  inaugurated  by  the 
Southwest  Broadcasting  Co.,  Feb. 
1,  according  to  Howard  W.  Davis, 
commercial  manager.  Sponsors 
will  be  permitted  50-word  sales 
messages,  interspersed  by  two  and 
three-quarter  minute  selections  by 
nationally  known  dance  bands 
broadcast  from  the  studios  of 
KTAT,  Fort  Worth.  The  pro- 
gram covers  a  half  hour. 

The  hookup  includes,  besides 
KTAT,  the  following:  KOMA, 
Oklahoma  City;  WRR,  Dallas; 
KTRH,  Houston;  KFDM,  Beau- 
mont, Tex.;  KNOW,  Austin; 
KTSA,  San  Antonio;  WACO, 
Waco,  and  KGKO,  Wichita  Falls. 


Cars  Given  Away 

IN  A  station-theater  tieup,  a  Ply- 
mouth automobile  is  being  given 
away  each  Monday  night  by  the 
Liberty  Theater,  Covington,  Ky., 
in  cooperation  with  WCKY,  Cov- 
ington. The  contest  has  greatly 
stimulated  attendance  at  the 
theater  on  what  was  formerly  the 
worst  night  of  the  week,  accord- 
ing to  L.  B.  Wilson,  who  not  only 
owns  WCKY  but  is  the  leading 
local  theater  operator. 


KHJ  to  Invite  Agencies 
For  Station  Inspections 

TO  FOSTER 
closer  coopera- 
tion between 
broadcasters  and 
advertising  agen- 
cies, Leo  B.  Ty- 
son, general  man- 
ager of  the  Don 
Lee  System,  i  s 
planning  to  have 
as  his  guest  one 
day  each  week  an  Tyson 
agency  representative  who  will  be 
invited  to  spend  the  day  observing 
the  operation  of  KHJ,  Los  Ange- 
les key  of  the  Don  Lee-CBS  net- 
work. Agencies  have  expressed 
enthusiasm  over  the  plan,  and  a 
schedule  of  visits  is  being  ar- 
ranged. Mr.  Tyson  will  act  as  per- 
sonal guide  to  his  guests. 


NBC  Auditions 

AMONG  the  programs  auditioned 
before  NBC's  program  and  sales 
boards  the  last  two  weeks  were 
the  following:  Elias  Breeskin 
and  orchestra;  Milford  Jackson, 
baritone,  musical  comedy  "Good 
News"  for  Lucky  Strike;  Mutt  and 
Jeff;  Al  Bernard;  "Highest  Bid- 
der," dramatic  script;  Benny  Ross, 
impersonator  and  m.c;  "The  Al- 
iens," a  script  by  Percy  Hemus; 
Ann  Butler  and  James  Meighan 
and  "Kit  Kat  Club,"  a  variety 
program  featuring  Val  and  Ernie 
Stanton. 


Jan.  1  Call  List 

FOR  REASONS  of  economy,  the 
Radio  Commission  has  mimeo- 
graphed its  1933  call  letter  list, 
dated  Jan.  1  and  just  released.  The 
Government  Printing  Office  will 
not  publish  the  list  for  sale  this 
year,  but  one  copy  of  the  alpha- 
betical call  list  will  be  sent  each 
station  without  cost.  The  list  of 
stations  by  states  and  frequencies 
will  not  be  distributed  this  year. 


ORAL  ARGUMENTS  in  the  so- 
called  "1020  kc.  case,"  involving 
the  application  of  KYW,  Westing- 
house  station,  to  move  from  Chi- 
cago to  Philadelphia  and  come 
within  the  terms  of  the  clear-chan- 
nel distribution  regulations,  have 
been  postponed  from  Feb.  1  to 
March  1,  the  Radio  Commission  an- 
nounced Jan.  24. 


West  Named  Director 
In  Expansion  of  KSD; 
KMOX  Makes  Changes 

EXPANSION 
plans  of  KSD,  of 
the  St.  Louis 
Post  -  Dispatch, 
which  hitherto 
has  been  used  pri- 
marily as  a  net- 
work outlet,  were 
revealed  Jan.  25 
with  the  appoint- 
ment of  William 
H.  West,  director  ^^Ir-  West 
of  operations  of  KMOX,  St.  Louis, 
as  director  of  KSD.  J.  L.  Van 
Volkenburg,  former  director  of 
radio  for  Batten,  Barton,  Durstine 
&  Osborn  in  Chicago,  who  joined 
KMOX  as  sales  manager  in  Oc- 
tober, has  succeeded  Mr.  West  at 
KMOX.  He  will  also  continue  as 
sales  manager, 

Mr.  West,  who  is  experienced 
in  both  technical  and  managerial 
phases,  is  expanding  the  KSD  per- 
sonnel, and  studios  in  the  news- 
paper building  have  been  rebuilt. 
In  radio  since  1920,  Mr.  West  was 
with  Colin  B.  Kennedy,  the  in- 
ventor and  manufacturer,  in  1923 
and  1924,  joining  the  KMOX  en- 
gineering staff  in  1925.  He  super- 
vised the  installation  of  its  50  kw. 
transmitter,  but  in  his  general  di- 
rectorship was  interested  in  pro- 
gram building  and  contacted  ad- 
vertisers. W.  F.  Ludgate  con- 
tinues as  KSD's  chief  engineer. 

At  KMOX  Mr.  West's  resigna- 
tion was  followed  by  the  appoint- 
ment of  Nicholas  J.  Zehr  as  en- 
gineer in  charge  of  transmitter 
plant,  and  Graham  Tevis,  former 
chief  operator,  as  audio  engineer 
in  charge  of  studio,  wire  lines  and 
remote  control.  Virgil  Eugene 
Moser,  former  script  writer  with 
Paramount  at  Hollywood  and 
former  continuity  chief  of  KVOO, 
Tulsa,  has  been  named  KMOX 
continuity  editor  by  Walter  Rich- 
ards, program  and  production 
manager. 

The  KMOX  continuity  depart- 
ment has  been  organized  into  a 
miniature  editorial  office  similar  to 
that  of  a  newspaper,  Mr.  Richards 
said.  With  Don  Hunt,  continuity 
chief,  occupying  a  position  similar 
to  that  of  a  managing  director, 
and  Moser  serving  as  the  "city 
editor,"  all  programs  and  an- 
nouncements are  assigned  to  the 
continuity  staff.  The  material  fol- 
lows the  same  line  of  development 
as  copy  on  a  newspaper  until  it  is 
"made-up"  into  the  verbal  edition 
of  each  day's  broadcasting  sched- 
ule. 

A  program  entitled  the  Musical 
Almanac  and  a  correct,  speech 
series  of  lessons  have  been  inaugu- 
rated each  evening  to  further  the 
resemblance  of  features  to  be 
found  in  a  newspaper. 


New  Transcription 

McGregor  and  Sollie,  San  Fran- 
cisco transcription  producers,  are 
recordine-  a  mystery  serial  called 
"Black  Magic"  for  syndication  to 
broadcasters.  The  series  was  orig- 
inally given  two  years  ago  over 
Pacific  coast  NBC  hook-up  under 
caption  of  "Kenya  Bill"  for  S.  and 
W.  Coffee  Co. 
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Should  Baseball  Ban  Broadcasting? 

Minneapolis  Experiment  Boosted  Box  Office  Receipts; 
Proposes  Stations  Pay  Clubs  and  Resist  Censorship 


WITH  the  1933  baseball  season  just  a  few  weeks 
ahead  the  perennial  question  arises  whether  broad- 
casting of  baseball,  or  other  sports  for  that  matter, 
reduces  or  boosts  box  office  receipts.  Ball  club 
owners  are  more  concerned  this  season,  however, 
because  of  the  prospects  of  poor  attendance  on  ac- 
count of  the  depression.  Mr.  DriscoU,  former  base- 
ball announcer,  on  WCCO,  offers  some  pertinent 
observations  on  the  controversy. 


By  DAVID  DRISCOLL,  Jr. 
Program  Director,  KGDE, 
Fergus  Falls,  Minn. 

BASEBALL  attendance  fell  off 
considerably  last  year.  In  the 
majors  the  slump  was  very  notice- 
able, more  noticeable,  in  fact,  than 
the  club  owners  care  to  mention. 
In  the  National  League  the  mag- 
nates heard  the  turnstiles  click  at 
a  speed  about  35  per  cent  slower 
than  in  the  peak  years.  The 
American  League  cities  must  have 
baen  equally  as  hard  hit,  and  in 
one  or  two  cases  perhaps  substan- 
tially more  so.  In  the  minor 
leagues  the  story  was  a  sad  one. 
Several  of  the  oldest  circuits  folded 
up  in  midseason  with  severe  losses 
to  the  club  owners  involved.  The 
World  Series  attendance  fell  far 
below  a  normal  figure. 

A  diagnosis  of  the  attendance 
slump  is  hardly  necessary.  Base- 
ball was  hard  hit  for  the  simple 
reason  that  the  boys  who  ordi- 
narily packed  the  grand  stand  and 
bleachers  were  out  of  work  or 
simply  could  not  afford  the  ex- 
pense for  entertainment.  Basaball 
owners,  like  everybody  else,  can- 
not collect  dollars  when  there  are 
no  dollars  to  collect. 

Poor  Prospects  Ahead 

CERTAINLY  the  opening  of  the 
1933  season,  only  ten  weeks  away, 
will  not  see  prosperity  returned  in 
the  country.  Club  owners  are  par- 
ing expenses  right  down  to  the 
bone.  Salaries  of  players  will  be 
cut  as  much  as  40  per  cent.  In 
a  nutshell,  baseball,  now  regarded 
as  distinctly  a  luxury,  is  in  for  a 
bad  season.  A  major  league  mag- 
nate, writing  to  your  correspon- 
dent recently,  stated  that  he  could 
not  understand  how  the  minor 
leagues  would  survive  1933. 

"I  can't  see,"  he  said,  "how  the 
American  Association,  one  of  the 
strongest  circuits  in  the  minors, 
can  even  start  the  season.  Two  of 
its  clubs  are  for  sale,  another  is 
bankrupt." 

The  point  we  are  leading  up  to 
is,  what  is  going  to  be  the  attitude 
of  club  owners  toward  the  broad- 
casting of  ball  games  in  1933? 
Broadcasts  of  baseball  games  were 
the  first  real  news  presentations 
made  by  radio.  Is  radio  going  to 
be  defeated  in  this  issue? 

Fans  are  Questioned 

ACCORDING  to  the  baseball  club 
owners  in  certain  cities,  both  in 
the  major  and  minor  leagues, 
broadcasts  of  the  games  are  in  a 
measure  responsible  for  the  drop 
in  attendance.  A  periodical  of 
national  circulation  conducted  a 
questionnaire  early  this  winter  in 
which  the  readers  were  asked  to 
give  their  opinions  concerning  the 
broadcasting  of  baseball  games. 
Two  questions  were  asked:  "Do 
you  prefer  radio  accounts  to  at- 
tending the  games  in  person?"  and 
"Do  you  believe  broadcasts  tend 
to  lessen  attendance  at  games?" 


The  answer  to  both  questions  was 
almost  universally  "No." 

To  our  way  of  thinking  this 
questionnaire  and  its  results  were 
not  significant  in  any  manner. 
Every  person  answering  knew  well 
when  he  wrote  his  "No"  that  it 


By  J.  BURYL  LOTTRIDGE 
Director,  KFBI,  Abilene,  Kans. 

THERE  has  been  some  discussion 
about  the  reasons  for  and  the  value 
of  station  mail.  Although  condi- 
tions may  not  be  the  same  for 
every  station,  in  our  judgment 
mail  response  from  our  listeners 
is  of  primary  importance. 

Last  March  our  listeners  sent 
21,500  pieces  of  mail  to  KFBI. 
Some  of  this  mail  was  in  response 
to  commercial  programs  and  an- 
nouncements; the  rest  of  it  was 
straight  station  sustaining  fan 
mail,  suggestions  about  our  pro- 
grams, requests  for  special  num- 
bers and  dedications  and  mail  re- 
sponse to  entertainment  and  ser- 
vice programs  that  particularly  in- 
terested these  listeners.  Can  we 
say  that  this  mail  is  of  value  to  no 
one  ?  Certainly  not.  It  represents 
a  conscientious  listener  expression 
in  every  instance. 

We  believe  that  station  mail  is 
valuable  to  KFBI  for  two  reasons: 
first,  it  offers  a  very  clear  indica- 
tion of  our  listener  preference  for 
program  structure,  both  sustaining 
and  commercial;  second,  it  fur- 
nishes a  comparative  indication  of 
our  coverage  in  the  basic  and  sec- 
ondary service  areas. 

It  does  cost  money  to  handle  this 
mail  effectively,  but  the  handling 
is  fundamentally  important.  For 
example,  we  employ  one  secretary 
and  one  assistant  to  give  practical- 
ly all  of  their  time  to  the  mail  we 
receive.  Our  mail  is  catalogued 
according  to  states,  Kansas  coun- 
ties, post  marks  and  by  the  artists 
addressed.  Finally,  each  letter  is 
read  and,  if  writer  asks  for  any 
particular  service,  we  do  our  very 
best  to  see  that  that  service  is  pro- 
vided. If  a  letter  contains  a  com- 
ment on  our  program,  either  com- 


would  be  silly  to  write  anything 
else.  Had  the  answers  been  over- 
whelmingly "Yes",  the  demise  of 
baseball  broadcasts  would  have 
been  hastened.  There  was  only 
one  answer  possible,  assuming  of 
course,  that  thousands  of  sports 


plimentary  or  otherwise,  one  of 
our  secretaries  answers  the  letter 
and  thanks  the  listeners  for  his  or 
her  interest.  Should  the  letter  be 
extremely  important  or  contain  in- 
formation of  importance  to  the 
station  management,  it  is  answered 
personally  by  the  director. 

In  other  words,  we  let  our  listen- 
ers know  we  take  this  mail  serious- 
ly and  thus  we  discourage  the  very 
few  listeners  who  write  thought- 
less or  anonymous  letters.  As  we 
said  before,  the  handling  of  this 
mail  costs  money  but  we  have 
found  that  this  procedure  pays  us 
big  dividends. 

From  the  commercial  standpoint, 
there  is  even  a  more  important 
factor  in  efficient  mail  handling. 
We  find  that  it  increases  our  lis- 
teners' confidence  in  the  station, 
and  this  increased  confidence  re- 
acts favorably  for  our  commercial 
clients.  A  certain  percentage  of 
our  clients  present  programs  that 
ask  for  listener  response  by  mail. 
We  think  that  this  listener  inter- 
est has  helped  to  increase  this 
commercial  response.  In  other 
words,  if  the  listener  has  written 
to  the  station,  perhaps  only  asking 
for  a  request  number  and  this  re- 
quest number  has  been  given  when 
requested,  thus  proving  that  the 
station  is  interested  in  the  mail, 
then  this  same  listener  is  even 
more  willing  to  respond  to  our 
commercial  requests. 

It  is  not  our  intention  to  give 
this  outline  as  the  only  successful 
method.  We  only  know  that  it  fits 
our  case  particularly  well.  We 
realize  that  possibly  the  great  ma- 
jority of  stations  are  retaining 
their  popularity  and  giving  their 
commercial  sponsors  an  excellent 
service  without  including  such  a 
detailed  method  of  maii  handling. 


fans  do  enjoy  these  broadcasts. 

The  press  cannot  be  barred  from 
the  ball  clubs  and  there  could  be 
no  reason  for  considering  such  a 
thing.  No  real  fan  devours  the 
inning-by-inning  newspaper  ac- 
count of  the  game.  Mortimer  P. 
Fans  gets  his  enjoyment  out  of 
reading  the  comments  of  the  press. 
These  comments  are  the  life  of 
baseball.  Radio  has  yet  to  prove 
its  case. 

The  Minneapolis  Case 

IN  SOME  instances,  particularly 
in  the  minor  leagues,  it  is  a  fact 
that  radio  accounts  of  games  have 
done  much  to  increase  attendance 
figures.  Take,  for  example,  the 
Minneapolis  club  of  the  American 
Association.  Whether  the  descrip- 
tions of  the  games  kept  any  Min- 
neapolis fans  away  from  the  park 
is  a  matter  of  conjecture.  The 
Minneapolis  team  battled  its  way 
so  sensationally  to  the  league 
championship  that  it  is  doubtful 
if  many  fans  preferred  to  remain 
at  home  to  listen  rather  than  see. 

But  here  is  what  radio  did  for 
the  Minneapolis  club.  It  aroused 
tremendous  interest  among  fans 
outside  the  city.  The  writer  is 
familiar  with  that  particular  situ- 
ation and  knows  that  the  Minne- 
apolis club  boosted  its  week-end 
attendance  immeasurably  by  draw- 
ing radio-created  fans  from  the 
small  towns  and  even  the  farms. 
It  was  a  common  sight  in  rural 
Minnesota  and  Wisconsin  to  see 
quite  a  crowd  around  the  cracker 
barrel  of  the  general  store  listen- 
ing intently  to  every  detail  of  the 
Millers  play. 

The  Minneapolis  club  allowed  its 
games  to  be  broadcast  for  several 
years,  and  then  in  1931  stopped 
the  practice,  believing  it  was  not 
in  the  best  interests  of  the  box 
oflace.  WCCO  raised  its  bid  to 
$2,500  for  the  season,  but  still 
was  denied  admission.  Finally 
that  station  joined  a  small  net- 
work which  originated  in  Chicago 
and  took  a  daily  description  of  the 
Chicago  White  Sox  or  Cub  games. 
During  the  summer  WCCO  re- 
ceived thousands  of  letters  from 
Minnesota,  Wisconsin  and  North 
Dakota  fans  who  asked  for  broad- 
cases  of  the  Minneapolis  games. 
After  that  display  of  interest, 
Mike  Kelley,  president  of  the  local 
club,  relented  in  1932  and  allowed 
the  broadcasts. 

Lure  to  Country  Folk 

IN  MINNEAPOLIS  it  was  found 
that  the  greatest  radio  baseball 
fans  by  far  were  in  the  country. 
These  people  ordinarily  would  not 
attend  one  game  a  year.  But  the 
interest  aroused  by  the  broadcasts 
brought  countless  numbers  to 
Nicollet  Park  on  Saturdays  and 
Sundays.  Daily,  fans  from  out- 
side the  city  would  come  up  to  our 
booth  after  the  game  and  remark: 
"I'm  from  Little  Falls  (or  some 
other  small  town)  and  I  thought 
I  would  come  up  and  see  the  boys 
we  listen  to  every  day." 

For  several  seasons  the  Chicago 
Cubs  have  set  the  pace  for  Na- 
tional League  attendance  marks. 
And  all  during  this  period  the 
Cub  games  have  been  on  the  air. 
Radio  broadcasting  of  baseball, 
under  the  direction  of  men  who 
know  their  business,  can  be  made 
to  work  to  the  mutual  advantage 

{Continued  on  page  27) 
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Hardy  Microphone 
Made  by  Brush  Co. 

Acoustical  Devices  Utilize 
Rochelle  Salt  Sound  Cell 

A  NEW  LINE  of  radio  and  acous- 
tical apparatus,  featuring  the  piezo- 
electric "sound  cell"  derived  from 
Rochelle  Salt,  is  announced  by  the 
Brush  Development  Co.,  Cleveland, 
which  produced  the  first  commer- 
cial arc  light,  the  first  generator 
and  the  first  storage  battery  . 

The  "grille-type"  microphone, 
which  in  appearance  resembles  the 
"velocity  microphone"  announced 
recently  by  RCA-Victor  Co.,  Inc., 
is  the  newest  product  using  as  its 
basic  element  Rochelle  Salt  crys- 
tals which  are  produced  from  the 
dregs  of  imported  wines.  Developed 
by  Alfred  L.  Williams,  president 
of  the  Brush  company  and  former 
submarine  commander  in  the  Royal 
British  Navy,  the  microphone  is 
extremely  rugged  and  of  high 
fidelity. 

Called  Unbreakable 

THE  MICROPHONE  was  demon- 
strated to  a  correspondent  of 
Broadcasting.  It  was  thrown 
against  a  brick  wall,  kicked  about 
the  laboratory  floor  and  then 
placed  under  a  cold  water  faucet. 
Still  wet,  it  was  hitched  to  a  radio 
circuit  and  functioned  with  no  ap- 
parent loss  of  quality. 

Brush  claims  that  the  micro- 
phone has  no  delicate  mechanical 
parts  and  therefore  is  virtually 
unbreakable  and  unaffected  by  vi- 
bration or  shock.  It  cannot  be 
overloaded,  according  to  Comdr. 
Williams. 

"Being  constructed  of  a  number 
of  'sound  cells'  arranged  edgewise 
to  form  a  grille,  there  is  a  mini- 
mum distortion  of  the  wave  front, 
no  reflection  or  pressure  doubling 
and  no  cavity  resonance,"  said  the 
announcement.  "It  has  no  low 
cut-ofF  and  has  an  absolutely  flat 
response  over  the  whole  broadcast 
range." 

Brush  states  that  the  micro- 
phone, produced  in  several  sizes, 
is  ideal  for  studio  work  because  it 
is  non-directional.  A  novel  feature 
is  the  plug-in  socket  arrangement, 
so  that  the  microphone  itself  may 
be  unplugged  from  the  stand  and 
plugged  into  overhead  suspensions 
in  a  few  seconds. 

The  same  type  of  sound  cells 
are  employed  in  the  production  of 
speakers,  elements  used  in  phono- 
graph pickups,  relays,  oscillographs 
and  television  scanning.  The  sound 
cell  is  said  to  be  in  itself  a  com- 
plete microphone,  operating  on  the 
piezo-electric  principle.  As  the 
Rochelle  Salt  crystal,  of  which  it 
is  constructed,  carries  its  own  field, 
no  permanent  magnets,  electro- 
magnets or  static  bias  is  required. 
The  cell  is  so  small  that  there  is 
no  distortion  of  the  sound  field  up 
to  its  highest  useful  frequency. 


NEW  ANTENNA  DOUBLES  SIGNALS 

Westinghouse  Develops  Economical  System  For  KYW; 
 Adapted  for  Use  on  Hisher  Frequencies  


Mr.  Harmon 


New  RMA  Offices 

HEADQUARTERS  offices  of  the 
Radio  Manufacturers  Association 
were  established  Jan.  10  in  the 
American  Bldg.,  1317  F  Street, 
N.W.,  Washington,  in  charge  of 
Bond  Geddes,  executive  vice  presi- 
dent arid  general  manager. 


A  NEW  TYPE 
of  station  anten- 
na, heralded  as 
the  "first  major 
radio  achieve- 
ment" of  1933, 
has  been  devel- 
oped by  Westing- 
house  Electric 
and  Manufactur- 
ing Co.,  and  al- 
ready is  in  prac- 
tical operation  at  KYW,  Chicago, 
according  to  Walter  C.  Evans, 
manager  of  Westinghouse  radio 
stations. 

Developed  largely  by  Earl  Har- 
mon, 27-year-old  engineer,  after 
months  of  research  and  experi- 
mentation, the  antenna  is  reported 
to  have  doubled  the  signal  inten- 
sity of  KYW,  with  no  increase  in 
station  power.  It  is  called  the  con- 
centrator antenna.  The  construc- 
tion cost  is  said  to  be  considerably 
below  that  of  conventional  aerials, 
and  appreciably  cheaper  than  the 
new  boom-shaped  masts  of  fabri- 
cated steel. 

Principal  Advantages 

SOME  of  the  attributes  of  the 
new  antenna  system  thus  far 
noted,  according  to  Mr.  Evans, 
are : 

1.  Increases  signal  intensity, 
approximately  100  per  cent,  in 
areas  where  desired. 

2.  Moves  fading  area  to  a  con- 
siderable distance  from  the  sta- 
tion and  so  increases  the  effective- 
ness of  the  station  in  its  useful 
area. 

3.  Is  most  efficient  on  higher 
frequencies  and  improves  the  lower 
wave  bands  for  broadcasting  oper- 
ations. (This  last  may  be  its  most 
important  function.) 

The  new  system  at  KYW  con- 
sists of  two  unusually  high  verti- 
cal antennae,  with  a  new  ground 
system.  Vertical  copper  rods  have 
taken  the  place  of  the  more  fami- 
liar antenna  where  wires  are 
strung  between  towers. 

Re  Main  Antenna 

THE  MAIN  antenna  —  Westing- 
house engineers  term  it  the  exciter 
— consists  of  a  copper  rod,  204 
feet  high.  It  is  supported  on  a 
wooden  pole,  200  feet  high.  This 
huge  pole  about  five  times  as  high 
as  the  usual  telephone  pole,  is 
made  of  three  western  cedars, 
spliced  together.  The  concentrator 
antenna  also  includes  a  pole,  about 
150  feet  high,  with  a  vertical  cop- 
per antenna.  The  concentrator 
pole  is  about  250  feet  distant  from 
the  exciter  and  is  adiusted  to 
resonate  at  1020  kc,  KYW's  fre- 
quency. 

Buried  in  the  ground,  under- 
neath both  poles,  is  a  copper 
sheet,  14  feet  square,  with  eight 
strips,  running  out  in  a  radius  of 
75  feet.  This  is  a  type  of  ground 
installation  extremely  efficient  in 
eliminating  ground  resistance. 

The  concentrator  tends  to  bend 
down  the  radio  waves  coming  from 
the  exciter,  flattening  them  so  that 
they  are  intensified  over  the  use- 


KYW'S  NEW  MAST— Hailed  as 
a  major  radio  contribution  of 
1933,  the  Westinghouse  "concen- 
trator antenna"  represents  a  new 
departure  in  radiators.  At  the 
top  is  seen  a  photo  of  the  mast 
as  it  appears  from  the  ground, 
steadied  by  guy  wires.  Below  is 
the  "exciter". 


ful  area  of  the  station.  In  opera- 
tion, it  acts  somewhat  as  a  pris- 
matic lens  does,  encircling  a  light 
source,  bending  down  and  flatten- 
ing the  light  rays,  so  that  they 
are  confined  to  useful  angles  near 
the  earth. 

Overcomes  Fading 

BY  IMPROVING  the  ground  wave 
of  station  and  decreasing  its  sky 
wave,  fading  is  said  to  have  been 
overcome  in  the  service  area  of 
the  station.  In  explaining  fading, 
engineers  state  that  an  antenna 
system  acts  like  two  transmitters, 
one  signal  coming  from  the  ground, 
the  other  from  the  sky.  If  these 
two  signals  are  about  equal  in 
strength,  they  set  up  interference, 
which  is  known  as  fading.  The 
same  thing  may  be  noted  on  a 
radio  set,  when  two  stations,  on 


KTM,  KELW  Licenses 
Renewed  by  Commission 

REVERSING  Chief  Examiner 
Yost,  the  Radio  Commission  Jan. 
20  renewed  the  licenses  of  KTM 
and  KELW,  Los  Angeles,  which 
share  the  780  kc.  wave  length  and 
which  appeared  at  a  hearing  last 
autumn  when  each  sought  the 
other's  time.  The  showing  made 
by  both  at  the  hearing  led  to  a 
strongly  worded  report  by  Yost 
urging  that  both  be  dropped  from 
the  rolls. 

With  the  stations  relicensed,  a 
hearing  will  probably  be  ordered 
by  the  Commission  on  their  appli- 
cations for  voluntary  assignments 
to  Hearst's  Los  Angeles  Herald, 
which  has  a  $35,000  purchase  op- 
tion on  KTM  and  $27,500  option  on 
KELW. 

Following  the  Yost  report,  seven 
other  applicants  besides  Hearst  ap- 
plied for  the  prize  780  kc.  assign- 
ment, and  some  or  all  of  these  will 
probably  be  parties  to  the  hearing 
to  oppose  the  assignment  to  Hearst. 
Seeking  the  KTM-KELW  wave  in 
lieu  of  their  present  assignments 
are  KECA  and  KFAC,  Los  Ange- 
les; KQW,  San  Jose,  and  KDYL, 
Salt  Lake  City.  Seeking  the  780 
channel  for  the  proposed  establish- 
ment of  new  stations  are  Don  Lee, 
operator  of  KHJ  and  a  California 
network,  who  proposes  to  erect  a 
new  outlet  to  serve  the  southern 
California  communities  of  River- 
side, San  Bernardino,  Redlands 
and  Colton;  Guy  C.  Earle,  Jr., 
operator  of  KNX,  Hollywood,  who 
would  build  a  new  station  at  Sac- 
ramento, and  W.  L.  Gleeson,  Los 
Angeles  publishers'  representaliive, 
also  proposing  to  build  in  Sacra- 
mento. 

the  same  frequency,  are  picked  up. 

When,  however,  a  ground  wave 
considerably  stronger  than  the 
skywave  is  transmitted,  the  fading 
area  is  pushed  out  beyond  the  ser- 
vice area  of  the  station. 

Easy  to  Install 

BY  INCREASING  the  efficiency  of 
the  shorter  wave-lengths,  the  con- 
centrator antenna  system,  West- 
inghouse claims,  has  made  a  major 
contribution  to  radio.  At  present 
the  frequency  band  between  750 
to  550  kc.  is  considered  the  best. 
From  990  to  1020  kc.  is  said  to  be 
fair,  while  most  stations  violently 
oppose  being  placed  on  the  band 
ranging  from  1400  to  1500  kc. 
With  the  new  system,  a  station 
operating  at  10  kw,  at  the  higher 
frequency,  has  transmitted  a  sig- 
nal as  powerful  as  another  station, 
operating  at  50  kw.  There  is  thus 
seen  the  possibility  that  a  wide 
area  of  useful  wave  bands  may  be 
opened  up,  always  a  desirable 
thing  in  the  overcrowded  broadcast  |§ 
worQ. 

Westinghouse  engineers  state 
that  the  antenna  is  a  comparative- 
ly simple  matter  of  installation, 
with  the  added  difficulties,  how- 
ever, of  experimentation  and  ad- 
justment. 


MAY  COMPANY,  Los  Angeles  de- 
partment store,  uses  KFAC  on 
Saturday  mornings  to  broadcast  a 
juvenile  hour  from  its  store  audi- 
torium. Idea  is  not  to  develop 
radio  juveniles,  but  to  "create  an 
interest  in  self-expression". 
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"  'Primary  Area 
Guaranteed  Area 
Juryeyed  by  Sdgar  'T-/.  "f-cHx 

- 1 935  -  Bdmberqer  Broadcasting  Service 


WER  Contour:  WOR's  signal  with- 
in this  line  is  strong  enough  to  over- 
ride all  man-made  static  of  eleva- 
tors, subways,  elevated  railways  and  all 
other  electrical  disturbances,  and  ab- 
sorption factors  common  to  New  York 
metropolitan  area. 

Outside  Contour:  WOR's  signal  within 
this  area  guarantees  ample  loud-speaker 
volume  on  any  set  irrespective  of  age, 
design  or  model  if  in  working  order. 
These  contours  were  developed  through 
thousands  of  electrical  measurements  of 
our  signal  by  Edgar  H.  Felix,  an  out- 
standing radio  authority.  The  measure- 
ments were  made  during  the  daytime 
when  radio  signals  are  not  as  strong  as 
in  the  evening,  thereby  giving  assured 
loud-speaker  volume  of  2,500,000  set 
owners  at  all  hours  of  the  day. 
There  are  many  localities  that  are  miles 
— in  some  cases  hundreds  of  miles — be- 
yond the  outside  contour  indicated  where 
WOR  is  considered  a  reliable  station 
and  listened  to  regularly. 


WOR 


Bamberger  Broadcasting  Service,  Inc., 

Newark,  New  Jersey 

<:ytmeria:t's Xtadinglndepencleiff  Station  Serving  ^ew  York  Office:  1440  Broadway  New  York  City 

Greater /lew Jersetf  and  newlfark  metropolitan  ^rea     Chicago  Office-,  wuuam  g.  Rambeau,  36o  n.  Michigan  Ave.,  Chicago,  m. 
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License  Bill  Believed  Blocked 
By  Vigorous  Fight  at  Hearing 

Broadcasters,  Educators  and  Other  Interests 
Unite  in  Opposition  to  Measure  as  Unfair 


STRONG  opposi- 
tion to  the  bill 
(S.  5201)  intro- 
duced by  Senator 
Dill  (  D.  )  of 
Washington,  pro- 
posing to  levy  li- 
cense fees  on  all 
forms  of  radio  li- 
censes,  was 
„  voiced  at  a  hear- 

Mr.  Bellows  j^g  jan.  16  be- 
fore a  subcommittee  of  the  Sen- 
ate Interstate  Commerce  Commit- 
tee headed  by  Senator  Howell 
(R.)  of  Nebraska.  Organized 
broadcasters,  represented  by  Henry 
A.  Bellows,  CBS  vice  president 
and  legislative  chairman  of  the 
NAB,  were  joined  by  various  other 
groups  in  opposing  the  measure. 
With  only  a  few  weeks  remaining 
before  the  72nd  Congress  ad- 
journs, its  chances  of  passage  are 
regarded  as  remote. 

Mr.  Bellows  opposed  the  bill  as 
an  undue  hardship  upon  broad- 
casters, particularly  the  smaller 
stations  and  in  view  of  the  bur- 
dens recently  imposed  upon  radio 
by  the  copyright  owners.  Some 
stations  will  undoubtedly  be  forced 
to  surrender  their  licenses,  he  said, 
and  others  will  meet  the  fees 
"largely  at  the  expense  of  pubic 
service." 

Re  Property  Rights 

"THE  DIRECT  burden  of  expense, 
of  course,  is  the  first  reason  why 
the  broadcasters  protest  against 
the  enactment  of  this  measure," 
said  Mr.  Bellows.  "But  there  are 
other  and  more  far-reaching  ob- 
jections to  it.  The  Congress  has 
very  wisely  declared  that  a  radio 
license  confers  no  vested  or  prop- 
erty right,  and  has  undertaken  to 
prevent  any  commercial  traffic  in 
such  licenses.  Nevertheless,  it  is 
now  seriously  proposed  that  the 
government  itself  shall  put  all 
radio  licenses  up  for  sale,  even  to 
the  extent  of  fixing  different  money 
values  for  different  types  of  fre- 
quency and  power  authorizations. 

"How  can  the  government,  hav- 
ing sold  a  radio  license  for  a  price 
fixed  by  law,  claim  that  the  pur- 
chaser has  not  actually  bought 
something  in  which  he  has  a  defi- 
nite property  right?  How  do  you 
think  the  courts  will  interpret 
such  a  purchase?  If  it  is  your 
purpose  to  'freeze'  the  radio  situ- 
ation so  that  the  Federal  Radio 
Commission  is  left  powerless  to 
act,  this  bill  will  certainly  do  it. 

"And  yet  it  is  proposed  to  have 
radio  hire  the  Commission — 'help 
pay  the  cost  of  regulation'  is  the 
precise  phrase  used.  Has  it  ever 
been  proposed  that  the  railroads 
should  pay  the  salaries  of  the  In- 
terstate Commerce  Commision  ? 
Are  the  veterans  expected  to  con- 
tribute to  the  upkeep  of  the  Vet- 
erans' Bureau?  If  the  power  in- 
terests were  to  offer  to  assume  the 
payroll  of  the  Federal  Power  Com- 
mission, Congress  and  the  public 
would  very  properly  be  outraged. 
And  yet  the  government  agency 


which  is  by  law  directed  to  regu- 
late radio  in  the  public  interest  is 
to  be  put  on  the  payroll  of  the 
radio  companies." 

Estimated  Revenue 

JAMES  W.  BALDWIN,  Radio 
Commission  secretary,  estimated 
that  the  revenue  raised  by  the  pro- 
posed bill  would  amount  to  $743,- 
000  as  against  an  estimated  cost 
of  regulation  of  $754,000  during 
1934. 

The  bill  was  also  opposed  by  E. 
J.  Coltrane,  representing  the  Na- 
tional Committee  on  Education  by 
Radio,  who  asked  that  educational 
radio  stations  be  exempted  be- 
cause they  are  state  institutions; 
Charles  F.  Dolle,  representing 
Catholic  educational  stations,  and 
Ray  R.  Pearson,  chairman  of  the 
executive  committee  of  the  Asso- 
ciation of  Land  Grant  Colleges, 
who  agreed  with  Coltrane;  W.  A. 
Winterbottom,  vice  president  and 
general  manager  of  RCA  Com- 
( Continued  on  page  29) 


TALKING  IT  OVER--0  c  t  a  v  u  s 
Roy  Cohen  (left)  going  over  script 
of  Townsend  Murder  Mystery  act 
with  Ralph  Leavenworth,  general 
advertising  manager  of  Westing- 
house  E.  &  M.  Co.,  which  will 
sponsor  the  new  serial,  starting 
Feb.  14,  on  an  NBC-WJZ  network, 
Tuesdays,  Thursdays  and  Satur- 
days, 7:45  to  8  p.m.,  with  repeat 
for  western  stations,  11:15  to  11:30 
p.m.  The  noted  creator  of  Floran 
Slappey  and  other  negro  charac- 
ters is  writing  54  episodes  for  an 
18-week  series,  and  for  radio  has 
created  the  new  characters  Jim 
Hanvey,  detective;  Quintus  Jones 
and  Jasper  DeVoid.  Fuller,  Smith 
&  Ross,  Cleveland,  handles  the  ac- 
count. 


Edward  Petry  Handling 
Accounts  of  18  Stations 

APPOINTMENT  of  Edward  Petry 
&  Co.,  New  York,  as  exclusive  rep- 
resentative of  18  stations,  has  been 
announced  by  Mr.  Petry,  president, 
who  formerly  handled  the  Bulova 
Watch  account  for  the  Blow  Co., 
New  York.  The  stations  were  an- 
nounced as  follows:  WFAA,  Dal- 
las; WRAP,  Fort  Worth;  WHAS, 
Louisville;  KPRC,  Houston; 
WDAF,  Kansas  City;  KSD,  St. 
Louis;  KFH,  Wichita;  WSMB, 
New  Orleans;  WSM,  Nashville; 
KFYR,  Bismarck,  N.  D.;  WTMJ, 
Milwaukee;  KSL,  Salt  Lake  City; 
WBRC,  Birmingham;  KTHS,  Hot 
Springs,  Ark.;  KLZ,  Denver; 
WFBM,  Indianapolis;  WMC,  Mem- 
phis and  WWJ,  Detroit. 

Mr.  Petry  stated  he  will  main- 
tain headquarters  in  New  York, 
where  offices  have  been  established 
in  the  Chanin  Bldg.,  with  Henry 
I.  Christal,  formerly  with  Scott 
Howe  Bowen,  Inc.,  as  manager. 
Chicago  offices  are  in  the  Wrigley 
Bldg.,  with  Edward  Voynow,  also 
formerly  with  Scott  Howe  Bowen, 
as  manager,  and  George  Kercher 
as  assistant.  San  Francisco  offices 
in  the  Russ  Bldg.  are  in  charge  of 
J.  Rufus  Doig,  formerly  with 
O'Mara  and  Ormsbie,  publishers' 
representatives. 


Radio's  Unsung  Heroes 


By  ROBERT  MACK^ 


Mr.  Evans 


PITTSBURGH, 
Pa. — T  his  is  a 
tale  of  radio's 
unsung  heroes,  of 
those  men  who 
keep  the  "radio 
show"  going  at 
any  expense;  who 
toy  with  appara- 
tus carrying 
thousands  of 
volts,  where  a 
slip  means  instant  death. 

Of  the  valiance  of  these  men, 
called  maintenance  engineers,  the 
public  never  hears.  Their  voices 
never  go  on  the  air  and  their  names 
seldom  appear  in  public  print.  Yet 
it  is  they  who  render  your  receiv- 
ers responsive  to  what  goes  over 
the  ether,  and  who  are  constantly 
improving  the  fidelity  of  your  re- 
ception. 

Young  Men  Dominant 

IT  WAS  my  privilege  the  other 
day  to  inspect  Station  KDKA, 
Pittsburgh,  noted  as  the  world's 
first  permanent  broadcasting  sta- 
tion. Not  the  KDKA  located  in  a 
modern  down-town  hotel  with  its 
lavish  furnishings  and  commodious 
studios  where  the  artists  appear, 
but  the  KDKA  at  Saxonburg — 30 
miles  from  Pittsburgh — ^where  the 
giant  transmitter  is  housed,  and 
where  these  maintenance  engineers 
are  stationed. 

My  trip  was  arranged  by  Walter 
C.  Evans,  who  at  34  is  the  head  of 
all  of  the  radio  operations  of  West- 
inghouse  Electric  and  Manufactur- 
ing Co.,  including  complete  man- 
agement of  its  four  big  stations. 
My  immediate  escort  was  Earl 
Harmon,  27  -  year  -  old  engineer 
whose  latest  achievement,  as  yet 
confidential,  soon  will  be  disclosed, 
and  is  certain  to  startle  the  radio 
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world.  He  has  developed  a  pro- 
cess of  doubling  the  signal  strength 
of  stations  without  increasing 
power  output  and  with  almost 
negligible  construction  cost. 

I  was  amazed  at  the  youth  of 
these  men.  They  tell  me  radio  is 
a  young  man's  game  and  that  other 
stations  are  staffed  by  their  col- 
leagues— hardly  any  over  30.  Here 
were  the  booming  transmitters, 
not  only  of  KDKA,  with  its  output 
of  50,000  watts — the  maximum 
power  allowed  in  this  country — 
but  of  the  world's  most  powerful 
transmitter,  which  catapults  400,- 
000  watts  into  space  in  testing  the 
advantages  of  high  power,  and 
which  romps  up  and  down  the 
radio  spectrum  during  the  early 
morning  hours  while  America 
sleeps.  Then  there  are  two  high 
frequency  stations,  which  carry 
KDKA's  programs  to  the  four  cor- 
ners of  the  globe — another  pioneer- 
ing venture  for  Westinghouse, 
which  it  does  without  monetary  re- 
turn, but  which  is  designed  to  pro- 
mote international  good  will  and 
to  provide  entertainment  and  re- 
spite for  those  little  patches  of 
humanity  in  the  frozen  north  and 
in  other  remote  portions  of  the 
world. 

Danger  Signs 

BEHIND  row  after  row  of  mam- 
moth electrical  machinery  we 
marched,  with  big  signs  "Danger, 
High  Voltage,"  staring  us  in  the 
face.  Now  Elwyn  Sollie,  KDKA 
maintenance  engineer,  joined  us, 
and  they  kept  me  sandwiched  in 
the  middle  to  make  sure  that  I 
wouldn't  brush  against  a  live  wire 
or  gadget. 

It  was  only  by  the  most  adroit 
kind  of  questioning  that  I  suc- 
ceeded in  learning  of  some  of  the 
ventures  of  those  boys  behind  the 
radio  gun.    They  were  modest  to 


the  point  of  bashfulness.  Finally, 
I  learned  of  these  ventures  while 
we  were  inspecting  the  "cellar," 
where  are  housed  the  big  vats  in 
which  the  transmitting  tubes  are 
cooled  by  water  and  oil  to  prevent 
blowouts. 

It  seems  that  the  lead  conduits, 
connecting  these  tubes  with  the 
transmitting  circuits,  wear  away 
by  friction  every  few  weeks.  To 
repair  them  when  the  circuits  are 
"dead"  would  mean  a  six-hour 
wait  for  the  oil  in  which  the  tubes 
are  bathed  to  drain  off.  During 
that  time  there  would  be  danger 
of  the  same  thing  happening  to 
the  spare  set.  So  young  Sollie, 
the  "swimmer"  of  the  crew,  strips 
to  the  waist  and  jumps  into  the 
vat,  replacing  the  broken  lead  un- 
der ice-water. 

Show  Must  Go  On 

FROM  OTHERS  around  the  plant 
I  learned  of  equal  feats  of  loyalty 
and  courage  with  the  single  thought 
of  keeping  the  stations  on  the  air. 
A  new  transmitter  had  been  rushed 
to  completion  in  time  for  a  special 
program.  When  the  program  was 
about  to  go  on  the  air,  a  sputter- 
ing developed.  Hurried  examina- 
tion disclosed  a  faculty  splice  in  a 
3500-volt  plate  cable  which  was 
burning  itself  apart.  The  main- 
tenance engineer  in  charge  pulled 
on  a  pair  of  insulated  gloves  and 
held  the  two  high- voltage  wires 
together  in  his  hand  for  three 
quarters  of  an  hour  until  the  pro- 
gram ended. 

Back  in  East  Pittsburgh  I  was 
shown  through  the  experimental 
laboratories  of  Westinghouse,  a 
veritable  house  of  magic,  where 
television  experimentation  goes 
forward  and  where  astounding  re- 
sults have  been  attained  in  "micro- 
ray"  transmission.  But  that's  an- 
other story. 
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CITING  THREE   CASES   IN   WHICH  THE 
KNOWN  ABILITY  OF  ^VSM  TO  PULL  MAIL 
WAS  USED  TO  SELL  MERCHANDISE  Quickly 


1 

2 

3 


The  distribution  of  a  catalog  for  a  nationally  known  salt  manufacturer. 

TIME  USED.    A  fifteen  minute  program,  once  a  week,  for  thirteen  consecutive  weeks. 
RESULiTS.     The  lowest  inquiry  cost  ever  produced  for  the  advertiser,  in  which  the  WSM 
merchandising  department  shares  honors  for  direction  of  the  sales  drive. 

A  program  to  distribute  samples  by  mail. 
TIME  USED.    Six,  thirty  minute  programs. 

IIESUI.TS.     28,532  requests  for  the  sample  —  now  being  followed  up  in  the  field  to  make 
permanent  customers! 

A  Quick  Action  Program  Designed  to  Pull  Mail  in  a  Hurry. 

TIME  USED.    Two,  thirty  minute  programs. 
RESUETS.    27,899  inquiries  —  prospects  —  customers! 

Do  You  Bowl  Up  The  Same  Alley? 


If  your  problem  necessitates  the  distribution  of  samples 
or  literature,  WSM  can  do  the  job,  and  probably,  cheaper 
and  swifter  than  any  other  channel  in  America.  If  you 
have  a  merchandising  problem,  radio's  greatest  single 


station  audience  is  waiting  to  hear  your  message.  Com- 
plete information  as  to  talent,  open  time,  costs,  and  the 
market  available  immediately.  Broadcasting  from  the 
tallest  radio  antenna  in  the  world.  878  feet  in  height. 


We  Sell  The  South 


Exclusive  National  Representatives 
EDWARD  PETRY  and  COMPAIVY 

New  York        San  Francisco  Chicago 


WSM 


Cleared  Channel 
Unlimited  Time — 650  Kilocycles 
NBC  Affiliate 


50,000  WATTS 
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Baker  and  Copyright 

THE  RETENTION  of  the  Honorable  Newton 
D.  Baker  as  copyright  counsel  for  the  NAB 
will  be  hailed  with  delight  by  the  broadcasters, 
and  his  efforts  in  negotiation  or  litigation  (as 
conditions  warrant)  will  also  be  watched  with 
keen  interest  by  radio  advertisers  and  their 
agencies.  These  latter  have  far  more  at  stake 
in  the  copyright  issue  than  may  be  apparent, 
for  it  has  already  been  suggested  that  ASCAP 
may  propose  to  levy  copyright  fees  directly 
upon  them. 

This  is  the  biggest  step  forward  in  NAB 
history.  It  brings  to  radio  fully  as  strong 
representation  against  the  arbitrary  on- 
slaughts of  ASCAP  as  that  organization  has 
had  with  the  varied  talents  of  Messrs.  Buck, 
Mills  and  Burkan.  ASCAP  now  has  a  foe 
worthy  of  the  respect  it  has  hitherto  denied 
broadcasting,  and  radio  now  has  an  advocate 
who  can  really  test  and  bring  to  task  the 
legalistic  shroud  which  Mr.  Burkan  has  woven 
around  his  organization. 

Mr.  Baker's  advent  into  the  copyright  pic- 
ture does  not  mean,  however,  that  the  mil- 
lenium  has  arrived  in  the  copyright  situation. 
As  President  McCosker  announced,  Mr.  Baker 
has  been  studying  the  copyright  problems  of 
radio  for  a  month.  Apparently  he  is  con- 
vinced the  broadcasters  have  a  real  case.  But 
he  must  do  more  deliberating,  and  probably 
will  want  to  face  ASCAP  across  the  confer- 
ence table,  before  determining  what  course  to 
pursue  to  win  justice  for  the  broadcasters. 
This  will  necessarily  be  a  slow  process,  and 
very  likely  it  will  be  one  that  Mr.  Baker  will 
want  to  pursue  in  his  own  quiet  way  without 
ostentation  and  premature  publicity.  The 
broadcasters  will  do  well  to  place  their  whole 
case  in  his  hands  without  any  expectation  that 
the  problem  will  be  solved  overnight.  That 
they  will  now  more  than  ever  give  their  com- 
plete and  wholehearted  support  to  the  NAB, 
goes  without  saying. 


Tax  Tyranny 

IT  WILL  be  difficult  to  answer  the  cogent 
arguments  against  the  Dill  radio  license  tax 
bill  presented  before  Senator  Howell's  sub- 
committee by  Henry  A.  Bellows,  CBS  vice 
president  and  legislative  chairman  of  thei 
NAB,  and  the  other  witnesses  who  appeared 
to  oppose  the  bill.  Certainly  the  single  wit- 
ness in  favor  of  the  measure,  S.  Howard 
Evans  of  the  crusading  Ventura  Free  Press, 
made  a  poor  gesture  with  his  argument  that 
such  a  tax  will  more  nearly  equalize  radio 
competition  with  newspapers.  That  argument 
can  be  answered  in  a  few  words:  What  about 
the  postal  subsidy  enjoyed  by  the  press? 
Nor  can  the  Senators  ignore  the  clinching 


point  raised  by  John  C.  Gall,  secretary  of  the 
National  Association  of  Manufacturers,  rep- 
resenting the  sponsors  of  American  radio  pro- 
grams, who  in  the  last  analysis  must  inevi- 
tably foot  the  additional  tax  burden,  when  he 
remarked  that  the  measure  in  reality  is  tax 
legislation  which  must  properly  be  initiated 
in  the  House  of  Representatives  and  not  in 
the  Senate.  That  alone  defeats  any  possi- 
bility of  the  bill's  enactment  in  this  waning 
Congress. 

In  these  days  of  proposed  economy  in  gov- 
ernment, it  is  natural  that  a  public-minded 
servant  of  the  government  like  Senator  Dill 
should  cast  about  for  new  sources  of  reve- 
nues. But  even  Senator  Dill  must  admit  that 
no  other  industry  is  singled  out  for  special 
taxation  imposed  solely  to  defray  the  expenses 
of  the  federal  agency  regulating  that  industry. 
As  Mr.  Bellows  pointed  out,  the  railroads  do 
not  support  the  Interstate  Commerce  Commis- 
sion, the  veterans  do  not  support  the  Veterans 
Bureau  and  it  is  unthinkable  that  the  power 
companies  should  assume  the  payroll  of  the 
Power  Commission.  Other  taxes  go  toward 
their  support,  and  radio  is  paying  its  just 
share  of  corporate,  power,  income  and  other 
general  taxes. 

The  suggestion  that  the  Radio  Commission- 
ers, deriving  their  funds  from  the  radio  in- 
dustry, might  regard  themselves  as  mere  hire- 
lings of  that  industry,  cannot  be  taken  very 
seriously,  assuming  right-minded  men  con- 
tinue to  be  appointed  to  the  Commission. 
But  there  is  real  point  to  Mr.  Bellows'  theory 
that  the  fixing  of  license  fees  actually  amounts 
to  the  fixing  of  price  valuations  on  wave 
lengths — something  that  has  been  abhorrent  to 
a  Congress  that  has  jealously  guarded  against 
vested  or  property  rights,  and  to  a  Commis- 
sion that  is  presumed  to  be  zealously  guard- 
ing against  trafficking  in  radio  licenses. 


Advertising  for  Ads 

THE  EFFICACY  of  radio  in  obtaining  ad- 
vertising for  another  medium  is  clearly  illus- 
trated in  the  success  story  of  "The  March  of 
Time"  program  in  this  issue.  Step  by  step, 
Time,  the  weekly  newsmagazine,  has  added 
new  advertising  which  is  directly  attributable 
to  its  own  advertising  over  CBS. 

In  fact,  so  successful  was  Time  during  its 
second  series  of  broadcasts  that  it  went  off 
the  air  for  a  while  in  the  belief  that  full 
benefits  had  been  obtained.  Back  again,  it 
now  has  achieved  a  place  "second  to  none" 
in  automobile  advertising. 

All  of  which  puts  to  rout  the  fears  and 
superstitions  of  other  magazine  publishers  who 
refuse  to  do  business  with  a  competing  medium 
for  fear  it  will  react  to  their  own  detriment. 


The  RADIO 
BOOK  SHELF 

A  CHRONOLOGICAL  factual  review  of  the 
events  leading  to  the  Canadian  Parliament's 
recent  decision  to  nationalize  broadcasting  is 
carried  in  the  January  Air  Law  Review,  offi- 
cial journal  of  the  Amerian  Academy  of  Air 
Law.  The  article  is  by  Brooke  Claxton,  mem- 
ber of  the  Canadian  Bar,  who  points  out  that 
expected  revenues  for  the  support  of  the  sys- 
tem will  derive  from  a  $2  or  $3  tax  on  radio 
sets,  or  a  total  of  $2,000,000  or  less.  This,  he 
admits,  may  not  be  enough  to  operate  the  ex- 
tensive system  proposed  for  Canada,  but  he 
states : 

"It  is  not  expected  that  the  Commission  will 
do  much  more  this  year  than  create  an  organ- 
ization and  make  a  general  survey  of  the  situ- 
ation in  Canada  and  perhaps  originate  a  few 
programmes  to  be  distributed  through  a  na- 
tional network.  With  the  accumulation  of 
funds,  it  is  expected  that  the  Commission  will 
gradually  purchase  or  expropriate  some  exist- 
ing stations  and  cancel  the  licenses  of  others, 
not  suitably  located,  until  it  has  realized  the 
technical  scheme  as  envisaged  ...  it  should 
be  possible  to  do  this  out  of  revenue  inside  the 
space  of  three  or  four  years,  with  no  inter- 
ruption of  service  and  with,  it  is  hoped,  a 
steady  improvement  in  the  quality  of  the  pro- 
grammes offered." 


TALES  of  Memphis  court  justice,  adminis- 
tered when  George  D.  Hay  (The  Solemn  Old 
Judge)  was  a  cub  reporter  on  the  Commercial 
Appeal,  are  recounted  by  the  veteran  radio 
announcer  in  "Howdy  Judge"  (McQuiddy 
Press,  Nashville).  The  author's  first  fame  in 
broadcasting  came  while  he  was  an  announcer 
at  WMC,  Memphis,  and  later  at  WLS,  Chi- 
cago. He  is  now  at  WSM,  Nashville. 


1 


THE  AMERICAN  Radio  Relay  League,  W. 
Hartford,  Conn.,  announces  a  thoroughly  re- 
vised Radio  Amateur's  Handbook  (tenth  edi- 
tion) of  218  pages  and  207  illustrations. 


Radio  Gag  Rule 

IT  IS  to  be  regretted  that  the  United  States 
Supreme  Court  did  not  grant  the  petition  for 
review  of  the  Shuler  case.  Not  that  we  hold 
any  brief  for  the  man  Shuler,  but  the  free 
speech  issue  is  far  too  important  and  funda- 
mental to  be  left  undecided  by  the  court  of 
last  resort. 

The  last  vestige  of  hope  lies  in  the  petition ' 
for  rehearing,  shortly  to  be  filed.  In  view  of 
the  fact  that  this  decision,  in  the  last  analy- 
sis, means  that  the  courts  have  shackled  broad- 
casters with  what  practically  amounts  to  an 
administrative  censorship,  it  is  rather  surpris- 
ing that  more  broadcasters  have  not  shown 
more  interest  in  this  case.  The  Radio  Com- 
mission may  now  muzzle  a  station  simply  be- 
cause of  the  utterances  heard  over  it — a  cen- 
sorship that  the  Supreme  Court  itself  has  held 
cannot  be  clamped  on  the  press  without  violat- 
ing the  free  speech  guarantee  of  the  Consti- 
tution. 

Because  of  the  basic  importance  of  the  free 
speech  issue  to  future  broadcasting,  it  is  our 
belief  that  the  NAB  should  appear  in  this  case 
to  protest  the  decision  of  the  Court  of  Appeals. 
Certainly  it  has  more  at  stake  therein  than  has 
the  American  Civil  Liberties  Union,  which  has 
already  announced  its  intention  of  siding  with 
counsel  for  Shuler  on  free  speech  grounds. 
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WHEN  a  Pioneers'  Club  is  formed 
in  the  Fifth  Estate,  a  seat  on  the 
front  row  must  be  reserved  for 
John  Francis  Patt,  manager  of 
WGAR,  Cleveland. 

Still  several  steps  from  the  ripe 
old  age  of  30  (he  is  27),  Patt  en- 
joys the  distinction  of  being  one 
of  the  youngest  managers  of  a 
major  radio  station,  for  he  as- 
sumed his  present  job  when  he 
was  only  25.  Yet  few  broadcast- 
ing executives  have  a  wider  na- 
tional acquaintance  or  are  better 
posted  on  facts  and  trends  in  the 
industry. 

At  the  recent  NAB  convention 
in  St.  Louis,  Patt  submitted  such 
a  comprehensive  report  on  station 
promotion  that  it  was  reprinted  in 
full  by  several  publications  in  the 
radio  and  advertising  field.  New 
ideas  are  his  hobby.  He  is  con- 
stantly seeking  better  methods  for 
the  benefit  of  the  listener  and  the 
sponsor. 

WGAR's  manager  started  with 
radio  in  the  days  of  squeaky  bat- 
tery sets  and  earphones.  He  was 
only  in  his  'teens  when  he  an- 
nounced baseball  scores  in  the 
early  days  of  WDAF,  Kansas  City, 
his  birthplace  and  home  town.  In 
reality,  he  was  the  office  boy,  work- 
ing at  odd  times  while  attending 
high  school.  But  he  broadcast 
baseball  details  so  well  that  WDAF 
listeners  wrote  in  that  they  wanted 
to  hear  more  of  him. 

Gradually,  young  Patt  became 
a  full-fledged  announcer,  always 
with  an  eye  on  both  the  entertain- 
ment and  commercial  possibilities 
of  radio.  Part  of  his  time  also 
was  spent  in  the  editorial  depart- 
ment of  the  Kansas  City  Star, 
which  owns  WDAF.  He  is  always 
at  home  in  the  company  of  news- 
paper men. 

Incidently,  it  was  in  this  early 
radio  experience  that  Patt  and  Leo 
Fitzpatrick,  manager  of  WJR,  De- 
troit, teamed  together,  starting  an 
association  and  friendship  that  led 
both  men  to  the  front  ranks  of 
the  broadcasting  business.  Fitz- 
patrick was  noted  in  radio's  early 
days  as  "The  Merry  Old  Chief" 
of  WDAF. 

Patt  continued  his  radio  activity 


in  college  at  KFKU,  the  Kansas 
University  station  at  Lawrence. 
It  so  happened  that  radio  which 
determined  his  career  also  gave 
him  his  wife,  for  at  KFKU  he  met 
Miss  Ruth  Richardson,  a  Kansas 
co-ed  employed  at  the  station.  She 
has  been  Mrs.  John  Patt  since 
1927. 

After  completing  college,  Patt 
was  called  to  WJR,  again  joining 
Mr.  Fitzpatrick.  Within  three 
years,  he  was  advanced  to  assis- 
tant manager.  Under  the  direc- 
tion of  G.  A.  Richards,  *'Fitz" 
and  Patt  made  the  "Goodwill  Sta- 
tion" famous  throughout  the  mid- 
dle west.  ^ 

In  1930,  when  the  WJR  manage- 
ment was  looking  for  expansion, 
purchase  of  two  stations  in  Ohio 
paved  the  way  for  the  formation 
of  a  sister  station,  WGAR  in 
Cleveland.  Patt  was  selected  to 
organize  and  manage  it.  The  sta- 
tion went  on  the  air  Dec.  15,  1930, 
as  a  basic  unit  of  the  NBC-Blue 
network. 

Patt's  accomplishment  in  Cleve- 
land has  few  parallels  in  radio 
management.  Arriving  in  town 
just  a  month  ahead  of  the  sched- 
uled WGAR  opening,  he  had  to 
recruit  a  complete  staff,  lay  out 
studios  and  offices,  build  a  trans- 
mitter and  direct  the  commercial 
problems  of  a  new  broadcasting 
business. 

The  task  was  completed  on  time. 
But  interference  developed  in  pro- 
gram transmission  from  Hotel 
Statler,  and  a  new  transmitting 
station  had  to  be  constructed  im- 
mediately. A  site  seven  miles 
from  the  city  was  selected,  the  job 
was  pushed  through  in  record  time 
early  in  1931,  and  WGAR's  signal 
was  clarified  throughout  the  Cleve- 
land area. 

John  is  the  first  of  the  "Radio 
Patts".  Ralph,  a  younger  brother, 
is  now  at  WJR,  and  James,  an- 
other brother,  is  at  KMBC,  Kansas 
City.  Robert  and  Fred,  still  younger 
brothers,  and  Margaret,  the  only 
girl  in  the  family,  may  yet  be 
heard  from  in  radio  circles. 

Patt  has  become  a  prominent 
figure  in  Cleveland's  business  and 
social  circles.  He  is  a  member  of 


PERSONAL  NOTES 


ARTHUR  J.  KEMP,  formerly  an  ac- 
count executive  with  the  Rodney  E. 
Boone  Organization,  newspaper  rep- 
resentatives, has  been  appointed  ad- 
vertising manager  of  KHJ,  Los  Ange- 
les, according  to  an  announcement 
by  Don  Lee.  Hassell  Smith,  formerly 
with  the  Hamman-Lesan  Co.,  San 
Francisco  agency,  has  been  named 
advertising  manager  of  KFRC,  San 
Francisco.  Other  Don  Lee  appoint- 
ments announced  are  Gerald  J.  Nor- 
ton, former  KHJ  announcer  and  com- 
mercial man,  promoted  to  advertising 
service  manager  of  KHJ,  and  H.  D. 
Sproul,  formerly  with  the  Los  Ange- 
les Examiner,  appointed  to  the  KHJ 
sales  force. 

ED  CONNE,  who  resigned  recently 
from  Sound  Studios  of  New  York,  has 
joined  the  Byers  Recording  Labora- 
tory, subsidiary  of  Scott  Howe  Bowen, 
Inc.,  which  will  be  reorganized.  With 
him  is  Al  Boasberg,  well  known  com- 
edy writer.  The  name  tentatively  se- 
lected for  the  new  organization  is 
Majestic  Radio  Studios,  Inc. 

LEO  FITZPATRICK,  vice  president 
and  general  manager  of  WJR,  Detroit, 
was  both  guest  of  honor  and  host  at 
a  meeting  of  the  Rotary  Club  of  De- 
troit Jan.  18.  After  high  tribute  had 
been  paid  the  broadcaster,  who  is  vice 
president  of  the  NAB,  by  the  toast- 
master,  and  after  he  had  been  given 
a  rousing  ovation,  the  club  was  treated 
to  a  specially-arranged  show  featur- 
ing WJR  artists. 

R.  S.  MACMILLAN  on  Jan.  1.5  re- 
sumed active  operation  of  his  KMPC, 
Beverly  Hills,  Cal.,  and  appointed 
Jack  Kiefer,  on  the  commercial  staff, 
as  station  manager.  KMPC  for  more 
than  a  year  has  been  under  the  di- 
rection of  V.  G.  Freitag,  radio  broker. 

'HENRY  A.  BELLOWS,  CBS  vice 
president  recently  transferred  from 
WCCO,  Minneapolis,  to  Washington, 
as  CBS  representative,  has  been 
elected  vice  president  of  the  Minne- 
sota State  Society  of  the  nation's 
capital. 

WILSON  W.  (Scoop)  WETHERBEE, 
formerly  of  the  Chicago  NBC  staff 
and  later  with  Indiana  stations,  has 
rejoined  the  NBC  and  has  been  as- 
signed to  the  station  relations  staff 
in  New  York.  He  takes  the  place 
of  E.  H.  Twamley,  who  has  left  to 
join  WBEN,  Buffalo. 

L.  J.  FITZGERALD,  NBC  Chicago 
manager  of  artists  service,  is  taking 
a  leave  of  absence  for  a  few  months 
to  manage  the  American  tour  of 
Ignace  Jan  Paderewski,  the  Polish 
pianist. 

E.  C.  MITTENDORF,  president  and 
general  manager  of  WKRC,  Cincin- 
nati, and  Mrs.  Mittendorf,  left  their 
home  Jan.  16  for  South  Dakota  to 
attend  the  funeral  of  Mrs.  Mitten- 
dorf's  father,  who  died  suddenly. 

APPOINTMENT  of  Pat  Murphy  as 
director  of  publicity  and  of  Carl 
McAssey  as  sales  manager  at  WCFL, 
Chicago,  is  announced  by  E.  N. 
Nockels,  general  manager. 


the  Cleveland  Athletic  Club,  the 
Chamber  of  Commerce,  the  Rotary 
Club,  the  Hermit  Club  and  the  Ad- 
vertising Club.  Last  but  not  least, 
he  is  a  loyal  member  of  the  Kansas 
chapter  of  Beta  Theta  Pi. 

Mr.  and  Mrs.  Patt  are  the  par- 
ents of  two  charming  daughters, 
Martha,  age  4,  and  Patsy,  now  al- 
most a  year  old.  Patt  would  list 
radio  as  his  hobby — first,  last  and 
all  the  time.  Occasionally  he  can 
be  interested  in  golf,  and  more 
frequently  in  bridge.  But  he  ad- 
mits it's  easier  for  him  to  make 
four  hearts  than  a  four  par.  Be- 
sides, he  can  listen  to  WGAR  when 
he's  playing  bridge. 


FRANK  C.  MULLEN,  director  of 
agriculture  for  NBC,  motored  to 
Winter  Haven,  Fla.,  to  arrange  for 
the  broadcast  of  the  annual  Florida 
Orange  Festival  in  the  NBC  Farm 
and  Home  Hour  Jan.  2.5.  The  pro- 
gram was  handled  through  the  facili- 
ties of  WFLA-WSUN,  Clearwater, 
Fla.,  and  was  introduced  by  Mr. 
Mullen. 

GEORGE  A.  MAHONE,  of  Baltimore, 
who  is  interested  in  a  group  of  broad- 
casting stations,  has  been  granted 
Letters  Patent  No.  1,893,675  on  a  new 
radio  system  by  the  U.  S.  Patent 
Office. 

JOHN  PATT,  manager  of  WGAR, 
Cleveland,  and  Mrs.  Patt  left  Cleve- 
land Jan.  10  for  a  three-week  vaca- 
tion in  Miami. 

JOHN  C.  DRUMMOND,  former  owner 
of  WIBX,  Utica,  N.  Y.,  and  before 
that  associated  with  WEBR,  Buffalo, 
is  now  commercial  manager  of  the 
recently  established  WJW,  Akron,  0. 
C.  KENNETH  METZEL,  of  York,  Pa., 
has  joined  the  sales  force  of  WORK, 
York.  Being  a  musician,  he  will  also 
be  featured  in  programs  from  time 
to  time. 

HARRY  A.  JAMES,  formerly  educa- 
tional director  for  Majestic  distribu- 
tors in  southern  California,  and  at 
one  time  manager  of  KELW,  Bur- 
bank,  Cal.,  has  been  appointed  educa- 
tional director  for  the  Refrigeration 
Distributors  Association  of  Los  Ange- 
les. He  will  start  a  series  of  broad- 
casts in  February  over  southern  Cali- 
fornia stations. 

C.  E.  SHELTON,  formerly  in  the 
advertising  department  of  the  Wash- 
ington Post,  joins  WRC  and  WMAL, 
Washington,  on  Feb.  1  as  commercial 
representative. 

SCOTT  HOWE  BOWEN  and  Mrs. 
Bowen  left  New  York  Jan.  14  for  a 
three  to  four  week  vacation  in  Miami 
and  Nassau. 

JOHN  ALCOCK,  former  Sunday  edi- 
tor of  the  Chicago  Tribune,  has 
joined  the  public  relations  staff  of 
NBC  in  Chicago. 

TOM  SABIN  has  replaced  Ted  Allen 
as  manager  of  the  NBC  service  de- 
partment in  New  York,  Allen  being 
assigned  to  special  accounts. 
WALTER  PRESTON  has  replaced 
Keith  McLeod  in  the  music  depart- 
ment of  the  NBC  program  division. 
McLeod  resigned  Jan.  15. 
MARY  DEWEY,  NBC  Chicago  host- 
ess, and  Lawrence  Drake  Milligan, 
vice-president  of  Blackett-S  ample- 
Hummert,  Chicago,  were  married  in 
January. 

NELL  McDonald  has  resigned  from 
the  commercial  program  division  of 
CBS,  where  she  was  connected  for 
over  a  year.  She  was  replaced  by 
John  Jack  Quail. 

GUESTS  of  Fred  Weber,  NBC  Chi- 
cago traffic  manager,  during  January 
were  three  officials  of  KSTP,  St. 
Paul:  Ford  Billings,  commercial 
manager;  Kenneth  Hance,  assistant 
manager,  and  Phil  Bronson,  sports 
announcer.  Other  visitors  were  Wal- 
ter Bridges,  manager  of  WEBC,  Du- 
luth-Superior,  and  Martin  Campbell, 
manager,  WFAA,  Dallas. 


McClatchy  Passes 

CARLOS  K.  McClatchy,  vice  pres- 
ident and  general  manager  of  the 
McClatchy  Newspapers,  who  was 
largely  instrumental  in  affiliating 
that  group  with  radio,  died  in 
San  Mateo,  Cal.,  Jan.  17,  follow- 
ing a  sudden  attack  of  pneumonia. 
He  was  41.  Son  of  the  owner  of 
the  newspaper  group,  Mr.  Mc- 
Clatchy was  publisher  of  the 
Fresno  Bee-Republican,  which 
operates  KMJ.  While  serving  as 
Washington  correspondent  for  the 
McClatchy  newspapers,  he  became 
interested  in  radio.  At  present 
the  newspaper  group  owns  four 
stations  in  California  and  one  in 
Reno,  Nev. 
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BEHIND 
THE  MICROPHONE 


TED  HUSING,  CBS  chief  announcer, 
flew  to  Nassau  to  introduce  Governor 
B.  E.  H.  ClifTord  of  the  Bahama  Is- 
lands to  the  CBS  audience  Jan.  22  in 
the  first  relay  from  the  islands  ever 
carried  over  an  American  network. 

EAST  &  DUMKE,  the  Sisters  of  the 
Skillet,  left  the  Armour  program  on 
NBC  Jan.  20.  Armour  on  Jan.  24 
auditioned  Phil  Cook,  Don  Hall  trio 
and  Frank  Pinero's  14-piece  orchestra. 

ALFRED  W.  STONE,  fiction  writer 
of  Long  Beach,  Cal.,  has  started  to 
write  "The  Partridge  Family"  for 
nightly  presentation  over  KFOX,  Long 
Beach.  It  is  a  comedy  skit  of  home 
life. 

TED  GAILEY,  formerly  at  XER, 
Villa  Acuna,  Mexico,  has  started  a 
song  and  chatter  series  over  KFAC, 
Los  Angeles,  where  he  teams  up  with 
Charlie  Sargent. 

MISS  SARAH  PETTY  has  just  been 
appointed  secretary  to  Elmer  H. 
Dressman,  director  of  publicity  and 
continuity  at  WCKY,  Covington,  Ky. 

THE  TARZANA  Hill  Billies,  spon- 
sored on  KTABj  San  Francisco,  by 
the  San-Val  Oil  &  Water  Co.,  (min- 
eral water)  will  be  taken  on  a  tour 
for  out-of-town  appearances  in  mo- 
tion picture  houses. 

BERT  McGrath,  formerly  of  WAAT, 
Jersey  City,  has  been  appointed  pro- 
gram director  of  WAAM,  Newark. 

THURSTON  KNUDSON,  arranger 
for  KHJ,  Los  Angeles,  wrote  "Ju-Ju," 
Tahitian  rhythm,  which  was  given  its 
premiere  in  January  from  KHJ  on 
the  California  Melodies  period  over 
CBS. 

MAJ.  J.  H.  HOLMES,  a  favorite  an- 
nouncer of  WCFL,  Chicago,  who  has 
been  in  the  Edgewater  Hospital  suf- 
fering from  a  serious  attack  of  in- 
fluenza, returned  to  his  home  Jan.  22 
and  Howard  Keegan,  studio  director, 
has  been  substituting. 

"RADIO  TONY",  veteran  vaudeville 
comedian,  is  now  featured  in  a  sus- 
taining program  on  WHK,  Cleveland. 

BARON  KEYES  and  Gene  Byrnes 
started  as  co-masters  of  ceremonies 
for  Friday  night  "Do-nut  Frolic,"  on 
KNX,  Hollywood  Jan.  20.  This  is  said 
to  be  the  oldest  consecutive  commer- 
cial program  on  the  Pacific  coast. 

MISHA  PELZ,  one  of  the  first  orches- 
tra directors  on  the  radio  in  the 
Pacific  northwest  and  producer  of 
musical  scores  for  motion  pictures, 
has  been  appointed  musical  counselor 
of  KGW,  Portland,  Ore.  George  A. 
Presby  has  been  named  assistant  pro- 
gram manager. 


CBS  Names  Directors 
Of  Continuity,  Drama 

FERRIN  FRASER,  novelist  and 
short  story  writer,  has  been  named 
CBS  director  of  continuity,  suc- 
ceeding Donald  Clark,  resigned. 
Marion  R.  Parsonnet,  actor-pro- 
ducer of  stage  and  radio  drama, 
has  been  appointed  dramatic  di- 
rector. 

Among  Mr.  Fraser's  novels  are 
"Lovely  Ladies",  "The  Passionate 
Angel"  and  "If  I  Could  Fly".  A 
graduate  of  Columbia  University, 
he  is  30  years  old.  Mr.  Parsonnet, 
though  but  28  years  old,  has  had 
a  varied  career  as  boxer,  circus 
clown,  actor  and  stock  company 
producer. 


MAURICE  THOMPSON,  studio  di- 
rector of  WCKY,  Covington,  Ky.,  and 
his  male  chorus  of  40,  the  Mendel- 
ssohn Singing  Society,  were  a  fea- 
tured attraction  at  the  Cincinnati 
Automobile  Show,  along  with  Theo- 
dore Hahn,  Jr.'s  symphony  orchestra. 
Mr.  Thompson  is  arranging  to  make 
the  chorus  a  regular  feature  on 
WCKY  in  ■  the  near  future. 

WILLIAM  H.  WRIGHT  has  succeeded 
Miss  Merle  Mathews  as  production 
manager  of  KFRC,  San  Francisco. 
"Prof.  Von  Hamburg"  and  "Reginald 
Cheerily"  are  two  of  his  radio  aliases 
on  frolic  programs. 

JAY  GOULD  is  now  heard  over 
KFAC,  Los  Angeles,  three  times  a 
week  as  tenor  soloist  with  Gene 
Johnston's  trio.  At  one  time  he  was 
soloist  with  the  Roosevelt  Hotel,  Hol- 
lywood, (KHJ)  but  more  recently 
over  WBBM,  Chicago,  on  the  Penn- 
zoil  Parade. 

ALLEN  COURTNEY,  announcer  on 
WOV,  New  York,  has  written  a  song 
"The  Rest  is  History". 

ONE  OF  television's  first  romances 
will  culminate  shortly  in  the  wedding 
of  Lillie  Mae  West  and  Eugene  Marck, 
both  performers  on  the  CBS  visual 
station  W2XAB,  New  York. 

JEAN  PAUL  KING,  free-lance  fea- 
ture announcer,  and  Truman  Bradley, 
staff  announcer  on  WBBM,  Chicago, 
and  "Brad"  in  the  Easy  Aces  scripts 
on  CBS,  are  working  together  in  a 
new  six-a-week  series  featuring  the 
Willys  orchestra  over  WBBM. 

CROCKETT'S  Mountaineers,  former 
CBS  group,  has  started  a  series  over 
KNX,  Hollywood,  for  a  nightly  15 
minutes. 

BORN  to  Mr.  and  Mrs.  Jack  Holden 
(WLS,  Chicago,  announcer)  a  daugh- 
ter, Jean  Louise,  Jan.  4. 
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ASK  FOR  INFORMATION  ON  PROGRAMS, 
MERCHANDISING,    AND    AUDIENCE  AREAS 


MIDLAND 
BROflDCflSTING  Ca 

Kansas  City ,  Missouri 


Edwin  C.  Hill 

SPONSORED  by  the  S  o  c  o  n  y- 
Vacuum  Corp.,  New  York,  Edwin 
C.  Hill,  star  reporter  of  the  New 
York  Sun,  whose  "Human  Side 
of  the  News"  sustaining  series  on 
CBS  achieved  high  popularity,  on 
Jan.  27  began  a  novel  Friday 
night  series  over  41  CBS  stations. 
He  calls  it  "The  Inside  Story  of 
the  Names  that  Make  the  News," 
and  on  each  program  he  will  in- 
troduce some  notable  in  the  field 
of  adventure,  music,  science,  litera- 
ture, politics,  athletics  and  dra- 
matics. 

Mr.  Hill's  program,  handled  by 
Batten,  Barton,  Durstine  &  Os- 
born,  will  be  presented  with  a 
background  of  vocal  and  instru- 
mental music,  each  program  hav- 
ing a  special  score  written  and 
ai'ranged  by  Nat  Shilkret,  who 
also  leads  a  35-piece  orchestra. 

Stations  on  the  network  for 
the  feature  are  WOKO,  WLBZ, 
WKBW,  WNAC,  WDRC,  WABC, 
WEAN,  WORC,  WHEC,  WPBL, 
WHP,  WLBW,  WADC,  WCAO, 
WCAU,  WHK,  WKRC,  WSPD, 
WJAS,  WJSV,  WKBH,  WCAH, 
WFBM,  WGN,  WOWO,  KMOX, 
WHAS,  WMBD,  CKOK,  WBCM, 
WIBW,  KPH,  KMBC,  WCCO, 
KRLD,  KTRH,  KLRA,  KOMA, 
KTSA,  WACO  and  WHAD. 


Recording  by  Wire 

A  SPECIAL  line  has  been  Installed 
from  the  General  Foods  Corp. 
studio  in  the  Postum  Bldg.,  New 
York,  to  the  Byers  Recording 
Laboratories  to  record  by  wire  two 
15-minute  programs  weekly  for  40 
weeks  to  be  released  to  a  selected 
group  of  stations  covering  terri- 
tory outside  the  NBC-WEAF  net- 
work, according  to  Scott  Howe 
Bowen,  Inc.  Program  is  Frances 
Lee  Barton's  Cooking  School  of 
the  Air,  being  handled  by  Young 
&  Rubicam,  New  York. 


Completing  New  WHAM 

DEDICATION  of  the  new  50  kw. 
transmitter  of  WHAM,  Rochester, 
N.  Y.,  which  will  operate  on  the 
1150  kc.  clear  channel  with  25  kw. 
licensed  output,  has  tentatively 
been  set  for  March  4,  William  Fay, 
manager,  has  announced.  Engi- 
neers making  the  installation  for 
Stromberg-Carlson  Co.,  owner,  cal- 
culate its  signal  strength  will  be 
increased  three  to  four  times  its 
present  5  kw.  signal. 


IN  THE 
CONTROL  ROOM 


THE  EDISON  Medal  for  1932  was 
awarded  Jan.  23  at  the  annual  con- 
vention of  the  American  Institute  of 
Electrical  Engineers  to  Bancroft 
Gherardi,  vice  president  and  chief 
en,^ineer  of  the  A.  T.  &  T.  Co.  for 
his  "contribution  to  the  art  of  tele- 
phone engineering  and  the  develop- 
ment of  electrical  communication." 
Former  recipients  of  the  medal  were 
Nicola  Tesla,  Alexander  Graham  Bell, 
Robert  A.  Millikan,  Michael  I.  Pupin, 
George  Westinghouse,  Elihu  Thomson, 
P^rank  J.  Sprague  and  Dr.  Frank  Con- 
rad. The  1932  Alfred  Noble  Prize 
for  his  work  in  describing  simpler 
solutions  for  problems  of  electrical 
transmission  was  awarded  to  Frank 
M.  Starr,  28-year-old  engineer  of  the 
General  Electric  Co. 

ANDREW  D.  RING,  broadcast  engi- 
neer of  the  Radio  Commission,  re- 
turned Jan.  14  from  a  two-week  trip 
to  Grand  Island,  Neb.,  where  he  con- 
ducted tests  on  the  newly  installed 
Westinghouse  primary  frequency 
standard  designed  to  measure  fre- 
quencies of  broadcasting  stations  more 
accurately.  The  new  standard,  he  re- 
ported, will  measure  frequencies  with- 
in a  fraction  of  one  cycle. 

HAROLD  C.  SINGLETON  has  been 
appointed  chief  engineer  of  KGW, 
Portland,  Ore.  For  the  last  several 
months  he  has  been  making  an  in- 
tensive field  survey  for  the  station. 
He  was  formerly  with  General  Elec- 
tric, RCA  Victor  Co.  in  San  Francisco 
and  the  United  Air  Lines,  Chicago. 

CHIEF  ENGINEER  Eugene  Pack  and 
his  aides  were  forced  to  use  skiis  to 
cover  the  half  mile  stretch  between 
the  transmission  plant  of  KSL,  Salt 
Lake  City,  and  the  KSL  Highway 
during  a  late  December  and  early 
January  blizzard.  The  17-hour  broad- 
cast schedule  was  unbroken,  however. 

RALPH  BROOKS,  NBC  Chicago  en- 
gineer, and  Marguerite  Bennett,  of 
Griffith,  Ind.,  were  married  in  Wau- 
kegan,  111.,  Dec.  17. 

FRED  L.  TATE  and  H.  C.  Hind- 
marsh,  operators  of  CFCA,  Toronto, 
visited  the  NBC  Chicago  studios  in 
January  obtaining  information  in  con- 
nection with  the  construction  of  new 
studios  for  their  station. 

R.  MORRIS  PIERCE,  chief  engineer 
of  WGAR,  Cleveland,  and  Mrs.  Pierce, 
are  the  parents  of  a  9%  pound  boy, 
born  Nov.  30.  "Robert  M.",  the  new 
"chief  engineer"  of  the  Pierce  house- 
hold, has  a  22-month  old  sister,  Pa- 
tricia. 

TODD  SLOANE,  KDKA  engineer,  and 
Mrs.  Sloane,  observed  the  blessed 
event  the  other  day  with  the  arrival 
of  a  7  pound  boy,  Todd,  Jr.,  the  first 
"future  engineer"  of  the  family. 

LARRY  SHIPLEY,  engineer  of 
WGAR,  Cleveland,  and  Eleanor  Die- 
trich, station  hostess,  surprised  their 
Cleveland  friends  by  eloping  to  Erie, 
Pa.  recently.  To  make  the  radio  ro- 
mance complete,  Ralph  Larson,  one 
of  WGAR's  transmitter  attendants, 
went  along  as  best  man. 


Goldsmith  Resigns 

DR.  ALFRED  N,  GOLDSMITH, 
vice  president  and  general  engineer 
of  RCA  and  former  president  of 
the  Institute  of  Radio  Engineers, 
announced  his  resignation  from 
RCA  on  Jan.  24.  He  will  enter  a 
private  consulting  engineering 
practice  in  New  York  in  the  radio, 
electrical  entertainment,  talking 
movie  and  allied  fields.  One  of  his 
clients  will  be  the  RCA.  He  was 
with  RCA  at  the  time  of  its  for- 
mation in  1919,  having  served  with 
the  old  American  Marconi  com- 
pany prior  to  that  time. 
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RADIO  A  WINNER 

IN  CHICAGO 


•  On  Monday  evening,  January  23rd,  all  Chi- 
cago radio  stations  joined  in  presenting  a  Radio 
Revue  For  charity. 

•  Chicago's  largest  hall,  the  Chicago^  Stadium, 
was  packed  to  the  rooF.  Every  seat  had^been 
sold  by  7:00  p.  m.  oF  the  night  oF  the  show 
and  literally  thousands  were  turned  away.  All 
records  For  indoor  crowds  in  Chicago  were  broken 
—  not  even  the  Democratic  National  Convention, 
held  in  the  same  hall,  drew  more  people.  And 
best  oF  all,  $21,000.00  was  raised  For  Chicago 
charities. 

•  The  unquali  Fied  success  oF  the  Radio  Revue  is 
significant  oF  the  interest  in  radio  in  the  Chicago 
market  in  which  WMAQ  is  a  dominant  Factor. 

•  For  results  use  the  Chicago  market  and  in  Chi- 
cago  use  WMAQ. 


670  Kilocycles 
.  .  Full  Time  .  . 
Cleared  Channel 


WMAQ 


MERCHANDISE 

.  MART  . 
CHICAGO,  ILL. 


A  NATIONAL  BROADCASTING  COMPANY  NETWORK  STATION 
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The  Business  of  Broadcasting 

Current  News  About  Accounts,  Pending  Schedules,  Transcriptions, 
Representatives  and  Apparatus;  Notes  from  the  Stations 


STATION  ACCOUNTS 


NATIONAL  accounts  reported  by 
WCAE,  Pittsburgh:  lodent  Chemical 
Co.,  Detroit,  (toothpaste)  "Detectives 
Black  &  Blue,"  three  evening  tran- 
scriptions weekly,  Maxon,  Inc.,  De- 
troit; Rumford  Chemical  Co.,  Rum- 
ford,  R.  I.,  (baking  powder)  recipes 
twice  daily,  Atherton  &  Currier,  New 
York;  Maryland  Pharmaceutical  Co., 
Baltimore,  (Rem)  nightly  weather 
forecasts,  Katz  Advertising,  Balti- 
more; Foulds'  Milling  Co.,  New  York, 
(flour  products)  "Tarzan  of  the 
Apes,"  transcription,  five  times  week- 
ly. Gotham  Advertising  Agency,  New 
York;  Woman's  Home  Companion, 
(magazine)  daily  talk,  Martin-Pil- 
ling-Shaw,  Inc.,  Philadelphia;  Gen- 
eral Mills  Co.,  Minneapolis,  "Skippy," 
transcription  five  times  weekly, 
Blackett-Sample-Hummert  &  Gardner, 
New  York;  Beechnut  Packing  Co., 
Canojoharie,  N.  Y.,  "Chandu,"  tran- 
scription five  days  weekly,  McCann- 
Erickson  Co.,  New  York;  Louis  Phi- 
lippe, Inc.,  Chicago,  (cosmetics) 
weekly  transcription  "Paris  Night 
Life,"  Blackett-Sample-Hummert. 

WOKO,  Albany,  N.  Y.  reports  the 
following  new  and  renewal  national 
accounts:  Florida  Citrus  Growers 
Clearing  House  Ass'n.,  Winter  Haven, 
Fla.,  (citrus  fruits)  daily  announce- 
ments, N.  W.  Ayer  &  Son,  New  York; 
Dodge  Motor  Car  Co.,  Detroit,  13  five- 
minute  transcriptions,  through  SHB; 
General  Foods  Corp.,  New  York, 
(Maxwell  House  Coffee),  6  one-minute 
daytime  announcements,  through 
SHB;  Hygrade  Sylvania  Co.,  Em- 
porium, Pa.,  (radio  tubes)  26  after- 
noon transcriptions,  through  SHB; 
Carleton  &  Hovey  Co.,  Lowell,  Mass., 
(Father  John's  medicines)  Broadcast 
Advertising,  Boston;  Johnson  Educa- 
tor Food  Co.,  Cambridge,  Mass.,  (Edu- 
cator crackers),  four  evening  an- 
nouncements weekly,  Broadcast  Ad- 
vertising, Boston;  Radio  Cooking 
Club  of  America,  Baltimore,  four  two- 
hour  remote  broadcasts  for  cooking 
school,  Cecil,  Warwick  &  Cecil,  New 
York;  Patrolmen's  Benevolent  Ass'n, 
special  chain  from  WOR,  Newark. 

KFEQ,  St.  Joseph,  Mo.,  reports  the 
following  accounts:  Hamlins  Wizard 
Oil  Co.,  Chicago,  daily  studio  pro- 
gram, 15  minutes,  direct;  Pedodyne 
Co.,  Chicago,  (foot  remedies),  daily 
1-minute  announcements.  Broadcast- 
ers Advertising  Service,  Chicago; 
Princess  Pat  Co.,  Chicago,  (cosmetics) 
5  minutes  daily,  Critchfield  &  Co., 
Chicago;  Radio  Products  Co.,  Kansas 
City,  (Tunicoil)  5  minutes  daily,  Clyde 
H.  Smith  Adv.  Co.,  Chicago;  Mid- 
Continent  Petroleum  Co.,  Tulsa,  (D-X 
gasoline)  daily  announcements,  R.  J. 
Potts  &  Co.,  Kansas  City;  American 
Cereal  Co.,  St.  Joseph,  Mo.,  (Little 
Jane  cereal)  30  minutes  daily  except 
Sunday,  direct;  Jay  Graver  Mfg.  Co., 
Kansas  City,  (Methylizer)  daily  an- 
nouncement and  one  15-minute  pro- 
gram weekly,  Manke-Osborne  Adver- 
tising, Kansas  City;  Gee  Bee  Mills 
Co.,  St.  Joseph,  Mo.,  (Gee  Bee  Egg 
Mash)  daily  10  minutes,  direct;  Co- 
lonial Poultry  Farms,  Pleasant  Hill, 
Mo.,  (baby  chicks)  3  announcements 
daily  and  one  15-minute  program 
daily,  direct;  Old  Nick  Seed  Treat- 
ment Co.,  Pattonsburg,  Mo.,  (seed 
corn  protector)  15  minutes  daily,  di- 
rect; Union  Pacific  Stages,  Omaha, 
10  announcements,  Ernest  Bader, 
Kansas  City;  Piano  Kolorgraf  Co., 
Chicago,  (piano  lessons)  daily  an- 
nouncement. First  United  Broadcast- 
ers, Chicago;  McCormick  &  Co.,  Bal- 
timore, (Red  Arrow  insect  spray) 
two   daily  announcements,  direct. 


AMERICAN  SOCIETY  for  the  Con- 
servation of  Vision,  Chicago,  is  using 
a  quarter  hour  string  trio  program 
over  KYW,  Chicago,  each  Monday 
night  for  13  weeks,  effective  Jan.  16; 
account  handled  by  Watson  Adver- 
tising Co.,  Chicago.  Simonize  Co., 
(auto  body  cleaner)  has  renewed  its 
contract  for  another  52  weeks  over 
KYW,  using  a  half  hour  program  of 
musical  recordings  Sunday  mornings 
in  the  Sunshine  Hour;  account  han- 
dled by  J.  L.  Sugden,  Chicago.  Bea- 
trice Creameries,  Chicago,  (Meadow 
Gold  Butter)  has  renewed  for  13 
weeks  its  programs  of  musical  re- 
cordings Tuesday,  Thursday  and  Sa- 
turday mornings,  effective  Feb.  2; 
programs  run  15  minutes;  handled 
direct. 

WLS,  Chicago,  reports  signing  United 
Remedies  Co.,  Chicago,  (Peruna)  six 
mornings  a  week  for  52  weeks,  15- 
minutes,  using  the  Prairie  Ramblers 
hill-billy  music;  Heath  Seehof,  Chi- 
cago, is  the  agency.  Vick  Chemical 
Co.,  Greensboro,  N.  C,  (salve)  has 
placed  through  Thompson-Koch,  Cin- 
cinnati, series  of  15-minute  programs 
effective  Feb.  7.  Keystone  Steel  and 
Wire  Co.,  Peoria,  (fences  and  farm 
equipment)  has  signed  for  a  15-minute 
presentation  during  the  WLS  Barn 
Dance  Saturday  nights;  handled 
through  Rogers  &  Smith,  Chicago. 

DOLLAR  CRYSTALS  Co.,  Fort 
Worth,  Tex.,  (Texas  Mineral  Crys- 
tals) has  signed  with  WJJD,  Chicago, 
for  series  of  quarter-hour  programs 
featuring  Bub  Pickard  of  the  Pickard 
Family  in  old  time  songs.  Programs 
run  six  days  a  week  for  indefinite 
period;  handled  direct. 

HOUSEHOLD  FINANCE  Corp.,  Chi- 
cago, (personal  finance)  is  sponsor- 
ing the  home  games  of  Northwestern 
University  basketball  team  over 
WIBO,  Chicago;  contract  includes 
five  games;  Joe  Greis  announces  the 
games;  account  handled  by  Charles 
Daniel  Frey,  Chicago.  Princess  Pat 
Co.,  Chicago,  (cosmetics)  is  using 
daily  except  Sunday  quarter-hour 
transcription  programs  on  WIBO  for 
an  indefinite  period;  handled  through 
Critchfield  &  Co.,  Chicago.  Peck  & 
Hills  Furniture  Co.,  Chicago,  is  spon- 
soring a  half-hour  organ  program  six 
mornings  a  week  for  an  indefinite 
period;  handled  direct.  Diet  Aid,  Inc., 
Chicago,  (reducing  treatments)  is 
using  daily  quarter-hour  program  of 
musical  recordings;  handled  direct. 


WNAC,  Boston,  reports  the  following 
new  accounts:  lodent  Co.,  (tooth- 
paste) "Detectives  Black  &  Blue," 
three  15-minute  transcriptions  weekly, 
Jan.  16  to  Jan.  12,  1934,  Maxon,  Inc., 
Detroit;  Roman  Meal  Co.,  Tacoma, 
Wash.,  (cereal  meal)  "Roman  Gladia- 
tor," two  15-minute  morning  tran- 
scriptions weekly,  Feb.  7  to  March  5, 
Chambers  &  Wiswell,  Boston;  Boston 
Sunday  Advertiser  (Hearst  News- 
paper), "American  Weekly  dramatiza- 
tions," two  night  transcriptions  week- 
ly, Jan.  4  to  April  1,  direct;  this  ac- 
count also  on  WEAN,  Providence. 

NEW  ACCOUNTS  reported  by  KTAB, 
San  Francisco:  Pacific  Coast  Auto 
Show,  of  announcements  for  three 
weeks  in  January;  Radio  Mail  Ad- 
vertising Co.  has  contracted  for  26 
fifteen-minute  periods  each  Thursday 
to  advertise  KALBI  Coffee,  first  to 
appeal  to  Italian  population,  later  to 
English-speaking  listeners;  Young's 
Advertising  Agency  has  started  beauty 
talks  each  Monday  for  Lillian  R. 
Beauty  preparations;  Lincoln  Finance 
Corp.,  52-week  contract  for  electri- 
cal transcriptions  with  music  by  Dr. 
Hugo  Risenfeld;  Cook's  Mineral 
Water,  daily  except  Sunday. 

WFBG,  Altoona,  Pa.,  reports  the  fol- 
lowing new  accounts:  Freihofer 
Baking  Co.,  Altoona,  spot  announce- 
ments twice  daily,  26  weeks,  through 
Richard  A.  Foley,  Philadelphia;  In- 
ternational Bible  Students,  New  York, 
Watch  Tower  transcription  lectures 
each  Sunday  morning,  handled  direct; 
Household  Finance  Corp.,  Chicago, 
(loans)  5  announcements  daily,  han- 
dled direct;  General  Foods  Corp., 
New  York,  (Maxwell  House  Coffee) 
announcements  twice  daily  for  two 
days,  through  Scott  Howe  Bowen, 
New  York. 

ENTERPRISE  ALUMINUM  Co., 
Massillon,  O.,  (Dripolator  and  cook- 
ing utensils)  on  Jan.  16  started  pro- 
gram on  WHK,  Cleveland,  through 
Beaumont  &  Holman  Co.,  Cleveland 
agency. 

KEN-RAD  Corp.,  Owensboro,  Ky.,  is 
sponsoring  series  of  mystery  yarns 
on  WLW,  Cincinnati,  through  Proctor 
&  Collier,  Cincinnati.  Prizes  are 
awarded  for  best  solutions. 

DR.  C.  H.  BERRY  Co.,  Chicago, 
(Kremola  skin  food)  has  signed  with 
WMAQ,  Chicago,  for  another  13 
weeks  using  quarter  hour  musical  and 
talks;  handled  direct. 


WRVA,  Richmond,  Va„  reports  the 
following  accounts:  'The  Musterole 
Co.,  Cleveland,  two  evening  trans- 
scriptions  weekly,  13  weeks,  through 
WBS;  General  Baking  Co.,  New  York, 
daily  except  Saturday  and  Sunday, 
11  weeks,  through  Shepperson-Birnie 
&  Stephens,  Richmond;  Benjamin 
Moore  &  Co.,  New  York,  (paints)  Fri- 
day mornings,  26  weeks;  The  Ayer 
Co.,  Lowell,  Mass.,  (Cherry  Pectoral) 
night  announcements  daily  except 
Sunday,  6  months.  Broadcast  Adver- 
tising, Inc.,  Boston. 

WDBJ,  Roanoke,  Va.,  reports  the 
following  accounts:  Stanback  Co., 
Salisbury,  N.  C,  (headache  powder) 
spot  announcements  thrice  weekly,  di- 
rect; Three  Minute  Cereal  Co.,  Cedar 
Rapids,  la.,  (oat  flakes)  "Secret 
Three",  mystery  story  for  children, 
5Vi  hours  weekly,  Blackett-Sample- 
Hummert  &  Gardner,  Chicago;  Vick 
Chemical  Co.,  Greensboro,  N.  C, 
(Vaporub)  6  spot  announcements 
weekly,  Thompson-Koch  Co.,  Cincin- 
nati; Richmond  Maid  Mfg.  Co.,  Rich- 
mond, Va.,  (baking  powder)  daily 
spot  announcements  with  weather  re- 
ports, Advertising,  Inc.,  Richmond. 

EVELYN    FREER  MEMORIAL 

Ass'n  founded  in  Los  Angeles  to  erect 
and  endow  a  memorial  in  honor  of  the 
late  colored  star,  will  use  KRKD,  Los 
Angeles,  once  a  week  for  52  weeks 
with  series  of  programs  called  "The 
Creative  Negro."  Opening  program 
in  January  featured  Clarence  Muse 
and  his  Sleepy  Time  Troubadors. 
Muse,  colored  stage,  screen  and  radio 
star,  and  writer  of  "Sleepy  Time 
Down  South,"  founded  the  memorial. 

GENERAL  FOODS  Corp.,  New  York, 
(Maxwell  House  Coffee)  on  Jan.  19 
sponsored  temperature  reports  on 
KDKA,  Pittsburgh,  Jan.  19-28,  inclu- 
sive; Scott  Howe  Bowen,  New  York, 
handles  account. 

WOV,  New  York,  reports  the  follow- 
ing accounts:  I.  J.  Fox,  New  York, 
(furs)  "Fur  Trappers"  orchestra, 
three  afternoons  weekly,  13  weeks. 
Peck  Advertising  Agency,  New  York; 
Diamond  Candle  Co.,  Brooklyn,  daily 
half  hour  with  tenor,  13  weeks, 
through  Martin  &  Sandack,  New 
York;  Canadian  Fur  Trappers,  Bob 
Godet's  orchestra,  daily,  direct;  Cer- 
ribelli  &  Co.,  New  York,  (Brioschi 
Effervescent)  Sunday  accordian  pro- 
gram, 13  weeks,  direct;  Dr.  Daniel 
R.  Hodgdon,  New  York,  (food  talks) 
and  Charm  Tea  Co.,  New  York,  daily 
musicale,  direct. 

WCLO,  Janesville,  Wis.,  reports  sign- 
ing Sinsheimer  Shoe  Co.,  Milwaukee, 
daily  5-minute  program,  13  weeks; 
Paxton  &  Gallagher,  Omaha,  (Butter- 
nut Coffee),  three  15-minute  programs 
weekly,  20  weeks,  through  Buchananf 
Thomas  Advertising  Co.,  Omaha. 

lODENT  CHEMICAL  Co.,  Detroit, 
(toothpaste)  on  Jan.  16  added  12 
more  stations  to  carry  its  "Detectives 
Black  and  Blue"  transcription  fea- 
ture, handled  through  SHB.  Stations 
are  WNAC,  WRC,  WIP-WFAN,  WGR. 
WGAR,  WIBX,  WWJ,  KWK  and 
WCAE. 

JOHN  F.  JELKE  Co.,  Chicago,  (food 
products)  is  using  WENR,  Chicago, 
in  a  two-weeks  campaign  of  daily 
announcements  stressing  "Buy  Amer- 
ican"; handled  by  Blackett-Sample- 
Hummert  &  Gardner,  Chicago,  and 
WBS. 

QUAKER  OATS  Co.,  Chicago,  (ce- 
reals) is  sponsoring  a  children's  show, 
"Dick  Daring,"  five  afternoons  a  week 
over  WENR,  Chicago,  for  the  period 
Jan.  16  to  April  14.  Account  han- 
dled by  Lord  &  Thomas,  Chicago. 
B.  W.  KLEIN,  Inc.,  New  York,  (shoes 
and  shoe  repairing)  on  Feb.  22  starts 
Dennis  and  Reese  (piano,  songs  and 
patter)  Sundays,  1-1:15  p.m.,  EST,  on 
WEAF,  New  York,  13  weeks.  Leon 
A.  Friedman,  New  York,  handles  ac- 
count. 

THE  MENGELS-HERALD  Co.,  Bal- 
timore, (King  syrup)  is  sponsoring 
"The  Dinkeldorffers",  a  comedy  skit, 
once  a  week,  daytime,  for  26  weeks, 
on  WORK,  York,  Pa. 


THROUGH  THE  CONTROL  ENGINEER'S  EYES— General  view  of 
transmitter  room  at  Leipzig,  Germany's  most  powerful  broadcasting 
station.  At  rear  right  of  control  desk  are  the  150  kw.  porcelain-mounted 
tubes.  Radio  Leipzig  is  rated  at  120  kw.  in  the  aerial  and  operates  on 
770  kc. 
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RUSM 


TYPE  G-20 
Grille  Microphone 


ANNOUNCES 

a  new  principle*  in  recording,  reproduction  and 
measurement  of  sound;  availahle  in  a  COMPLETE 
LINE  of  MICROPHONES  having  the  following 
general  characteristics. 

1.  EXTREME  RUGGEDNESS.  Having  no  delicate  me- 
chanical parts,  the  Brush  Grille  type  microphone  is 
almost  unbreakable,  is  unaffected  by  vibration  or 
shock  and  cannot  be  overloaded. 

2.  TRANSPARENT  TO  SOUND.  Being  constructed 
of  a  number  of  "sound  cells"*  arranged  edgewise  to 
form  a  grille,  there  is  a  minimum  distortion  of  the 
wave  front,  no  reflection  or  pressure  doubling  and  no 
cavity  resonance. 

3.  IMPROVED  FIDELITY.  No  low  cut-off.  Absolutely 
flat  response  over  the  whole  broadcast  range.  To 
obviate  the  necessity  of  using  a  compensated  amplifier 
the  microphone  is  designed  to  have  a  rising  charac- 
teristic from  6,000  cycles  to  10,000  cycles. 

4.  NON-DIRECTIONAL.  Therefore  ideal  for  studio 
work. 

5.  ELECTRICAL    AND   PHYSICAL  CONVENIENCE. 

Light  and  strong.  It  may  be  used  in  any  position. 
High  capacity — low  impedance.  High  output  level. 
Only  two  conductors,  no  field  current  or  polarizing 
voltage,  therefore  free  from  background  noise. 

Following  types  now  availahle: 

TYPE  G-20  (Hlustrated  two-thirds  full  size)  is  the  general  purpose 
studio  microphone.  It  consists  of  twenty  "sound  cells"*  connected  to 
give  the  required  output  —  mounted  in  monel-metal  cage  and  plug. 
May  be  unplugged  from  stand  and  plugged  into  overhead  suspension 
in  a  few  seconds. 

TYPE  G-1  —  single  'sound  cell'  in  case  1^/^"  x  1"  x  1/4"  must  be  within 
about  30  feet  of  preamplifier.  Ideal  where  microphone  must  be  con- 
cealed in  film  recording;  for  announcing,  for  use  in  parabola  and  as 
"lapel"  microphone. 

CONDENSER  HEAD  SUBSTITUTES-  May  be  used  to  replace  present 
condenser  head  in  amplifier,  converting  condenser  into  crystal  micro- 
phone, doing  away  with  frequent  adjustments  and  greatly  improving 
the  response. 

*Sound  Cells:  Brush  Piezo-electric  "Sound  Cells"  are  crystal 
energy-converters  whose  active  surfaces  are  less  than  one-half 
square  inch  each.  This  extraordinarily  small  size  results,  as 
already  noted  above,  in  absolutely  natural  response  never  pos- 
sible with  diaphragm-type  microphones.  It  has  the  additional 
advantage  that  any  number  may  be  combined  in  a  single  micro- 
phone according  to  the  output  required. 

Write  for  Folder  "G"  and  Price  List 
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Bans  Quack  IVIedicine 

ONLY  MEDICAL  radio  advertis- 
ing which  is  approved  by  Canadian 
health  authorities  will  be  per- 
mitted by  the  Canadian  Radio 
Commission,  according  to  Hect-or 
Charlesworth,  chairman.  This  will 
be  the  first  reform  to  be  effected 
by  the  recently  established  regula- 
tory body. 


NETWORK  ACCOUNTS 


p.  LORILLARD  Co.,  New  York,  (Old 
Gold  oigarettes)  on  Feb.  18  starts 
Fred  Waring's  Pennsylvanians  and  a 
popular  comedian  to  be  selected  over 
55  CBS  stations,  Wednesdays,  10- 
10:30  p.m.,  13  weeks.  Lennen  & 
Mitchell,  New  York,  handles  account. 

MIRACUL  WAX  Co.,  St.  Louis,  (Dri- 
Brite  wax)  on  Feb.  23  starts  the 
Roundtowners  Quartet  and  Magic 
Tenor  over  a  CBS  network,  Thurs- 
days, 11:30-11:45  a.m.,  EST,  13  weeks. 
Negotiations  for  account  handled  for 
CBS  by  KMOX.  Anfenger  Advertis- 
ing Agency,  St.  Louis,  handles  ac- 
count. 

REAL  SILK  HOSIERY  MILLS,  In- 
dianapolis, on  Feb.  5  starts  Vincent 
Lopez  and  orchestra  and  dramatic 
skit  on  NBC-WJZ  network,  Sundays, 
10:15-10:45  p.m.,  13  weeks.  Erwin, 
Wasey  &  Co.,  Chicago,  handles  ac- 
count. 

THOMPSON  PRODUCTS  Co.,  Cleve- 
land, (automobile  parts)  on  April  12 
starts  male  quartet  and  humorous 
dramatic  skit,  "Service  with  a  Song", 
on  NBC-WJZ  and  supplemental  net- 
works, Wednesdays,  8:30-8:45  and 
11:15-11:30  p.m.,  EST,  12  weeks. 
H.  W.  Kastor  &  Sons,  Inc.,  Chicago, 
handles  account. 

NATIONAL  BISCUIT  Co.,  New  York, 
(Wheatworth  crackers)  on  Feb.  13 
renews  "King  Kill  Kare"  on  limited 
NBC-WJZ  network  thrice  weekly,  21 
weeks.  Batten,  Barton,  Durstine  & 
©shorn,  New  York,  handles  account. 

R.  L.  WATKINS  Co.,  New  York,  (Dr. 
Lyons  toothpowder)  on  Feb.  5  renews 
"Manhattan  Merry  -  Go  -  Round"  on 
NBC-WJZ  network,  Sundays,  3:30-4 
p.m.,  EST,  13  week«.  Blackett-Sam- 
ple-Hummert  &  Gardner,  New  York, 
handles  account. 

MANDEVILLE  KING  Co.,  Rochester, 
N.  Y.,  (flower  seeds)  on  April  7  starts 


talks  on  flower  gardening  by  Holmes 
Bloomer,  director  of  research,  on 
NBC-WJZ  network,  Fridays,  10:45-11 
a.m.,  EST.  W.  L.  Wright  Co.,  Ro- 
chester, handles  the  account. 

GENERAL  BAKING  Co.,  New  York, 
on  Jan.  13  renewed  "Bond  Bread  Pro- 
gram" with  Frank  Crummit  and  Julia 
Sanderson,  Fridays,  10:15-10:45  a.m., 
on  24  CBS  stations.  Account  handled 
by  Batten,  Barton,  Durstine  &  Os- 
born.  New  York. 

MODERN  LIVING,  Inc.,  New  York, 
(magazine)  on  Jan.  15  started  series 
of  health  talks  on  6  CBS  stations, 
daily,  9:30-9:45  a.m.  Ruthrauff  & 
Ryan,  New  York,  handles  the  account. 

SWIFT  &  Co.,  Chicago,  (Formay)  on 
Jan.  3  renewed  "Happy-Go-Lucky 
Hour"  on  CBS-Don  Lee  network, 
Tuesdays  and  Thursdays,  2-2:15  p.m. 
J.  Walter  Thompson  Co.  handles  ac- 
count. 

LAVORIS  Chemical  Co.,  Minneapolis, 
(mouth  wash)  on  Jan.  28  changed 
time  of  "Easy  Aces"  on  CBS  to  Tues- 
days, Thursdays,  Saturdays,  8-8:15 
p.m. 

MUSTEROLE  Co.,  Cleveland,  on  Feb. 
2  added  Thursdays  to  its  CBS  pro- 
gram heretofore  broadcast  on  Mon- 
days and  Wednesdays,  8-8:15  p.m. 

THOMAS  COOK  &  Son,  New  York, 
(travel  and  tours)  on  Feb.  12  and 
thereafter  will  be  on  new  schedule  on 
NBC-WJZ  network  with  "Cook  Tra- 
velogue" Sundays,  1:15-1:30  p.m., 
EST. 

I.  J.  FOX,  Inc.,  New  York,  (furs)  on 
Jan.  17  changed  time  on  NBC-WEAF 
network  to  Tuesdays  and  Fridays, 
7:30-7:45  p.m.,  EST. 

SPRATT'S  PATENT,  Ltd.,  Newark, 
(dog  food)  on  Feb.  13  and  thereafter 
will  be  heard  Mondays,  8:15-8:30  p.m., 
PST,  with  "Don  Carney  Dog  Chats" 
on  NBC-KGO  network,  instead  of 
schedule  previously  announced.  Mon- 
day night  programs  on  NBC-WJZ 
network  will  be  heard  as  previously 
announced. 

STICKNEY  &  POOR  SPICE  Co.,  Bos- 
ton, on  Jan.  26  shifted  its  "Stickney 
Stuffing  Program"  on  NBC  to  Thurs- 
days, 2:45-3  p.m.  over  WEAF,  WEEI, 
WTIC,  WJAR,  WTAG  and  WCSH. 
Former  Friday  morning  schedule  with 
WJZ  was  last  heard  Jan.  20. 


AGENCIES  AND 
REPRESENTATIVES 


BLACKETT-SAMPLE-HUMMERT  & 
GARDNER,  representing  a  merger 
last  autumn  of  Blackett-Sample-Hum- 
mert.  Inc.,  New  York  and  Chicago, 
and  Gardner  Advertising  Co.,  St. 
Louis,  will  be  discontinued  Feb.  1, 
each  company  reverting  to  its  former 
status  and  each  company  taking  over 
the  accounts  it  had  prior  to  Oct.  1, 
1932. 

EMIL  BRISACHER  &  STAFF,  San 
Francisco,  has  been  appointed  to  han- 
dle the  radio  and  newspaper  adver- 
tising of  Madelon  Pure  Food  &  Bev- 
erage Co.,  San  Francisco,  and  the 
radio  advertising  of  California  Bot- 
tling Ass'n,  San  Francisco. 

GLENN  W.  HUTCHISON,  former 
commercial  manager  of  KMOX,  St. 
Louis,  and  before  that  St.  Louis  man- 
ager of  the  H.  W.  Kastor  &  Sons 
agency,  has  been  appointed  vice  pres- 
ident in  charge  of  the  radio  depart- 
ment of  Chappelow  Advertising  Co., 
St.  Louis. 

CECIL,  WARWICK  &  CECIL,  New 
York,  has  been  appointed  by  William 
R.  Warner  &  Co.,  New  York,  (Sloan's 
Liniment)  to  handle  its  radio  adver- 
tising. Cowan  &  Dengler,  New  York, 
will  continue  to  handle  all  other 
Sloan's  Liniment  advertising. 

HENRY  ECKHARDT,  of  Kenyon  & 
Eckhardt,  Inc.,  New  York,  has  been 
appointed  chairman  of  committee  on 
agency  practice  of  the  American  As- 
sociation    of    Advertising  Agencies. 


Members  of  the  committee  include: 
Harrison  Atwood,  McCann-Erickson, 
Inc.,  New  York;  George  T.  Eager, 
Batten,  Barton,  Durstine  &  Osborn, 
Inc.,  New  York;  William  Reydel, 
Newell-Emmett  Company,  Inc.,  New 
York;  Willard  S.  French,  Brooke, 
Smith  &  French,  Inc.,  Detroit;  L.  W. 
Baillie,  J.  Walter  Thompson  Co.,  New 
York;  and  Winthrop  Hoyt,  Charles 
W.  Hoyt,  Inc.,  New  York. 

GRAND  RAPIDS,  Mich.,  has  been 
chosen  as  the  spring  meeting  place 
of  the  Advertising  Federation  of 
America,  with  which  the  NAB  is  affili- 
ated, the  week  of  June  25. 

FREDERIC  W.  ZIV,  Inc.,  Cincinnati 
advertising  agency  active  in  the  *adio 
field,  moved  its  offices  Feb.  1  to  1407-08 
Ingalls  Building,  Cincinnati,  occupy- 
ing larger  quarters  because  of  in- 
creased personnel. 

E.  R.  SQUIBB  &  SONS,  New  York, 
has  appointed  Hanff-Metzger,  Inc.,  to 
handle  its  radio  programs. 


PROSPECTS 


THOUGH  newspapers  in  middle  west- 
ern states  are  to  be  used  in  the  new 
campaign  of  Mid-Continent  Petroleum 
Corp.,  Tulsa,  Okla.,  to  introduce  its 
new  D-X  brand  of  gasoline,  the  brand 
name  alone  makes  it  a  "natural"  for 
radio,  especially  for  a  late  night  spot 
to  appeal  to  distant  listeners  with 
prizes,  etc.  R.  J.  Potts  &  Co.,  Kan- 
sas City,  is  handling  account. 

PX  PRODUCTS,  Inc.,  Los  Angeles, 
has  appointed  Smith  &  Drum,  Los 
Angeles  agency,  to  handle  its  new 
radio,  newspaper  and  direct  mail  cam- 
paign. 

DR.  C.  H.  BERRY  Co.,  Chicago, 
(Kremola  freckle  ointment)  makes 
up  lists  during  February,  using  radio 
and  other  media;  annual  appropria- 
tion, $25,000.  Advertising  is  placed 
by  Guenther-Bradford  &  Co.,  Inc., 
Chicago. 

IVANHOE  FOODS,  Inc.,  Auburn, 
N.  Y.,  (Ivanhoe  Mayonnaise,  etc.)  has 
placed  its  1933  advertising  campaign 
with  N.  W.  Ayer  &  Son,  Philadelphia; 
Don  McConaughey,  500  Fifth  Ave., 
New  York,  is  account  executive.  Plans 
include  using  radio. 


May  Sell  WJRO 

NEGOTIATIONS  for  the  sale  of 
WJBO,  Baton  Rouge,  La.,  to  a  cor- 
poration controlled  by  Charles  P. 
Manship,  publisher  of  the  Baton 
Rouge  State  Times  and  Advocate, 
are  under  way,  according  to  New 
Orleans  reports.  New  studios  are 
being  constructed  in  the  Hotel 
Heidelberg,  with  new  Western 
Electric  equipment  being  installed 
at  a  cost  of  $27,000.  It  is  under- 
stood that  Sam  D.  Reeks,  formerly 
with  W-JBO  and  now  president  of 
WABZ,  New  Orleans,  may  return 
to  Baton  Rouge.  WJBO  is  a  day- 
time 100-watter  on  1420  kc.  Its 
present  owner  is  Val  Jensen. 


No  Longer  Licenses 

INDEFINITE  postponement  of  its 
consideration  of  the  Lafount  pro- 
posal to  extend  the  terms  of  broad- 
casting licenses  from  six  months 
to  one  year  as  a  means  of  stabiliz- 
ing broadcasting  conditions,  and  in 
line  with  Federal  economy,  was 
voted  by  the  Radio  Commission 
Jan.  20.  Action  was  taken  in  view 
of  the  forthcoming  North  Ameri- 
can conference  on  the  distribution 
of  wave  lengths  inasmuch  as  shifts 
in  assignments  may  be  occasioned 
following  those  deliberations. 


NOW! 

You  Can  Have 

A  COMPLETE  LIST 
of 

NATIONAL  ADVERTISERS 
and 

ADVERTISING  AGENCIES 

The  Standard  Advertising 
Register 

Arranged  Either  by 

PRODUCT  GROUPING 

or 

GEOGRAPHICALLY 

as  you  choose 

Let  Our  Nearest  Office  Show 
You  this  Wonderful  Service 

CONSULT  OUR 

NEAREST  OFFICE 

National  Register  Publishing  Co. 

EASTERN  OFFICES 
853  Broadway,  New  York 
7  Water  St.,  Boston 
WESTERN  OFFICES 
140  So.  Dearborn  St.,  Chicago 
235  Montgomery  St., 
San  Francisco 


...  catcher 
kUU/i! 


Pistol  shots  pierced  the  stillness  of  a  De- 
cember evening  ...  a  man  fell  dead  .  .  . 
the  killer  escaped  only  to  be  caught  a  few- 
hours  later! 

A  reporter  at  the  scene  of  the  crime 
obtained  a  description  of  the  gunman's 
car  .  .  .  phoned  it  to  the  city  editor  .  .  . 
the  city  editor  called  the  studio  .  .  .  within 
a  few  minutes  after  the  shooting  it  was 
"on  the  air."  Thousands  heard  this  broad- 
cast. A  man  on  the  South  Side  recognized 
the  car  description  and  called  the  iiolice 
.  .  .  resulting  in  a  quick  arrest  and  con- 
fession of  the  killer! 

Being  "next  door  to  the  news"  enables 
KSO  to  broadcast  such  events  quickly  .  .  . 
as  a  result  this  station  enjoys  an  intense 
listener  audience ! 


pE  UES  MoillES 


Owned  and  Operated  By. 

Ill 


ilBUIIE 


Write  for  descriptive  circular — "KSO — Sell*  Goodt  in  Det  Moinet" 
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AS  PHEXOMEXAL 

as  the  growth  of 

RADIO  ITSELF 


broadAting 


THE  NEWS  MPJAZINE  OF  THE  FIFTH  ESTATE 


Born  in  October,  1931,  during  the  low- 
est ebb  in  the  depression,  [published 
from  the  start  as  a  semi-monthly 
and  continuing  as  such]  announ- 
ces pridefully  that  its  adver- 
tising lineage  for  the  first 
three  months  of  its  sec- 
ond year  was  16.2% 
ahead  of  the  same 
period  of  its  first 
year. 
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540 kc. 

explains 
CKOK'S 

amazing 

coverage  — 

A  Series  of 

Experiments  Conducted 
By 

P  R:0  F.  J.   F.  BYRNE 

of  Ohio  State  University,  and 
described  in  "Modern  Radio," 
of  October,  1932,  revealed 
"the  staggering  advantages  of 
the  550  kc.  end  of  the  band. 
At  60  miles,  the  550  kc.  sta- 
tion lays  down  a  signal  TEN 
TIMES  as  strong  as  the  1500 
kc.  station."  And  CKOK's 
frequency  is   540  kilocycles. 

But  there's  no  need  of  explain- 
ing scientifically  the  enthusiasm 
and  responsiveness  of  CKOK's 
huge  audience  throughout  Michi- 
gan, northern  Ohio,  Ontario  and 
northern  Indiana.  Columbia  fea- 
tures and  the  best  of  local  talent 
are  responsible  for  that. 


5,000  WatU  .  540  KC.  -  555.6  Meier 

CLEARED  CHANNEL 

Columbia  Basic  Network 

Union  Guardian  Bldg., 

Detroit,  Mich. 
Guaranty  Trust  Bldg., 
Windsor,  Ont. 


STUDIO  NOTES 


FORMATION  of  the  Southwest  Art- 
ists Service  is  announced  by  WFAA, 
Dallas,  Texas.  Mrs.  John  F.  Lyons 
is  managing  director  of  the  organiza- 
tion, which  will  be  affiliated  with  the 
NBC  Artists  Service  and  other  lead- 
ing artists'  bureaus  of  the  east. 

A  NEW  program  on  WOR,  Newark, 
is  "The  Guest  Conductor's  Hour". 
Harry  Salter  was  featured  in  the  first 
broadcast  Jan.  16.  Other  conductors 
scheduled  are  Paul  Specht,  Andy  San- 
ella,  Archie  Bleyer,  Carl  Fenton,  Phil 
Spitalny  and  William  Scotti. 

TWO  PROGRAMS  designed  to  attract 
prospective  college  students  to  the 
School  of  Commerce  of  Northwestern 
University  were  presented  Jan.  22 
and  29  over  WGN,  Chicago.  Dean 
Ralph  E.  Heilman  of  the  Commerce 
school,  Kenneth  L.  (Tug)  Wilson,  ath- 
letic director  of  the  university,  and 
Joe  Reiff,  varsity  basketball  captain, 
spoke  briefly  on  student  activities. 
The  programs  were  of  15  minutes 
duration  and  the  first  of  this  type 
attempted  by  the  university. 

A  SPECIAL  program  dedicated  to 
the  "Buy  American"  campaign  is 
being  broadcast  each  Wednesday  night 
by  WBT,  Charlotte,  N.  C,  with  the 
station's  principal  stars  participating. 

NEW  PROGRAMS  on  WCKY,  Coving- 
ton, Ky.,  include:  The  Low  Lifers, 
a  Saturday  night  jamboree;  the 
Lamm  Family,  including  Jane,  8,  in 
instrumental  music  and  harmony;  the 
Drifters,  in  Hawaiian  and  South  Sea 
melodies.  Sarajane's  Story  Time  is 
also  proving  popular  as  a  new  fea- 
ture of  WCKY,  Covington,  Ky.  Sara- 
jane  is  a  16-year-old  high  school  girl, 
with  a  highly  original  manner  of 
telling  fairy  tales.  She  is  heard  on 
Saturdays  at  9:45  a.m. 

"HIGH  SCHOOL  NEWS"  is  the  title 
of  a  program  presented  each  Satur- 
day morning  over  KYA,  San  Fran- 
cisco, by  Lester  Malley,  young  sta- 
tion announcer.  A  student  at  the 
local  high  school,  Lester  formerly 
presented  a  program  featuring  school 
talent. 

SOME  of  the  most  prominent  speak- 
ers in  several  fields  have  been  pre- 
sented weekly  in  talks  over  the  Yan- 
kee Network  by  the  New  England 
Council  since  the  inauguration  of  the 
program  series  last  fall. 

AN  ATTRACTIVE  brochure  and 
folder  for  agencies  and  advertisers 
has  been  prepared  by  WHK,  Cleve- 
land. Devised  by  Deane  Kintner,  pub- 
lic relations  director,  the  folder  con- 
tains a  receptacle  for  the  convenience 
of  its  users  in  which  is  to  be  placed 
the  reference  and  market  data  to  be 
mailed  periodically. 

KROW,  Oakland,  has  started  a  series 
of  Friday  night  mystery  plays  di- 
rected by  Elmer  Pemm  and  written 
by  Paul  H.  Johnson. 


MR.  AND  MRS.  Freeman  Gosden  and 
Mr.  and  Mrs.  Charles  J.  Correll  were 
guests  of  honor  at  a  novel  entertain- 
ment given  in  the  St.  Regis  hotel, 
New  York,  Jan.  16,  by  Mrs.  Julius 
Walsh,  society  matron.  It  was  called 
a  "Kalico  Party,"  with  calico  dresses 
and  old  shoes,  etc.,  worn  by  the 
guests,  all  prominent  in  society,  ra- 
dio, stage  and  artistic  circles.  There 
was  a  "Madam  Queen"  beauty  par- 
lor, a  "Fresh  Air  Taxi"  occupied  by 
the  musicians  and  badges  denoting 
membership  in  the  "Mystic  Knights 
of  the  Sea."  Among  guests  were  Mr. 
and  Mrs.  M.  H.  Aylesworth,  Mr.  and 
Mrs.  George  McClelland,  Mr.  and  Mrs. 
Charles  Gann,  Mr.  and  Mrs.  Morton 
Downey,  Mr.  and  Mrs.  Al  Jolson, 
Gracie  Allen  and  George  Burns. 

KGER,  Long  Beach,  Cal.,  moved  its 
Los  Angeles  studio  on  Jan.  16  from 
the  Bendix  Bldg.  to  Arnold's  depart- 
ment store  at  Sixth  and  Broadway. 
At  the  same  time  the  executive  of- 
fices of  the  station  were  transferred 
from  Long  Beach  to  Los  Angeles. 
New  quarters  will  include  two  studios 
and  the  business  offices.  Long  Beach 
branch  studio  will  continue  in  use  on 
certain  occasions. 

"THE  RADIO  Playhouse  and  Some 
Other  Ideas"  titles  an  illustrated  leaf- 
let issued  by  Radio  Productions,  Inc., 
Los  Angeles.  The  activities  of  the 
firm  include  furnishing  audition  and 
rehearsal  quarters  to  advertising 
agencies  and  sponsors. 

KHJ,  Los  Angeles,  has  inaugurated 
a  series  of  mid-week  studio  frolics 
faehioned  after  musical  comedies, 
though  there  is  no  central  theme. 
Premiere  for  the  series  was  given  in 
January  under  the  title  of  "Hey, 
Nanny,  Nanny",  with  "Ha-Cha-Cha" 
following.  Ken  Niles  is  master  of 
ceremonies. 

WMCA,  New  York,  on  Jan.  20  re- 
sumed broadcasting  of  boxing,  wrest- 
ling and  hockey  from  Madison  Square 
Garden  after  a  conference  between 
Donald  Flamm,  president  of  WMCA, 
and  V.'illiam  F.  Carey,  president  of 
Madison  Square  Garden.  The  resump- 
tion of  fight  broadcasts,  discontinued 
last  fall  after  the  Schmelling-Walker 
bout,  was  effected  because  of  the 
hundreds  of  pleas  from  listeners,  par- 
ticularly shut-ins. 

A  RECORD  receipt  of  765,335  fan 
letters  during  1932  is  reported  by 
WBBM,  Chicago.  This  is  50  per  cent 
more  than  the  mail  received  in  1931. 
December  was  the  high  month,  with 
123,022  letters  and  cards. 

A  MUSICAL  experiment,  constitut- 
ing a  rapid  tour  of  the  WOR  studios 
and  enlisting  the  station's  outstand- 
ing talent,  has  been  made  a  Friday 
feature  on  the  Newark  station  be- 
cause of  its  immediate  popularity. 
The  feature  is  titled  "The  WOR 
Limited". 

WEAO,  Columbus,  0.,  has  joined  the 
Ohio  School  of  the  Air  for  the  Mon- 
day and  Tuesday  afternoon  sessions 
only. 


INSTALLATION  of  a  complete  Rob- 
ert Morton  pipe  organ  in  its  studios 
in  the  Winthrop  Hotel  is  announced 
by  KMO,  Tacoma,  Wash.  The  organ 
was  dedicated  in  a  special  program 
Jan.  12. 

THE  P.  H.  BUTLER  grocery  chain, 
Pittsburgh,  sponsored  an  hour's  broad- 
cast from  the  scene  of  its  annual 
employes  ball  Jan.  19  over  WWSW, 
Pittsburgh.  The  various  branch  man- 
agers and  employes  were  introduced 
by  Frances  Owen,  program  director 
and  chief  announcer,  during  the  pro- 
gram. 

A  NOVEL  New  Year's  Eve  program, 
which  promises  to  become  an  annual 
feature,  was  introduced  this  season  by 
WPAD,  Paducah,  Ky.,  when  it  broad- 
cast a  program  from  the  Kentucky 
penitentiary  at  Eddyville  with  all  tal- 
ent selected  from  the  prison's  inmates. 

D.  RHYSFORD,  noted  musician,  com- 
poser and  critic,  writing  in  The 
Druid,  American- Welsh  paper  of  Pitts- 
burgh, picks  the  Salt  Lake  Tabernacle 
Mormon  Choir,  heard  Sundays  from 
KSL  over  a  national  CBS  network,  as 
the  best  All-American  choir. 
PRACTICAL  LAW  is  being  discussed 
by  an  expert  over  WLS,  Chicago, 
every  Saturday  from  1:45  to  2  p.m., 
EST,  in  the  "Legal  Forum  of  the  Air." 
The  program  is  arranged  through  the 
cooperation  of  the  Chicago  Kent  Col- 
lege of  Law  and  the  Commerce  Clear- 
ing House  of  Chicago.  Edmund  Web- 
ster Burke,  faculty  member  of  Kent 
College  and  a  Chicago  attorney,  ex- 
plains practical  problems  in  law  for 
the  laymen. 

TWO  NOVEL  programs  have  been 
started  by  KYW,  Chicago.  One  is 
known  as  "The  Book  Theater,"  which 
offers  dramatization  of  recent  out- 
standing books  each  Friday  at  8:15 
p.m.,  and  the  other  is  "Star  Dust,"  a 
quarter  of  an  hour  of  gossip  about 
radio  stars,  done  by  Ulmer  Turner, 
radio  editor  of  the  Chicago  Herald  & 
Examiner.  Robert  Willson,  book  edi- 
tor of  the  Chicago  Herald  &  Exami- 
ner, and  Parker  Wheatley,  of  the 
KYW  staff,  are  in  charge  of  "The 
Book  Theater."  Socially  prominent 
persons  in  Chicago  are  engaged  to 
take  leading  roles  in  the  dramatiza- 
tion. 

Radio  Editors  in  Roles 
Of  WMCA  Entertainers 

A  PROGRAM  presented  entirely 
by  radio  editors  was  featured  over 
WMCA,  New  York,  for  30  minutes 
the  night  of  Jan.  23.  Of  a  comic 
variety,  the  feature  was  devised 
by  George  Bricker,  head  of  the 
station's  press  department.  The 
idea  was  to  reveal  what  the  radio 
editors,  who  pan  so  many  pro- 
grams, could  do  in  the  way  of  en- 
tertaining. 

Among  the  radio  editors  on  the 
progi-am  were  Nick  Kenny,  New 
York  Mirror;  Mike  Porter,  "Air- 
caster"  of  the  New  York  Journal; 
Jo  Ranson,  Brooklyn  Eagle; 
Dave  Bratton,  Brooklyn  Times 
Union;  Abe  Greenberg,  who 
shares  the  radio  column  of  the 
New  York  News  with  Ben  Gross; 
Murray  Rosenberg,  Brooklyn 
Citizen,  and  C.  J.  I  n  g  r  a  h  a  m, 
Jersey  Journal. 


WORD  of  the  death  of  Herr  Ernst 
V.  Szots,  director  of  the  Budapest 
Broadcasting  Co.,  who  has  repre- 
sented Hungary  in  all  conferences 
of  Europe's  International  Radio 
Union,  has  been  received  here. 
Herr  Szots  died  Dec.  17  at  the  age 
of  45,  the  reported  victim  of  over- 
work. It  was  on  his  initiative  the 
Radio  Budapest  began  construct- 
ing a  150  kw.  transmitter  and  four 
relay  stations,  which  are  sched- 
uled for  completion  this  year. 


DOOLITTLE  &  FALKNOR,  Inc. 

FREQUENCY  MEASURING  SERVICE 

May  be  arranged  to  provide  daily  or  any  speci- 
fied number  of  measurements  per  week  as 
well  as  individual  measurements  at  station's 
request. 

Write  for  prices  on  schedule  suitable 
to  your  needs. 

1306-1308  W.  74th  St.       TKone.  Stewart  2810 
CHICAGO,  ILLINOIS 
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Baseball  and  Radio 

(Continued  from  page  13) 

of  both  club  owner  and  broad- 
caster. 

Perhaps  the  neatest  blunder 
made  by  the  broadcasters  lies  in 
the  financial  arrangement  made 
with  the  ball  clubs.  The  broad- 
caster should  be  willing  to  pay  a 
fair  sum  for  the  privilege  of  mak- 
ing the  broadcast.  After  all,  these 
broadcasts  are  almost  invariably 
sponsored  by  an  advertiser.  The 
club  owner  is  entitled  to  a  fair 
sum  in  return  for  supplying  an 
advertiser  with  a  high  class  show. 
The  payment  of  a  fee  for  this 
privilege  gives  the  broadcaster  the 
healthy  feeling  that  he  is  inde- 
pendent and  has  no  strings  at- 
tached to  him. 

Handicap  of  Free  Broadcasts 

IT  HAPPENED  to  be  the  writer's 
pleasure  to  be  associated  with  a 
certain  leading  station  as  sports 
announcer.  The  station  was  pulled 
into  an  agreement  with  the  ball 


club  which  made  independence 
well  nigh  impossible.  The  ball 
club  pulled  the  wool  over  the  eyes 
of  the  broadcaster  by  allowing  the 
broadcast  of  the  games  for  noth- 
ing in  the  way  of  financial  com- 
pensation. There  was  to  be  com- 
pensation, it  was  later  discovered 
— compensation  in  the  form  of 
ballyhoo  for  the  ball  club.  Instead 
of  feeling  free  to  call  a  spade  a 
spade  and  a  blunder  for  the  home 
club  when  it  was  a  blunder,  the 
announcer  was  tied  hand  and  foot 
and  practically  forced  to  give  a 
one-sided  description  of  the  game. 

Sports  broadcasting  has  come  in 
for  a  great  deal  of  criticism  from 
persons  in  a  position  to  criticize. 
The  broadcasters  are  too  willing 
to  "sell  out"  to  sports  promoters 
who  feel  they  are  in  a  position  of 
command.  If  radio  is  to  achieve 
a  definite  and  wholesome  result  in 
the  field  of  baseball  and  other 
sports,  it  will  have  to  stand  on  its 
own  feet  as  newsmen  have  had  to 
do  to  gain  their  position.  Radio 
will  have  to  fight  for  its  right  of 
freedom  of  speech. 


3  Hot  Spot 
Sustaining  Features 


Ready  to  Sponsor 
For  Test  Campaisns 

THESE  programs  have  been  station  tested  and  WCLO 
offers  them  in  script  form  or  will  furnish  professional 
talent  for  recording. 

If  sponsor's  product  is  to  be  tested  in  the  rich  Southern 
Wisconsin-Northern  Illinois  market  served  by  WCLO.  you 
will  receive  complete  merchandising  service  including  dealer 
contact,  audience  check,  window  displays,  and  other  intro- 
ductory assistance. 

Program  No.  1 — "Jerry  Todd  And  His  Gang" — an  all- 
boy  skit  written  by  Leo  Edwards  author  of  famous  Jerry 
Todd  and  Poppy  Ott  books  published  by  Grosset  &  Dunlap. 
Clean,  wholesome,  exciting  stories,  nothing  objectionable 
nor  improbable.     Provides  excellent  merchandise  tie-in. 

Program  No.  2 — "Raymond  And  Hazel"  skit — young 
married  couple.  Written,  produced  and  presented  by 
WCLO  Dramatic  Director — six  years  in  motion  pictures, 
fourteen  years  on  stage.  Girl  part  portrayed  by  profes- 
sional dramatist.  As  original  and  refreshing  as  any  skit 
on  the  air,  satisfies  the  sophisticated  as  well  as  the  mass. 

Program  No.  3^ — "The  Miniature  Movie" — a  15-minute 
unit,  a  replica  of  the  old  silent  drama,  includes  news  reel, 
an  illustrated  song,  and  the  drama.  Written,  as  no  one 
else  could  write  it,  by  a  blind  man.  thirty  years  in  the 
show  business.  Presented  to  the  radio  audience  in  a  new 
and  unique  manner.  Gives  sponsor  opportunity  to  slip  in 
message  without  irritation. 

Any  of  the  above  programs  are  ready  for  recording. 
WCLO  announced  new  low  rates  in  January  issue  Stand- 
ard Rate  &  Data.  Offers  sponsor  more  for  his  money  than 
any  station  its  size  in  the  world.    Recognized  by  those  in 
the  know  as  a  model  station. 

Ask  any  question  about  our  market — 240,000  people. 
Send  for  the  only  authentic  newspaper  and  radio  surveys 
of  the  rich  Southern  Wisconsin-Northern  Illinois  market. 

WCLO  is  owned  and  operated  by  the  Janesville  Daily 
Gazette. 

You  ought  to  know  about  these  mediums  and  this  market. 

Latest  Western  Electric  Transmitter 

JANESVILLE,  WISCONSIN 
"THE  NATIONAL  ADVERTISERS'  PROVING  GROUND" 


WCLO 


Over  ft«  CABl^* 

.  through  the  •» 


•  •Coordinated  Communications 

that  COVER  THE  WORLD 

#  Across  the  town  or  across  the  state . . .  across  the  country  or 
across  the  seven  seas ...  it  makes  no  difference  when  you  use 
Postal  Telegraph.  For  Postal  Telegraph  is  part  of  the  great 
International  System,  which  provides  fast,  accurate,  depend- 
able message  communication  to  the  entire  world  through  the 
perfect  coordination  of  telegraph,  cable  and  radio  facilities. 

Postal  Telegraph  reaches  80,000  places  in  the  United 
States  and  Canada.*  Working  in  conjunction  with  the  other 
members  of  the  International  family,  it  reaches  Europe,  Asia 
and  The  Orient  through  Commercial  Cables ;  Central  Amer- 
ica, South  America  and  the  West  Indies  through  All  America 
Cables ;  and  ships  at  sea  via  Mackay  Radio. 

Use  Postal  Telegraph.  As  a  member  of  the  International 
System,  it  is  the  only  American  telegraph  company  that 
offers  a  world-wide  service  of  coordinated  record  communi- 
cations under  a  single  management. 

*/«  Canada,  through  the  Canadian  Pacific  Railway  Telegraphs. 


THE    IXTERIVATIOIVAI.  SYSTEM 

Tostal  TeUgrapb 


Cammcrcial 
Cables 


niackay  Hadio 


QU  Qmenca 
Cables 


February  1,  1933  •  BROADCASTING 


Page  27 


NAB  Retains  Newton  D.  Baker 


(Continued  from  page  5) 


ASCAP  that  the  new  royalty  scale 
not  only  has  failed  to  yield  the 
amount  of  revenue  anticipated  but 
also  has  aroused  an  ill-will  on  the 
part  of  stations  that  ASCAP  ap- 
parently would  like  to  eliminate. 
The  letter  brought  an  immediate 
retort  from  Mr.  Schuette  in  the 
form  of  a  bulletin  to  all  stations. 
Mr.  Schuette  interpreted  the  Mills' 
letter  as  seeking  cancellation  of 
the  present  contracts  and  a  shift 
of  the  royalty  burden  to  the  ad- 
vertisers— a  proposition  which  he 
said  formerly  had  been  made  by 
ASCAP  but  which  had  been 
promptly  rejected. 

Dispatched  on  Jan.  25,  Mr.  Schu- 
ette declared  in  his  reply  to  the 
Mills'  pronouncement  that,  while 
the  ASCAP  official's  letter  asserted 
that  the  reason  for  the  offer  to 
cancel  the  existing  contract  "is  a 
resentment  of  the  charges  con- 
tained in  my  bulletins",  Mr.  Mills' 
personal  explanation  to  the  press 
gives  a  different  basis. 

"In  that  explanation",  Mr.  Schu- 
ette asserted,  "he  complains  that 
he  has  been  severely  criticized  by 
his  organization  because  he  had 
made  a  'bad  deal'  and  that  ASCAP 
should  have  gotten  a  substantially 
better  result  than  was  obtained. 
In  other  words,  Mr.  Mills  proposes 
now  to  obtain  an  immediate  revi- 
sion upward  of  the  ASCAP  con- 
tract, and  the  revision  upward 
which  ASCAP  wants  is  a  contract 
which  would  retain  the  present 
sustaining  fee  but  levy  an  addi- 
tional 10  per  cent  royalty  direct 


on  the  advertisers.  The  stations 
would  pay  the  sustaining  fee. 

Warns  Stations 

"ALL  broadcasting  stations  are 
therefore  warned  against  risking 
the  cancellation  of  their  present 
contracts  before  they  have  been 
given  the  text  of  a  revised  con- 
tract that  is  acceptable  to  them. 
In  his  letter  to  the  stations,  Mr. 
Mills  has  reiterated  his  previous 
assurance  that  whenever  the  ex- 
isting formula  is  changed  all  sta- 
tions will  be  afforded  an  oppor- 
tunity to  revise  their  licenses  in 
accordance  with  the  new  formula. 
Therefore,  there  is  no  occasion  on 
the  part  of  any  station  to  cancel 
the  existing  contract. 

"Mr.  Mills  says  that  because 
more  than  400  broadcasting  sta- 
tions have  signed  the  ASCAP  li- 
cense, this  fact  shows  their  ap- 
proval of  the  ASCAP  terms.  As 
a  matter  of  fact,  I  advised  the  sta- 
tions to  sign  these  contracts  and 
I  told  them — at  the  St.  Louis  con- 
vention and  elsewhere — that  only 
by  signing  them  could  they  escape 
the  penalties  threatened  against 
them.  Therefore,  it  does  not  fol- 
low, as  Mr.  Mills  suggests,  that 
any  broadcaster  who  does  not  at 
once  serve  a  notice  of  cancellation 
upon  ASCAP  will  be  assumed  to 
disavow  the  statements  made  in 
these  copyright  bulletins." 

Statements  published  in  the 
press  of  Tin  Pan  Alley  attributed 
to  members  of  the  ASCAP  organ- 
ization, state  that  royalty  receipts 


Have  You  Heard  of 
MR.  FIX -IT? 

■ 

Well,  Listen  .... 

His  mail,  without  any  solicitation  whatsoever,  month  in, 
month  out,  over  a  period  of  two  and  one-half  years, 
has  averaged  well  over  100  letters  and  postcards  a 
day. 

Mr.  Fix-it  has  fixed  everything  from  broken  hearts  to 
broken  homes. 

Mr.  Fix-it  can  "fix"  your  product  with  one  of  the  largest, 
most  consistent,  high-class  radio  audiences  in  St. 
Louis. 

■ 

FOR  PARTICULARS,  WRITE  TO 


W  I  L 

ST.  LOUIS,  MISSOURI 


Accuracy  First 

UNCERTAIN  of  the  accu- 
racy of  the  background  he 
was  attempting  to  build  up 
for  "Unknown  Hands",  the 
radio  serial  drama  being 
done  for  the  Beech-Nut  Pack- 
ing Co.  by  the  World  Broad- 
casting  System,  Walter 
Craig,  program  director,  took 
time  oflf  Jan.  21  for  a  trip 
to  Bermuda,  the  locale  of 
which  he  was  trying  to  re- 
produce. He  will  resume 
work  on  the  transcription 
when  he  returns  to  New 
York  Feb.  4. 


from  stations  since  the  promulga- 
tion of  the  new  rate  method  last 
fall  have  fallen  far  short  of  ex- 
pectations.   Whereas  some  $3,000- 

000  for  1933  was  anticipated  if 
business  proved  good,  and  where- 
as Mr.  Mills  himself  predicted 
some  $2,000,000,  current  receipts 
indicate  revenues  of  about  $1,000,- 
000 — this  low  figure  being  attribu- 
table to  a  combination  of  factors 
such  as  the  reluctance  of  broad- 
casters to  remit  until  they  them- 
selves have  collected  on  accounts, 
and  the  general  bad  blood  between 
the  two  groups. 

Might  Levy  on  Advertisers 

THESE  REPORTS  also  state  that 
ASCAP  has  in  mind  abrogating 
the  present  broadcasting  royalty 
scale  and  passing  on  the  percent- 
age burden  to  advertisers  through 
agencies  placing  radio  business. 
The  American  Association  of  Ad- 
vertising Agencies  already  has 
protested  the  payment  of  addi- 
tional royalties  on  transcribed  and 
recorded  programs  to  Music  Pub- 

1  i  s  h  e  r  s  Protective  Association, 
sister  organization  of  ASCAP,  and 
is  considering  legal  action. 

The  belief  is  that  if  ASCAP 
can  wipe  out  the  present  contract 
it  will  be  in  position  to  draft  a  new 
royalty  scale  that  will  apply  to 
revenues  of  the  networks  via  the 
agencies  themselves.  Failing  in 
this,  it  is  still  within  the  realm 
of  possibility  that  ASCAP  will  ac- 
cede to  the  NAB  demands  that 
the  percentage  apply  only  to  rev- 
enues from  programs  using  AS- 
CAP-controlled  music,  but  on  the 
condition  that  the  percentage  for 
the  first  year  be  raised — ^perhaps 
doubled — and  graduated  upward  in 
succeeding  years. 

In  his  letter  to  NAB  and  all 


broadcasters,  Mr.  Mills  said  it  was 
in  direct  response  to  that  received 
through  NAB  Dec.  1  from  Mr. 
Schuette,  calling  attention  to  the 
resolutions  adopted  by  the  NAB 
convention  dealing  with  copyright 
and  suggesting  a  revision  of  the  li- 
cense. 

Society  "Discontented" 

"AS  REQUESTED,"  he  wrote, 
"this  letter  was  presented  to  our 
board  and  has  been  fairly,  thor- 
oughly and  exhaustively  consid- 
ered, discussed  and  deliberated 
upon;  and  I  was  directed  to  in- 
form you  that  the  members  of 
our  Society  are  quite  as  discon- 
tented with  the  formula  expressed 
in  the  present  license  as  the  broad- 
casters can  possibly  be,  and  the 
society  will  welcome  conferences 
with  any  committee  of  represen- 
tative broadcasters  looking  toward 
a  revision  of  the  formula. 

"The  Society  will  not,  however, 
confer  on  this  subject  any  fur- 
ther with  Mr.  Schuette.  On  the 
letterhead  of  your  association, 
bearing  the  typewritten  signature 
of  Mr.  Schuette,  a  number  of  scur- 
rilous and  misleading  communica- 
tions have  been  sent  by  mail  to 
broadcasting  stations. 

"These  letters  have  referred  to 
the  Society  and  its  activities  in 
terms  which  we  consider  libelous, 
false  and  misleading,  and  contain 
opprobrious  epithets  which  we 
strongly  resent.  The  deliberate 
purpose  of  the  propaganda  ex- 
pressed in  them  is  obvious,  and 
the  hostility  voiced  indicates  clear- 
ly to  us  that  it  would  be  hopeless 
to  expect  a  constructive  result 
from  the  viewpoint  of  either  the 
broadcasters  or  the  copyright 
owners  from  any  conferences  in 
which  Mr.  Schuette  might  partici- 
pate. The  content  of  these  circu- 
lars purporting  to  be  distributed 
from  the  offices  of  your  associa- 
tion over  the  typed  signature  Os- 
wald F.  Schuette  will  be  com- 
mented upon  in  a  separate  com- 
munication." 

Mr.  Mills  added  that  more  than 
400  stations  had  accepted  the  new 
licenses.  It  is  "unthinkable",  he 
added,  that  they  would  have  done 
so  or  would  have  entered  into  any 
contractual  arrangement  with 
"racketeers"  of  any  nature.  AS- 
CAP, however,  he  declared,  would 
be  "very  glad  to  accept  from  any 
broadcasters  immediately  cancel- 
lations of  their  existing  license"  if 
they  feel  that  they  entered  into  ■ 
their  present  license  under  some 
form  of  duress. 

"No   broadcaster  is   under  the 


Frequency  Measuring  Service 

Many  stations  find  this  exact  measuring  service  of  great 
value  for  routine  observation  of  transmitter  perform- 
ance and  for  accurately  calibrating  their  own  monitors. 

MEASUREMENTS  WHEN  YOU  NEED  THEM  MOST 

R.  C.  A.  COMMUNICATIONS,  Inc. 

Commercial  Department 

A  RADIO  CORPORATION  OF  AMERICA  SUBSIDIARY 
66  BROAD  STREET  NEW  YORK,  N.  Y. 
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slightest  obligation  to  retain  his 
present  license  from  this  Society," 
Mr.  Mills  continued.  "As  to  any 
broadcaster  who  does  not  forth- 
with serve  notice  upon  us  of  his 
desire  to  cancel  the  license,  we 
shall  assume  he  is  not  in  accord 
with  the  comment  regarding  the 
formula  explicit  in  this  license 
which  has  been  expressed  in  mime- 
ographed letters  forwarded  to — 
'All  Cooperating  Broadcasters' — 
under  dates  of  Dec.  8,  14,  28  and 
31,  1932,  and  Jan.  9,  1933." 

In  other  words,  Mr.  Mills  said 
that  broadcasters  supporting  in 
toto  the  statements  attributed  to 
Mr.  Schuette  in  his  communica- 
tions now  may  cancel  their  li- 
censes. Broadcasters  not  serving 
such  notice,  he  said,  will  be  ac- 
cepted by  ASCAP  as  not  support- 
ing the  Schuette  statements. 

"All  broadcasting  stations  are 
advised  that  if  and  when,  as  a 
result  of  any  negotiation  had  with 
a  committee  of  representative 
broadcasters,  a  departure  from  the 
existing  formula  is  agreed  upon, 
all  will  be  afforded  an  opportunity 
to  revise  their  licenses  in  accor- 
dance with  such  formula. 

"We  recognize  that  the  matters 
at  issue  are  of  vital  concern  to 
the  composers,  authors  and  pub- 
lishers of  the  world  and  no  less 
to  the  users  of  music  in  public 
performances  for  profit;  and  we 
are  quite  as  anxious  as  are  the 
users  or  any  group  or  individual 
of  them  that  a  truly  constructive 
solution  be  found  for  any  and  all 
differences  as  between  the  two  in- 
terests." 

In  the  face  of  Mr.  Mills'  at- 
tack, Mr.  Schuette,  in  his  Jan.  25 
bulletin,  called  attention  to  two 
instances  involving  restaurants  in 
which  he  alleges  ASCAP  attempted 
to  obtain  performance  licenses 
"under  pressure".  One  dealt  with 
a  small  restaurant  which  was  in- 
formed that  unless  it  paid  a  $5 
per  month  fee  it  would  not  be 
bothered  by  ASCAP  again  "but 
by  a  representative  of  the  U.  S. 
District  Court"  in  a  case  of  in- 
fringement at  not  less  than  $250 
per  number.  In  the  second,  a 
chain  of  restaurants  allegedly  was 
threatened,  after  "spotters"  had 
been  placed  in  the  businesses.  But 
decisive  opposition  from  the  res- 
taurant corporation,  which  re- 
moved the  radios  from  its  stores, 
caused  ASCAP  to  withdraw  its 
demand. 

Following  through  on  his  "free 
music"  campaign,  Mr.  Schuette 
announced  as  a  second  step  in  his 
experimental  effort  to  supply  in- 
dependent music  to  broadcasting 
stations,  that  a  new  number  is  be- 
ing sent  to  all  stations.  Titled 
"What  is  That  Blue  Song,"  the 
composition  is  given  stations  free 
of  any  charges.  It  was  composed 
by  Thomas  Hearon,  and  published 
by  Cronn  &  Hearon,  1587  Broad- 
way, New  York.  This  phase  of  Mr, 
Schuette's  campaign  has  been  ridi- 
culed by  Tin  Pan  Alley,  but  ap- 
parently is  having  the  effect  hoped 
for  by  the  NAB  copyright  director. 


WGAR,  Cleveland,  has  started  two 
unique  programs.  Mayor  Ray  Mil- 
ler once  a  week  interviews  a  city 
department  head  on  a  topic  of  cur- 
rent interest.  Fred  Jaske,  in  a 
program  titled  "Novel,  Novel", 
reads  a  popular  novel  for  a  half 
hour  each  week-day  afternoon,  in- 
terpreting each  character  by  voice 
variations. 


Oppose  Licensee  Fees 

(Continued  from  page  16) 
munications,  Inc.,  who  showed  that 
radio  competes  with  cables  which 
are  not  specially  taxed  and  who 
called  the  new  bill  an  unfair  dis- 
crimination; K.  B.  Warner,  secre- 
tary of  the  American  Radio  Relay 
League,  who  asked  that  the  30,000 
amateurs,  who  pursue  radio  with 
no  motive  of  profit,  be  exempted 
from  the  tax;  Paul  Goldsborough, 
president  of  Aeronautical  Radio, 
Inc.,  and  Edwin  H.  Duff  of  the 
Steamship  Owners  Association, 
who  pointed  out  the  additional 
burden  the  bill  would  place  on 
their  industries,  and  John  C.  Gall, 
secretary  of  the  National  Associa- 
tion of  Manufacturers. 

Penalty  on  Sponsors 
MR.  GALL,  like  Mr.  Bellows, 
argued  against  the  policy  of  sup- 
porting a  regulatory  body  by  spe- 
cial taxation  of  the  field  it  regu- 
lates.   He  said: 

"It  ignores  the  public  benefits 
claimed  for  government  regulation 
by  saddling  the  cost  of  regulation 
on  the  industry  regulated.  It 
would  lend  impetus  to  regulation 
of  various  industries  upon  a  show- 
ing that  all  costs  of  regulation 
would  be  borne  by  the  industry.  It 
would  make  difficult,  if  not  impos- 
sible, abolition  of  unnecessary  reg- 
ulatory bodies  so  long  as  they 
showed  ability  of  the  industries 
regulated  to  meet  the  'tariff'  thus 
imposed.  If  this  is  sound  policy 
for  the  Radio  Commission,  the 
same  argument  can  be  made  for 
the  Interstate  Commerce  Commis- 
sion, the  Shipping  Board,  the 
Packers  and  Stockyards  Adminis- 
tration, and  many  other  bodies. 

"Broadcasting  is  supported  by 
advertising.  If  it  were  not  for  the 
paid  programs  the  people  of  the 
United  States  would  not  en- 
joy the  remarkable  ranee  of  en- 
tertainment and  educational  pro- 
grams which  they  receive  today  for 
the  mere  'tuning  in.'  Manufactur- 
ers of  nationally  known  products 
are  the  chief  source  of  broadcast- 
ing revenues.  This  bill  penalizes 
them  for  the  use  of  this  medium, 
for  in  the  final  analysis  fees  and 
other  exactions  levied  ae-ainst  the 
broadcasters  will  be  paid  by  their 
patrons.  They  will  larg-ely  occupy 
the  role  of  collectors.  There  is  no 
sound  reason  why  they  should  pay 
the  cost  of  regulation  designed,  not 
for  their  primary  benefit,  but  for 
the  benefit  of  the  listening  public." 

Finally,  Mr.  Gall  pointed  out 
that  the  bill  in  reality  is  tax  legis- 
lation, which  constitutionally  must 
arise  in  the  House  of  Representa- 
tives. The  only  testimony  in  favor 
of  the  bill  was  offered  by  S.  How- 
ard Evans,  of  the  Ventura  (Cal.) 
Free  Press,  a  bitter  opponent  of 
American  radio,  who  took  the  po- 
sition that  the  tax  would  more 
nearly  equalize  competition  be- 
tween radio  and  newspapers. 

The  proposed  scale  of  license 
fees,  as  applied  to  broadcasters, 
was  published  in  detail  in  the  May 
1,  1932,  Broadcasting. 

MORE  THAN  fifty  stations  have 
asked  Leo  Fitzpatrick,  manager  of 
WJR,  Detroit,  for  copies  of  the 
talks  which  he  gives  on  the  "Ra- 
dio Realities"  program  every  Sun- 
day night.  Many  of  these  stations 
now  are  offering  programs  pat- 
terned after  the  WJR  presenta- 
tion. The  program  was  described 
in  the  Jan.  1  issue  of  Broadcast- 
ing. 


IF  you  ARE  INTERESTED  IN 
THE  NATIONAL  FIELD 

Interest  the  National  Field 

in  Your  Territory  and  Station  .  .  . 

"If  we  only  had  a  salesman  calling  on  all  advertising  agen- 
cies and  national  advertisers  who  use  radio."  This  thought 
has  probably  passed  through  your  mind  many  times.  But  it 
is  rather  an  expensive  idea  for  the  average  station  manager  to 
entertain.    Yet  IT  CAN  BE  DONE— And  Economically  Too. 

Your  message  in  Broadcasting  will  do  it.  Broadcasting 
goes  to  the  busy  executives  who  haven't  time  to  chat  with  sales- 
men— it  is  read  by  the  very  men  you  want  to  reach. 

Here's  what  some  of  those  executives  think  of  Broadcasting: 

"May  I  extend  my  hearty  congratulations  on  the  suc- 
cess of  your  magazine  Broadcasting.  It  is  covering  an 
important  field  and  I  find  the  magazine  both  interesting 
and  informative.  It  should  be  of  real  value  to  all  adver- 
tising agencies  and  to  anyone  who  is  engaged  in  the  radio 
industry."  Young  &  Rubicam,  Inc. 

"It  seems  to  me  that  there  is  no  better  way  to  keep 
abreast  of  a  broadcasting  situation  than  to  follow  the  valued 
contents  of  your  magazine. 

"In  a  word,  I  find  no  other  periodical  that  could  be 
satisfactorily  substituted  for  Broadcasting.  I  feel  this 
opinion  is  due  you." 

Erwin,  Wasey  &  Company,  Inc. 
Charles  F.  Gannon,  Director  of  Radio. 

"The  need  for  an  authoritative  publication  in  the  broad- 
casting field  is  definite  .  .  .  you  may  count  on  our  coopera- 
tion." The  Cramer-Krasselt  Co. 

Lee  Tracy 

"Will  you  accept  my  compliments  on  the  unusually  fine 
and  interesting  publication  you  have." 

United  Advertising  Agency,  Inc. 

Jerome  Van  Wiseman,  Assistant  to  President. 

"You  have  gathered  together  a  lot  of  interesting  material 
on  all  phases  of  radio  and  we  wish  you  success." 

Gotham  Advertising  Co. 
William  Menkel 

"Broadcasting  covers  the  field  broadly  and  specifically 
and  I  congratulate  you  on  the  splendid  publication." 

World  Wide  Advertising  Corp. 
Robert  B.  McClean,  Vice-President. 
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Litigation  Centers 
On  Supreme  Court 

WIBO  Case  is  Significant  ; 
Shuler  Seeks  Rehearing 

ALL  LEGAL  eyes  in  radio  still 
are  focused  on  the  United  States 
Supreme  Court,  despite  that  tri- 
bunal's refusal  Jan.  16  to  review 
the  Shuler  case,  raising  the  free 
speech  issue.  The  legal  fraternity, 
if  not  the  whole  industry,  is  also 
awaiting  developments  in  the 
WIBO  case  because  of  its  bearing 
on  the  legality  of  the  Commission's 
quota  regulations,  property  rights 
and  the  Davis  equalization  amend- 
ment. 

The  Department  of  Justice, 
which  already  has  decided  to  ap- 


WBAL 


BALTIMORE 


Maryland's 
Only  Clear 
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peal  the  WIBO  decision  in  the 
Commission's  behalf,  shortly  will 
file  with  the  Supreme  Court  its 
petition  for  a  review  of  the  opin- 
ion of  the  Court  of  Appeals  re- 
versing the  Commission's  order 
deleting  WIBO  and  WPCC,  Chi- 
cago, which  share  time  on  560  kc. 
to  make  way  for  WJKS,  Gary,  Ind. 
The  Commission's  decision  was 
based  purely  on  quota  grounds, 
since  Illinois  is  greatly  overquota 
and  Indiana  underquota,  but  a  ma- 
jority of  the  court  held  the  action 
was  arbitrary  and  capricious  and 
that  the  Davis  amendment  did  not 
dictate  mathematical  equality  in 
the  state  and  zone  distribution  of 
facilities. 

Many  Overquota  States 

SINCE  27  states  are  overquota 
and  would  stand  to  suffer  losses  in 
facilities  if  the  Commission  were 
upheld  in  the  final  analysis,  un- 
usual significance  attaches  to  the 
WIBO  case.  It  is  by  no  means 
certain  that  the  Supreme  Court 
will  decide  to  accept  the  case  for 
review  since  it  can  exercise  its  pre- 
rogative of  selecting  cases  on 
certiorari. 

Regret  was  expressed  in  legal 
circles  over  the  refusal  of  the  Su- 
preme Court  to  grant  a  review  of 
the  Shuler  case.  Station  KGEF, 
of  Los  Angeles,  was  deleted  by  the 
Commission  more  than  a  year  ago 
because  of  the  verbal  outbursts  of 
its  militant  pastor-owner,  and  the 
Court  of  Appeals  sustained  the 
Commission's  action  in  a  stinging 
opinion  in  which  it  severely  re- 
buked the  pastor  for  the  nature  of 
his  broadcasts. 

The  petition  for  certiorari,  how- 
ever, filed  by  Louis  G.  Caldwell, 
former    general    counsel    of  the 


CLASSICAL  MUSIC  PREFERRED 

Band  Concerts  Lead  in  Popularity  Survey  Conducted 
 By  WHEC  of    Rochester  Area  


"Only  $3  for  all  this? 


You'll  be  surprised,  too,  when  you  see  how 
much  luxury  and  convenience  you  can  en- 
joy at  the  Hotel  Lexington  for  as  little  as 
$3  a  day. 

And  here's  another  fact  that'll  make  your 
expense  account  beam  with  gratitude — it 
costs  only  $1  a  day  more  for  two  persons  at 
the  Lexington.  A  room  which  is  $3  for  one, 
for  instance,  is  only  $4  for  two  persons. 

HOTSL  JCeXINGTON 

In  Grand  Central  Zone,  Lexington  Ave.  at  48th  Street 

NEW  YORK  CITY 

CHARLES  E.  ROCHESTER,  General  Manager 


A  FIFTH  of  the  average  broad- 
casting hour  would  be  devoted  to 
classical  or  semi-classical  music 
and  only  about  half  that  time  to 
popular  music,  according  to  a  sur- 
vey conducted  by  WHEC,  Ro- 
chester, N.  Y.,  to  determine  listen- 
ers' program  preferences.  The 
survey  indicated  that  the  following 
division  of  the  radio  hour  would 
be  most  popular: 

Classical  and  semi-classical 
music,  20  minutes;  popular  music, 
12  minutes;  religious  programs, 
6  minutes;  drama,  7  minutes;  edu- 
cational features,  6  minutes;  va- 
riety, 5  minutes;  news  and  sports, 
4  minutes. 

More  than  2,300  persons  re- 
sponded to  the  questionnaire-bal- 
lots in  the  survey  conducted  by  the 
Gannett-owned  station  between 
Dec.  11  and  18.  Twenty-one  types 
of  programs  were  listed  in  the 
ballots,  which  were  printed  daily 
in  the  Rochester  Democrat  and 
Chronicle  for  nine  days. 

In  tabulating  the  results  of  the 
survey,  21  points  were  given  for 
first  place,  20  points  for  second 
place,  19  points  for  third  and  so 
on.    On  this  basis  the  ten  types  of 


Commission,  raised  the  question  of 
free  speech  on  the  air —  a  point 
that  was  virtually  ignored  in  the 
lower  court's  opinion.  The  Su- 
preme Court,  following  custom,  did 
not  state  its  reasons  for  refusing 
to  review  the  case. 

Oral  Arguments  Set 

A  PETITION  for  rehearing  short- 
ly will  be  filed  by  Mr.  Caldwell,  al- 
though the  highest  tribunal  has 
seldom  granted  such  a  request  af- 
ter having  rejected  the  original 
plea.  The  American  Civil  Liber- 
ties Union  already  has  announced 
that  it  will  support  the  petition  on 
free  speech  grounds,  and  one  or 
two  other  organizations  may  join 
the  move. 

Oral  arguments  are  scheduled 
before  the  Court  of  Appeals  Feb. 
7  in  the  cases  involving  WMCA 
and  WNYC,  New  York,  and  WOQ, 
Kansas  City,  and  KFH,  Wichita. 
In  the  former  case  WMCA  seeks 
full  time  on  the  570  kc.  channel, 
which  it  now  shares  with  WNYC, 
operated  by  the  City  of  New  York. 
This  authority  was  granted  by  the 
Commission  but  the  municipal  sta- 
tion appealed.  WNYC  was  to  have 
been  shifted  to  a  limited  time  as- 
signment on  810  kc,  switching 
with  WPCH,  New  York,  also 
owned  by  Knickerbocker  Broad- 
casting Co.,  which  operates  WMCA. 

The  WOQ  case  has  to  do  with 
the  Commission's  decision  of  more 
than  a  year  ago  ordering  the  sta- 
tion's deletion  for  violation  of  reg- 
ulations and  the  assignment  of  its 
time  to  KFH,  with  which  it  now 
shares  facilities.  A  third  case 
scheduled  for  argument  on  the 
same  day  grows  out  of  the  appeal 
of  the  Symons  Broadcasting  Co., 
operating  KFPY,  Spokane,  Wash., 
from  a  Commission  decision  chang- 
ing the  assignments  of  other  sta- 
tions in  the  state. 


programs  most  preferred  in  Ro- 
chester are: 

Band  concerts  27,855 

News  and  sports  24,588 

Orchestra-symphonic  ..23,904 
Dramatic-humorous  . . .  .23,806 
Orchestra,  semi-classical.23,493 

Church  services  20,555 

Dramatic-serious   19,733 

Educational  lectures  . . .  18,226 
Master  of  ceremonies. .  .15,949 
Organ,  semi-classical. .  .15,705 

Organ,  classical,  was  in  nine- 
teenth place,  with  13,820  points, 
making  a  total  of  29,525  for  organ 
music  under  the  two  classifications. 
This  would  place  organ  music 
ahead  of  any  other  classification, 
but  if  the  same  method  were  fol- 
lowed with  orchestra  programs, 
classical  and  semi-classical,  this 
type  would  lead  with  47,397. 

Eleventh  place  in  the  list  in  or- 
der of  preference  went  to  minstrei 
shows,  with  15,659  points.  Other 
preferences  in  order  were  as  fol- 
lows: vocal,  semi-classical,  15,626; 
musical  comedy,  15,447;  religious 
lectures  and  forums,  15,045; 
schools  of  the  air,  14,671;  vocal 
opera,  14,500;  vocal  classical,  14,- 
120;  popular  orchestra,  13,858; 
popular  organ,  9,577;  popular  vo- 
cal, 7,593. 


Radio's  Phantom  Foes 

{Continued  from  page  7) 

success.  New  advertisers,  having 
investigated  stories  of  radio  re- 
turns, often  expect  results  too 
quickly.  They  forget  the  time- 
proved  principle  that  it  takes  repe- 
tition to  mold  public  opinion  in 
favor  of  a  product  or  a  service. 

An  official  of  a  prominent  na- 
tional advertiser  recently  told  me 
that  his  company,  consistent  users 
of  newspapers  and  magazines  over 
a  period  of  years,  undertook  a 
radio  advertising  campaign.  After 
two  weeks  of  radio  activity,  the 
officials  of  the  company  were  ex-  , 
pectantly  inquiring  how  much  the] 
business  had  increased. 

Passing  of  Miracles 

IT  MAY  develop  that  the  manj 
cases  of  instant  success  have  been 
over-emphasized.  If  so,  the  gen- 
eral health  of  radio  advertising 
would  be  better  if  the  cases  of 
dramatic  and  instant  success  were 
not  too  strongly  merchandised. 
Like  every  other  new  form  of 
selling,  radio  passed  through  a 
period  when  strong  defense  tactics 
had  to  be  used.  Such  tactics  are 
no  longer  necessary.  Radio  can 
do  a  job  if  the  other  merchandis- 
ing factors— product,  price,  distri- 
bution, market — make  profitable 
advertising  possible.  Radio  no 
longer  need  perform  miracles  to 
justify  itself. 


STATION  LR-5,  to  be  known  as 
Radio  Excelsior,  is  scheduled  for 
completion  early  this  year  to  broad- 
cast programs  to  the  Buenos 
Aires  and  Argentine  audience  on 
10,000  kc.  (30  meters). 
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Third  Network  Being  Planned 


(Continued  from  page  6) 


minimum  of  $250  a  week  for 
the  sustaining  programs.  This 
charge  is  to  be  only  tentative 
and  subject  to  change  by  mu- 
tual consent. 

"3.  The  local  stations  shall 
have  the  privilege  of  using  the 
sustaining  programs  for  local 
advertisers  without  accounting 
to  the  chain. 

"4.  The  chain  is  to  have  the 
exclusive  right  to  furnish  na- 
tional sustaining  programs  and 
also  the  exclusive  right  to  fur- 
nish chain  commercial  time, 
and  is  to  be  given  preference 
on  such  time  over  local  adver- 
tisers. 

"5.  The  chain  is  to  be 
charged  a  maximum  of  50  per 
cent  of  the  card  rates  of  each 
station. 

"6.  Network  is  to  agree  that 
49  per  cent  of  its  profits  are  to 
be  paid  to  stations  constitut- 
ing its  network  and  the  said 
profits  to  be  divided  propor- 
tionately. 

Amalgamated,  Mr.  Trendle 
stated,  is  asking  for  a  three-year 
contract,  with  an  option  of  two 
years  additional.  He  expressed 
the  view,  however,  that  a  "suffi- 
cient number  of  protection  clauses" 
could  be  worked  into  the  agree- 
ment to  cover  affiliated  stations  if 
the  network  did  not  work  out  as 
agreed. 

Pushes  Midwest  Activity 

MR.  TRENDLE  said  that  consid- 
erable benefit  should  accrue  from 
the  plan  to  organize  separate  cor- 
porations for  each  section  of  the 
country.  Executives  of  each  affili- 
ated station  would  serve  as  direc- 
tors of  such  separate  corporations 
and  would  have  "considerable  to 
say  about  the  activities  of  the  par- 
ent company".  Mr.  Trendle  was 
appointed  organizer  of  the  mid- 
west section.  Since  the  plan  is  to 
begin  operations  on  the  east  coast 
Feb.  15,  he  is  endeavoring  to  com- 
plete the  organization  at  once. 

Tentative  provisions  have  been 
made,  Mr.  Trendle  indicated,  for 
reservation  of  one  hour  of  evening 
time,  daily,  for  local  broadcasting 
by  all  affiliated  stations.  Ample 
local  time  would  be  available,  ap- 
parently, for  daytime  hours. 

"I  believe,"  Mr.  Trendle  con- 
cluded, "that  the  programs  will  be 
superior  to  anything  given  on 
either  of  the  three  networks  now 
in  operation,  so  that  if  you  do  take 
commercials,  and  get  50  per  cent 
of  your  advertised  card  rates,  you 
will  be  much  better  off  than  with 
either  of  the  other  networks."  He 
\  urged  quick  action  by  the  midwest 
group  on  the  matter. 

First  announcement  of  the  Amal- 
gamated organization  was  made 
Sept.  23  (see  Oct.  1  issue  of  Broad- 
casting). It  was  stated  then, 
however,  that  it  would  be  a  pro- 
gram organization,  designed  to 
produce  programs  with  the  Broad- 
way tradition  for  advertising 
agencies,  networks  and  indepen- 
dent stations.  It  was  emphasized 
that  the  system  would  not  engage 
in  actual  operation  of  stations 
over  which  its  programs  might  be 
broadcast. 

At  that  time  it  was  announced 
that  Mr.  Wynn  was  president  of 
the  organization  and  that  Arthur 
Hopkins,  noted  Broadway  pro- 


ducer, had  been  retained  as  direc- 
tor of  productions.  Ota  Gygi  and 
T.  W.  Richardson,  also  well  known 
theatrical  men,  were  named  as  as- 
sociate directors.  Since  then,  how- 
ever, it  has  been  reported  that  Mr. 
Hopkins  has  withdrawn  from  the 
organization. 

Original  Plans  Change 

ELABORATE  offices  were  estab- 
lished at  551  Fifth  Ave.  It  was 
declared  that  two  nationally  known 
agencies  handling  large  radio  ac- 
counts had  engaged  Amalgamated 
and  had  placed  accounts  aggregat- 
ing more  than  $1,000,000  with  it 
for  production  of  new  programs. 
It  was  said  that,  when  productions 
are  ready  for  presentation,  they 
would  be  offered  through  those 
channels  believed  best  suited.  Net- 
works and  agencies  were  expected 
to  sponsor  certain  of  them,  and 
independent  stations,  particularly 
a  selected  group  of  metropolitan 
stations,  also  were  to  have  been 
invited  to  participate  in  this  "up- 
lift movement  in  broadcasting". 

The  Whetstone  enterprise  had 
its  origin  more  than  a  year  ago. 
Walter  Whetstone,  Jr.,  of  Phila- 
delphia, and  his  father,  a  public 
utilities  operator,  were  its  moving 
spirits.  They  had  procured  by  pur- 
chase or  lease  stations  in  several 
eastern  cities.  It  was  launched 
last  year  as  a  projected  transcrip- 
tion chain  bearing  the  name  "Pan- 
American  Broadcasting  System", 
but  then  changed  to  "live"  net- 
work. The  "live"  chain  was  called 
"Metropolitan  Broadcasting  Sys- 
tem". It  apparently  did  not  pro- 
gress very  far,  however,  because 
of  the  overtures  made  to  stations 
by  several  other  enterprises  pro- 
posing new  networks  and  on  ac- 
count of  the  natural  skepticism 
that  exists  since  so  many  similar 
schemes  have  come  to  naught. 


Urges  KWEA  Denial 

DENIAL  of  applications  of  W.  K. 
Henderson  for  renewal  of  the  li- 
cense of  KWEA,  Shreveport,  La., 
and  for  removal  of  station  to 
Baton  Rouge  were  recommended 
Jan.  24  by  Examiner  Hyde.  He 
also  urged  refusal  of  the  appli- 
cation of  W.  H.  Allen  &  Co.  to 
establish  a  new  station  at  Alex- 
andria, La.,  for  operation  on 
KWEA's  facilities.  The  examiner 
states  that  KWEA's  equipment  is 
obsolete  and  that  removal  of  the 
station  to  Baton  Rouge  would  not 
serve  public  interest.  Henderson's 
other  station,  KWKH,  Shreveport, 
is  also  set  for  hearing  on  license 
renewal  in  February. 


Navy  Protests 

HEARING  before  the  Radio  Com- 
mission on  the  protest  of  the  Navy 
Department  against  the  location  of 
the  new  transmitter  of  WJSV, 
Alexandria,  Va.,  on  the  Mt.  Ver- 
non road,  has  been  scheduled  for 
Feb.  15.  Letters  of  complaint 
have  been  filed  by  the  Navy  that 
the  new  10  kw.  CBS  transmitter 
is  too  close  to  the  Naval  Research 
Laboratory  at  Bellvue  and  is  caus- 
ing blanketing  and  harmonic  inter- 
ference on  the  short  wave  stations 
there. 


A  Master  Gain  Control 


Low  Noise  Level 

Panel  at  Ground 
Potential 

Positive  Grip  Knob 

Negligible 

Frequency  Error 


Type  552  Volume  Controls  are  available  in  T- 
and  H-sections  with  impedances  of  200  or  500  ohms, 
and  in  L-sections  with  impedances  of  50,  200,  or  500 
ohms. 

Total  attenuation  30  db.  in  steps  of  1.5  db. 
PRICES: 

L-type  ^28.00 

T-type  34.00 

H-type  48.00 


For  Microphone  Mixer  Circuits 

Type  652 

r  Volume  Control 

is  a  slide-wire  type  of  at- 
'    tenuator  combining  com- 
pactness and  low  cost 
with   excellent  electrical 
and  mechanical  proper- 
j    ties.     It  uses  a  ladder- 
type  network  which  has  a 
'    linear  attenuation  charac- 
<         "  teristic  and  nearly  con- 

stant impedance.  The 
noise  level  is  extremely 
low. 

Impedance:   50,  200, 
or  500  ohms. 
!        Infinite  Attenuation: 
linear  from  0  to  45  deci- 
bels. 

PRICE:  ^12.50 
For  complete  details,  address  the  General  Radio 
Company,  Cambridge,  Massachusetts. 
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ACTIONS    OF  THE 


FEDERAL    RADIO  COMMISSION 


JANUARY   15  TO  JANUARY  31  INCLUSIVE 


Applications  .  .  . 

JANUARY  17 

WEAK,  Williamsport,  Pa. — Voluntary  assignment  of  li- 
cense to  WEAK,  Inc. 

WHBC,  Canton,  O.— Modification  of  CP  granted  2-12- 
32   to  extend  dates  of   commencement  and  completion. 

WCAU,  Philadelphia — Modification  of  license  to  change 
name  to  WCAU  Broadcasting  Co.  on  license  for  main 
transmitter — name  changed  by  state ;  also  for  auxiliary 
transmitter. 

WJBO,  Baton  Eouge,  La. — Modification  of  CP  granted 
12-22-32  for  approval  of  exact  transmitter  location  at 
Heidelberg  Hotel  and  extension  of  commencement  and 
completion  dates. 

WDGY,  Minneapolis — CP  to  move  transmitter  to  dif- 
ferent floor  same  building. 

WMBD,  Peoria  Heights,  111. — Modification  of  license 
to  change  hours  from  shares  with  WTAD  to  unlimited 
hours  (facilities  WTAD,  Quincy,  111.)  ;  amended  to  de- 
crease D  power,  change  power  from  500  w.  night,  1  kw. 
to  LS  to  500  w.  day  and  night. 

KEEG,  Santa  Ana,  Cal. — Voluntary  assignment  of  CP 
granted  11-9-32  to  The  Voice  of  the  Orange  Empire, 
Inc.,  Ltd. 

NEW,  Buffalo,  N.  Y.— WBEN,  Inc.,  for  CP  for  new 
visual  broadcasting  station— 43000-46000,  48500-50300, 
60000-80000  kc.  20  w. 

W3XAU,  Newtown  Square,  Pa. — Changing  corporate 
name  to  WCAU  Broadcasting  Co.  ;  modification  of  li- 
cense for  a  relay  broadcasting  station. 

JANUARY  19 

NEW,  Danbury,  Conn. — Donald  E.  Bean  and  Wendell 

«9l^'"H,^°''         ^         ^^10  1"°        unlimited  time. 

WKAE,  East  Lansing,  Mich. — Modification  of  license 
for  change  in  specified  hours. 

WEUF,  Gainesville,  Fla. — Modification  of  license  to 
change  power  and  hours  from  5  kw.,  limited  time  to 
5  kw.  until  sunset  at  Denver,  1  kw.  after  sunset  at 
Denver,  unlimited  time. 

KSO,  Des  Moines — Determine  operating  power  by 
direct  measurement  of  antenna  power. 

WCFL,  Chicago — Modification  of  CP  granted  5-27-32 
to  extend  date  of  completion  to  9-1-33. 

Lincoln,  Neb.— Dietrich  Dirks  for  CP  to  use 
1210  kc,  100  w.  night,  250  w.  to  LS,  unlimited  time; 
requests  facilities  of  KFOE,  Lincoln,  Neb 

Monterey,  Cal.— W.  L.  Gleeson  for  CP  to  use 
1120  kc.  500  w.  night.  1  kw.  to  LS,  unlimited  time ; 
requests  facilities  of  KFSG  and  KEKD,  Los  Angeles. 

JANUARY  21 

.hZ^^l-  ^^"^  N.  Y.— Modification  of  license  to 

change  frequency  from  1100  kc.  to  810  kc.  and  change 
Lmf^lfi  hours,  some  hours  requested  experimentally; 
amended  to  request  unlimited  time 

r,;^^?^'  Detroit— Modification  of  license  -to  increase 
tJ.^^ln  ^  ^""^ul  '■  /„e<Ii^ests  change  of  power  from  50  w 
to  100  w.  night,  50  w.  to  LS. 

Application  returned:  KGFX,  Pierre,  S.  D.— CP  to 
change  equipment  to  change  modulation  system. 

JANUARY  24 

WMAL,  Washington,  D.  C— Consent  to  voluntary  as- 
Mgnment  of  license  and  CP  issued  10-21-32  for  nft 
auxiliary  transmitter  to  NBC 

-i<^5'^9'^/f-^'  York-Consent  to  voluntary  as- 

WENY    New'Yn^v!ip^"'='f  2°°^^''^^  Agency, 

nf  livil  '  t^e^,  York— Consent  to  voluntary  assignment 
°^KrV,  Loew  Booking  Agency, 

si^m?^;  Ark.-Consent  to   voluntary  as- 

^o-l?.    °J  ^'<=ense  to  Loyd  Judd  Co. 

11^9  sf  for  ?>,^„„^"?'  Cal.-License  to  cover  CP  issued 
vnirJ  r,,7^^^  equipment. 

KGHJ-,  Pueblo,  Col.— Consent  to  voluntary  assignment 
of  license  to  Curtis  P.  Eitchie  and  Geo.  J  1^^^^ 

JANUARY  27 

4fe°|our?rS'Dl^^l-;;nS-"°"    °^  to 

cZ^^efn  lSld'tour'f^-^°'^'^<=^"°"  °^ 

Cincinnati,  C— CP  for  changes  in  equipment 
2%  kw?Tr  ^""^  ^  to  500  w.! 

equipm^nt.""^'"'   ^ex.-License  on   CP   for  changes  in 

Tenn.— License  on  CP  for  changes 
t''^"«">itte'-  and  in  equipment.      °^ '=*'^°»^ 

WTTn  wnr  ^  3:30  p.m. 

p.eU?n°d'ia^-to'^5Ti^33'''^"°"  *°   ^^^^  — 

Cit^'^^l^^^'v  "t^™^=  NEW,  C.  E.  Wilkinson,  Mason 
5^.  -bI^-^^  for  new  station  on  1500  kc,  100  w. 
f^li^^*  Hours  (insufficient  information  on  proposed 
transmitter  location).  KFXJ,  Grand  Junction,  Col.- 
Jl^jf^  to  change  hours  from  specified 

hours  to  unlimited,  facilities  KGEW,  Ft.  Morgan,  Col 

Applications  for  renewal  of  license  returned  because 
P''°Pe'^    f°"n:     WSAZ,    Huntington,    W.    Va. ; 
^t2¥a    Scranton,    Pa.;   WOBU,    Charleston,   W.    Va.  ; 
WTAG,  Worcester,  Mass.,  and  WNOX,  Knoxville,  Tenn- 


JANUARY  31 

WEC,  Washington,  D.  C. — License  to  cover  CP  for 
change  in  auxiliary  transmitter  granted  11-9-32. 

WINS,  New  York — Modification  of  license  to  increase 
power  from  500  w.  to  1  kw. 

NEW,  Logan,  O.—J.  E.  Vancuren  for  CP  for  1310 
kc.  4  w.  D. 

WMAZ,  Macon,  Ga. — CP  to  make  changes  in  equip- 
ment. 

WDGY,  Minneapolis, — CP  for  new  transmitter  and 
changes  in  equipment. 

KGCU,  Mandan,  N.  D. — CP  to  make  changes  in  equip- 
ment and  increase  operating  power  from  250  to  500  w. 

KFOE,  Lincoln,  Neb.^ — Modification  of  CP  granted 
8-30-32  to  extend  date  of  commencement  and  completion 
to  2-29-33  and  5-29-33  respectively. 

KOA,  Denver — CP  to  make  changes  in  present  trans- 
mitter. 

KESC,  Seattle — Special  authorization  to  change  hours 
of  operation  from  D  to  unlimited,  experimentally. 

KFXJ,  Grand  Junction,  Col.- — Modification  of  license 
to  change  hours  from  specified  hours  to  unlimited  (fa- 
cilities KGEW,  Fort  Morgan,  Col.)  ;  resubmitted  without 
change.  Eequests  be  considered  under  (6(d)  for  facili- 
ties KGEW  and  6(g)  for  facilities  in  excess  of  KGEW. 

KJE,  Seattle,  Wash. — Voluntary  assignment  of  license 
to  Fishers  Blend  Station,  Inc. 


Decisions  . 


JANUARY  17 

WEOL,  Knoxville,  Tenn. — Granted  modification  of  CP 
extending  completion  date  to  Feb.  1. 

KXL,  Portland,  Ore. — Granted  license,  1420  kc,  100  w., 
emergency  purposes  only ;  also  granted  modification  of 
license  to  use  transmitter  as  main  instead  of  auxiliarj' 
transmitter. 

WHDH,  Boston — Granted  authority  to  determine  op- 
erating power  of  station  by  direct  antenna  measure- 
ment. 

KFJM,  Grand  Forks,  N.  D. — Granted  extension  of  Eule 
145  to  Feb.  28. 

WHDF,  Calimiet,  Mich. — Granted  authority  to  discon- 
tinue operation  from  Feb.  1  to  May  1. 

WGN-WLIB,  Chicago — Granted  renewal  of  license  for 
the  regular  period  for  auxiliary  transmitter. 

KIEV,  Los  Angeles — Equipment  test  period  extended 
for  period  of  ten  days  from  Feb.  14. 

JANUARY  20 

KPQ,  Wenatchee,  Wash. — Granted  license  covering 
changes  in  equipment  and  increase  in  power  from  50  to 
100  w.,  1500  kc,  unlimited  time. 

KWWG,  Brownsville,  Tex.,  and  WTAQ,  Eau  Claire, 
Wis. — Granted  authority  to  install  automatic  frequency 
control. 

WFAN,  Philadelphia — Granted  consent  to  voluntary 
assignment  of  license  to  Pennsylvania  Broadcasting  Co. 

WFBE,  Cincinnati — Granted  consent  to  voluntary  as- 
signment of  license  to  Eadio  Station  WFBE,  Inc.  (Geo. 
M.  Schott,  president). 

WOBU,  Charleston,  W.  Va.,  and  WSAZ,  Huntington, 
W.  Va.— Granted  request  to  continue  hearing  30  days 
from  Jan.  23,  in  re  application  for  modification  of  li- 
cense of  WIBW. 

City  of  Shreveport,  La. — Granted  request  to  take 
depositions  in  re  application  for  renewal  of  license  of 
KWKH. 

W8XF,  Pontiac,  Mich. — Granted  modification  of  ex- 
perimental visual  CP  extending  completion  date  to 
July  25. 


Washington  Visitors* 

Newton  D.  Baker  and  Joseph  C.  Hostetler, 
Cleveland 

Joseph  A.  Chambers,  WLW-WSAI,  Cin- 
cinnati 

William  Burke  Miller,  NBC,  New  York 

Herbert  C.  Glover,  CBS,  New  York 

Don  Searle,  Omaha,  Neb. 

Gardner  Cowles,  Jr.,  KSO,  Des  Moines 

Stanley  F.  Northcutt  and  Ealph  H.  Car- 
penter, WBCM,  Bay  City,  Mich. 

A.  V.  Tidmore,  WJEJ,  Hagerstown,  Md. 

Jas.  A.  Stenger,  Jr.,  WBAX,  Wilkes  Barre, 
Pa. 

Frank  Megargee,  WGBI,  Scranton,  Pa. 
Jack   Light   and   J.   L.   Grether,  WTAE, 

Norfolk.  Va. 
Father    Charles    T.    Cochran,    WEW,  St. 

Louis 

William  C.  Ballard.  WESG,  Elmira,  N.  Y. 
S.    C.    Vinsonhaler,    KLEA,    Little  Eock, 
Ark. 

Walter  C.  Bridges,  WEBC,  Duluth-Superior 
W.  C.  Eoux,  NBC,  New  York 

*A  register  of  visitors  at  the  offices  of  the 
Federal  Radio  Commission,  the  National 
Association  of  Broadcasters  and  Beoad- 
CASTINC,  Jan.  15  to  Jan.  30. 


W8XL,  Cuyahoga  Heights  Village,  O. — Granted  modifi- 
cation of  experimental  visual  CP,  extending  completion 
date  to  Aug.  25. 

W8XF,  Pontiac,  Mich. — Granted  modification  of  ex- 
perimental visual  CP  extending  completion  date  to 
Aug.  25. 

NEW,  EGA  Victor  Co.,  Portable  and  mobile,  initial 
location  near  Camden,  N.  J. — Granted  experimental 
visual  broadcasting  license  to  use  transmitter  licensed 
to  visual  broadcasting,  station  W3XAD ;  frequencies, 
43000-46000,  48500-50300,  60000-80000  kc. ;  50  w. 

WOWO,  Ft.  Wayne,  Ind. — Granted  special  authority 
to  operate  simultaneously  during  D  with  WWVA,  until 
Aug.  1,  pending  Commission's  action  on  application  for 
renewal  and  modification  of  license. 

WWVA,  Wheeling,  W.  Va. — Granted  as  above,  except 
to  operate  simultaneously  with  WOWO. 

KSOO,  Sioux  Falls,  S.  Dak. — Granted  special  authority 
to  continue  operating  daily  to  6 :30  p.m.,  CST,  and  Sun- 
day nights  beginning  at  9 :30  CST,  with  reduction  of 
power  to  1  kw. ;  authority  granted  to  Aug.  1,  pending 
Commission's  action  on  renewal  of  license. 

Granted  temporary  licenses  subject  to  such  action  as 
the  Commission  may  take  on  pending  applications  for 
renewal  :  WHAS,  Louisville,  Ky. ;  WOEK.  York,  Pa. ; 
WOWO,  Ft.  Wayne,  Ind. ;  WEAX,  Philadelphia  ;  WEUF, 
Gainesville,  Fla. ;  WWL,  New  Orleans  ;  WWVA.  Wheel- 
ing, W.  Va.  ;  KSOO,  Sioux  Falls.  S.  D. ;  KWKH,  Shreve- 
port, La.;  and  KYW-KFKX,  Chicago. 

KFAB,  Lincoln,  Neb. — Granted  temporary  renewal  of 
license  subject  to  satisfactory  reduction  of  fourth  har- 
monic. 

Applications  dismissed :  WENY,  New  York — Modifi- 
cation of  license  1010  kc.  250  w. ;  NEW,  Cent.  Broad- 
casting Co..  Davenport.  la. — CP  600  kc.  250  w.  500  w. 
LS,  unlimited  time;  NEW,  Eadio  Station  WBHS,  Inc. 
HuntsviUe,  Ala. — CP  1200  kc.  100  w.,  shares  with  WFBC. 
uses  6/7  time. 

Set  for  hearing:  WHFC,  Cicero,  111. — CP  to  install 
new  transmitter,  change  frequency  from  1420  to  1310 
kc. ;  WCLS,  Joliet,  111. — CP  to  make  changes  in  equip- 
ment and  to  change  frequency  from  1310  to  1420  kc. ; 
WEHS  and  WKBI.  Cicero.  lU. — Modification  of  license 
to  change  frequency  from  1420  to  1310  kc ;  NEW, 
Copper  Electric  Co..  Inc..  Lowell,  Ariz. — CP  to  use 
1200  kc,  100  w.,  D  ;  WBMS,  Hackensack,  N.  J. — Con- 
sent to  involuntary  assignment  of  license  to  New  Jersey 
Broadcasting  Corp. 

WHOM,  Hackensack,  N.  J. — Denied  request  to  tempo- 
rarily use  time  heretofore  used  by  WBMS. 

KELW,   Burbank,   Cal.    (Ex.  Eep.  413) — Granted  re- 
newal of  license  to  operate  on  780  kc.  500  w.,  1/3  time, 
and  denied  modification  of  license  requesting  authority 
to   operate   unlimited   time,    reversing   Chief  Examiner^* 
Yost.     ( Commissioner  Sykes  not  participating ;  Commis^^ 
sioner  Starbuck  dissented. ) 

KTM.  Los  Angeles — Granted  renewal  of  license  to 
operate  on  780  kc.  1  kw.  D.  500  w.  night,  using  2/3 
time,  sharing  with  KELW ;  denied  modification  of  li- 
cense to  operate  unlimited  time,  reversing  Chief  Ex- 
aminer Yost.     (Commissioner  Sykes  not  participating.) 

NEW,  Allen  Wright  Marshall,  Sr..  Allen  Wright  Mar- 
shall, Jr.  and  Guy  Aaron  Malcolm.  La  Grange,  Ga.  (Ex. 
Eep.  452) — Granted  CP  to  operate  on  1500  kc.  100  w., 
specified  hours,  reversing  Chief  Examiner  Yost.  (Com- 
missioner Starbuck  dissenting.) 

WEDW,  Augusta.  Ga. — Granted  renewal  of  license  to 
operate  on  1500  kc.  100  w.,  unlimited  time,  sustaining 
Examiner  Yost. 

JANUARY  24 

WEAO,  Columbus,  O. — Granted  modification  of  license 
to  increase  power  from  750  w.  to  1  kw. 

KFNF,  Shenandoah,  la. — Granted  continuation  of  spe- 
cial authority  to  use  time  assigned  to  but  not  used  by 
KUSD  and  WILL  from  Feb.  1  to  March  1. 

WNAD,  Norman,  Okla. — Granted  special  authority  to 
operate  from  8:30  to  10:30  p.m.,  CST,  Feb.  24. 

KFMX,  Northfield.  Minn.— Granted  authority  to  re- 
main silent  for  period  of  30  days,  provided  no  changes 
are  made  in  equipment  which  would  require  a  CP. 

WJBY,  Gadsden,  Ala. — Granted  authority  to  remain 
silent  until  Jan.  30,  and  station  cannot  resume  opera- 
tion except  with  transmitter  located  as  specified  in  li- 
cense and  approved  monitor  installed. 

NEW,  Attorney  for  Herman  Eadner,  Lansing,  Mich. 
— Granted  authority  to  take  depositions  in  re  his  appli- 
cation for  a  CP,  hearing  on  which  is  set  for  Feb.  10. 

NEW,  International  Broadcasting  Corp.,  Shreveport. 
La.— Granted  authority  to  take  depositions  in  re  appli- 
cation for  CP,  hearing  on  which  is  set  for  Feb.  24. 

W3XAU,  Newtown  Square,  Pa.— Granted  modification 
of  license  to  change  corporate  name  to  WCAU  Broad- 
casting Co. 

WJZ,  New  York — Granted  special  experimental  author- 
ity to  increase  power  from  30  kw.  to  50  kw.,  from  Feb. 
1  to  Aug.  1. 

KXA,  Seattle,  Wash. — Granted  special  experimental 
authority  to  operate  simultaneously  with  WJZ  from  LS 
to  10  p.m.,  PST,  using  250  w.  from  Feb.  1  to  Aug.  1. 

Set  for  hearing :  WMAL.  Washington,  D.  C. — Appli- 
cation for  voluntary  assignment  of  CP  and  license  to 
NBC  set  for  hearing  Feb.  16;  WJSV,  Alexandria.  Va. — 
Application  for  license  to  operate  on  1460  kc.  10  kw., 
set  for  hearing  Feb.  16  before  the  whole  Commission ; 
WCGU,  Brooklyn,  N.  Y. — Modification  of  license  to 
change  hours  of  operation  from  sharing  with  WFOX, 
WLTH  and  WBBC  to  sharing  with  WBBC  only. 

WBAL,  Baltimore,  Md. — Granted  authority  to  operate 
a  portable  250  w.  transmitter  in  metropolitan  area  of 
(Continued  on  page  33) 
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I  Communications,  Power  Commission 
Urged  Under  Roosevelt  Sponsorship 

Hearings  and  Favorable  Action  Seen  at  Extra  Session; 
Rayburn's  Measure  Similar  to  Couzens'  Bill 


ABOLITION  of  the  Radio  Com- 
;  mission  and  absorption  of  its  func- 
tions by  a  Federal  commission 
which  would  control  all  communi- 
I  cations,  and  probably  power  lines, 
is  favored  by  the  incoming  Roose- 
velt administration  and  may  be 
rushed  through  the  forthcoming 
special  session  of  Congress,  ac- 
cording to  Democratic  leaders. 

Immediately  following  the  an- 
nouncement by  the  President-elect 
at  Warm  Springs  on  Jan.  26,  that 
{  he  was  considering  such  a  unifica- 
tion plan  as  a  part  of  his  general 
program  of  government  reorgani- 
zation. Rep.  Rayburn,  (D.)  of  Tex., 
introduced  a  bill  for  the  creation 
of  such  a  commission  to  control 
all  radio,  telegraph,  telephone  and 
other  methods  of  communication. 
This  Commission  would  have  five 
members,  to  be  selected  by  the 
new  chief  executive,  since  both  the 
Radio  and  Power  Commissions 
would  be  dissolved. 

Under  Economy  Head 

AFTER  introducing  the  measure, 
Rep.  Rayburn  withdrew  it  for  re- 
writing.    It    therefore    does  not 
have  a  number.    Mr.  Rayburn  ex- 
plained to  Broadcasting  that  he 
had    discussed   this    matter  with 
the  President-elect  last  December 
i   and   that   he   was   committed  to 
I   introduction  of  the  bill.    He  de- 
j   clared  that  hearings  would  be  held 
I   early  in  the  special  session,  after 
[   which  the  measure  would  be  re- 
drafted.   Then,  he  indicated,  every 
elfort  would  be  made  to  have  it 
enacted  as  a  general  economy  mea- 
sure in  Federal  regulation. 

In  its  present  form,  the  measure 
simply  carries  the  enabling  acts  of 
the  two  commissions  and  provides 
also  that  the  authority  of  the  Inter- 
state Commerce  Commission  over 
telephone,  telegraph  and  cables  be 
transferred  to  the  new  agency.  In 
that  sense  the  bill  follows  the 
Couzens  Bill  (S.  6)  introduced 
three  years  ago  in  the  Senate,  and 
on  which  comprehensive  hearings 
were  held.  During  this  session, 
however,  the  bill  was  pigeonholed. 

Mr.  Rayburn  was  not  prepared 
to  state  whether  the  present  zone 
system  in  radio  would  be  abolished 
or  whether  the  terms  of  the  Radio 
Act  of  1927  would  be  amended.  He 
said  all  these  questions,  and  re- 
lated issues  having  to  do  with  the 
regulation  of  other  modes  of  com- 
munication and  power,  would  be 
thoroughly  investigated  at  the 
forthcoming  hearings. 

Committee  Not  Selected 

WHETHER  the  measure  will  be 
referred  to  the  House  Committee 
on  Interstate  and  Foreign  Com- 
merce, of  which  Mr.  Rayburn  is 
chairman,  or  to  the  House  Com- 
mittee on  Merchant  Marine,  Radio 
and  Fisheries,  has  not  been  deter- 
mined, and  must  be  decided  by  the 
parliamentarian  of  the  House.  The 
former  committee  has  control  of 
power,  telephones  and  telegraph, 
and  the  latter  of  radio.  It  was 
anticipated  that  the  hearings  would 


be  scheduled  late  next  April  or 
early  in  May. 

President-elect  Roosevelt's  an- 
nouncement at  Warm  Springs  was 
made  after  discussions  with 
Swagar  Sherley,  former  chairman 
of  the  House  Appropriations  Com- 
mittee, and  a  confidant  of  the 
President-elect  on  administrative 
reorganization.  Mr.  Sherley,  a 
practicing  attorney  in  Washing- 
ton, has  handled  many  cases  be- 
fore the  Radio  Commission  and  is 
a  recognized  authority  on  radio 
law.  Walker  D.  Hines,  former  di- 
rector general  of  railoads,  men- 
tioned prominently  for  the  post  of 
director  of  the  budget,  v/hich  post 
Mr.  Sherley  is  understood  to  have 
declined,  also  conferred  with  Mr. 
Roosevelt  on  the  same  matter. 

Personnel  Undecided 

AT  WARM  SPRINGS  it  was  said 
that  the  President-elect  had  not 
yet  decided  whether  he  favored 
making  the  new  communications 
organization  a  separate  commis- 
sion or  a  one-man  agency  under 
the  jurisdiction  of  the  head  of 
some  department.  There  also  was 
thought  of  making  the  head  a 
cabinet  officer.  Aside  from  the 
genei'al  regulatory  functions  of  the 
communications  and  power  agen- 
cies, the  plan  is  understood  to  em- 
brace authority  over  rates.  The 
agency,  under  the  plan,  would 
have  three  functions:  executive, 
judicial,  and  a  measure  of  legisla- 
tive authority.  Should  that  be  the 
case,  it  is  more  likely  that  the 
organization  would  be  set  up  as 
an  independent  commission,  rather 
than  under  one  of  the  existing 
departments. 


Commission  Actions 

(Continued  from  page  32) 
Baltimore  for   purpose   of   determining  a 
new  site  for  transmitter. 

Examiners'  Reports  .  .  . 

KYW,  Chicago,  and  other  stations  in- 
volved in  Ex  Rep.  No.  426 — Oral  argu- 
ment in  "1020  kc.  case"  heretofore  sched- 
uled for  Feb.  1  to  be  held  on  March  1 
instead,  because  of  petition  of  all  stations 
involved. 

WCGU,  Brooklyn — Chief  Examiner  Yost 
recommended  (Report  445;  Docket  1831") 
that  application  for  renewal  of  license  on 
1400  kc.  with  500  w.,  sharing  time  with 
WFOX,  WBBC  and  WLTH,  be  granted. 

WKRC,  Cincinnati — C  h  i  e  f  Examiner 
Yost  recommended  ( Report  446 ;  Docket 
1530)  that  renewal  of  license  be  granted 
unconditionally  and  that  applicant  be 
authorized  to  install  directional  antenna 
provided  it  shall  radiate  signals  in  the 
direction  of  St.  Louis  and  Buffalo,  N.  Y. 

NEW,  W.  H.  Allen  &  Co.,  Alexandria, 
La.  and  KWEA,  Shreveport — Examiner 
Hyde  recommended  ( Report  447 ;  Dockets 
1274,  1295  and  1472)  that  application  for 
new  station  at  Alexandria  on  1210  kc, 
100  w.,  D,  be  denied  and  that  applications 
of  KWEA,  for  renewal  of  license  and  for 
CP  to  move  to  Baton  Rouge  be  denied. 

WLAP,  Louisville,  and  WFIW,  Hop- 
kinsville,  Ky.— Chief  Examiner  Yost  rec- 
ommended ((Report  448;  Dockets  1725, 
1767  and  1814)  that  application  for  new 
CP  to  operate  on  940  kc,  1  kw.,  unlimited 
time  be  denied  and  that  applications  of 
WFIW  for  renewal  of  license  and  for  CP 
to  move  to  Louisville  be  granted. 

KFTI,  Twin  Falls,  Idaho,  and  KGKX, 
Sandpoint,  Idaho — Examiner  Pratt  recom- 
mended (Report  449 ;  Dockets  1795  and 
1823)  that  application  of  KFTI  for  modi- 
fication of  license  to  increase  D  power 
from  500  w.  to  1  kw.  be  granted  and  that 
KGKX's  application  for  renewal  of  license 
be  denied. 


TEN  BEST  SONGS  j 

Poll  of  Radio  Artists  Selects  I 
 Decade's  Popular  Works  ' 

THE  TEN  greatest  popular  songs 
of  the  last  decade  have  been  se- 
lected by  vote  of  370  radio  artists, 
musicians  and  music-writers  in  a 
poll  conducted  by  Martin  Porter, 
the  "Aircaster"  of  the  New  York 
Evening  Journal.  Covering  the 
life  of  broadcasting  in  the  enter- 
tainment field,  the  favorite  selec- 
tions, together  with  their  compos- 
ers and  years  of  publication,  were 
announced  as  follows: 

"Or  Man  River" — Jerome  Kern, 
1927. 

"Man  I  Love"- — -George  Gersh- 
win, 1928. 

"My  Blue  Heaven"— Walter  Don- 
aldson, 1927. 

"Goodnight  Sweetheart" — Noble 
Ray,  1931. 

"When  Day  Is  Done" — Katscher, 
1924. 

"Stardust" — Hoagy  Carmichael, 
1929. 

"I'll  See  You  in  My  Dreams"— 
Isham  Jones,  1924. 

"Tea  for  Two" — Vincent  You- 
mans,  1924. 

"Lover,  Come  Back  to  Me" — Sig- 
mund  Romberg,  1928. 

"Russian  Lullaby" — Irving  Ber- 
lin, 1927. 

Other  numbers  that  were  run- 
ners-up  are:  "What  Is  This  Thing 
Called  Love?",  "Chloe",  "My 
Heart  Stood  Still",  "Who?",  "All 
Alone",  "Crazy  Rhythm"  and  "Me 
and  My  Shadow". 


Contest  Opens  Markets 

NEW  SALES  territory  was  en- 
tered by  J.  A.  Folger  &  Co.,  San 
Francisco,  (Folger's  Coffee)  by 
means  of  a  word-building  contest 
conducted  on  its  Judy  and  Jane 
program  over  NBC  Mondays 
through  Fridays,  2  p.m.,  CST. 
Some  12,500  replies  were  received 
in  the  contest,  started  after  the 
Folger  Company  branched  into 
midwestern  and  southern  markets 
with  headquarters  at  Kansas  City. 
Two  thousand  of  the  letters  con- 
tained money  to  pay  for  a  can  of 
coffee,  the  writer  explaining  that 
Folger's  brand  was  not  available 
in  his  vicinity.  As  a  result  the 
sponsor  was  able  to  establish  new 
distributing  points. 


WINS  Broadcasts  Hints 
On  Improving  Reception 

A  SERVICE  of  aid  to  listeners 
with  the  aim  of  improving  recep- 
tion has  been  inaugurated  by 
WINS,  New  York.  It  is  non-tech- 
nical and  non-commercial  and  con- 
sists of  40  to  50  word  announce- 
ments read  over  the  air  several 
times  each  day.  Topics  discussed 
are:  (1)  the  need  for  replacing 
defective  tubes;  (2)  repair  of  aeri- 
als before  snowfalls  wreck  them; 
and  (3)  improvement  of  indoor 
aerials. 


"BROADCASTLE"  is  the  name 
chosen  from  thousands  suggested 
by  radio  fans  for  Ray  Perkins' 
newly  completed  country  home  in 
Scarsdale,  N.  Y.  Other  suggested 
names  were  "Ohm-Sweet-Ohm," 
"Nutshell,"  "Jestaire,"  "Home-in- 
stead" and  "Perkinsease." 


Industrial  Market 
Data  Accumulated 

Commerce  Department  Gives 
Study  of  Uncharted  Field 

A  VALUABLE  guide  to  manufac- 
turers in  locating  markets  accu- 
rately and  economically  is  "Manu- 
facturing Market  Statistics",  pre- 
pared by  the  Domestic  Regional 
Division  of  the  Bureau  of  Foreign 
and  Domestic  Commerce,  Depart- 
ment of  Commerce,  with  the  co- 
operation of  the  Bureau  of  the 
Census.  Copies  (1070  pages,  paper 
bound)  are  obtainable  at  $1  each 
from  the  Superintendent  of  Docu- 
ments, Washington,  D.  C. 

One  of  the  features  of  the  study 
is  a  plant-location  section  showing 
for  the  first  time  on  the  basis  of 
the  1929  census  of  manufacturers 
the  location  by  state  and  county 
of  more  than  200,000  manufactur- 
ing plants,  representing  a  market 
of  $36,000,000  worth  of  material. 
These  are  classed  in  326  primary 
industry  groups. 

This  work  was  undertaken  at 
the  request  of  a  number  of  in- 
dustrial groups  and  on  account  of 
the  lack  of  previous  research  in 
the  industrial  marketing  field.  It 
was  supervised  by  a  national  com- 
mittee of  executives  in  the  adver- 
tising and  manufacturing  fields. 

"Manufacturing  Market  Statis- 
tics" presents  in  compact,  readily 
usable  form  the  census  of  manu- 
factures data  for  all  industries 
showing  such  market  indicators  as 
number  of  plants,  workers,  wages 
and  salaries,  horsepower  of  equip- 
ment, material  cost  and  value  of 
output,  by  states,  cities  of  10,000 
population  and  over,  and  major  in- 
dustrial areas. 

Added  to  this  are  state  totals 
of  plants,  workers,  wages,  mate- 
rials and  products  for  each  of  the 
326  leading  industrial  groups,  to- 
gether with  the  geographical  dis- 
tribution on  a  county  basis  of  the 
plants  in  each  industry. 

A  number  of  maps  illustrative 
of  methods  of  studying  the  indus- 
trial market  are  offered  to  assist 
the  marketing  and  advertising  ex- 
ecutive in  applying  the  material  to 
his  own  particular  needs. 


Familiar  Whistle  Used 
In  Bakery  Co.  Program 

A  MERCHANDISING  trade  mark 
is  being  used  on  the  air  success- 
fully by  the  Dotty  Lee  Bakeries 
Co.,  Chicago,  in  a  series  of  daily 
quarter-hour  programs  over 
WAAF,  Chicago. 

The  trade  mark  is  a  peculiar 
whistling  sound  used  by  driver- 
salesmen  in  house-to-house  sales 
of  bakery  goods.  The  programs 
are  opened  and  closed  with  the 
whistle  and  brief  announcements 
explaining  to  housewives  that  the 
whistle  heard  in  the  neighborhood 
signifies  that  one  of  the  company's 
trucks  is  nearby. 

"Heinie,  the  Baker",  dialect  co- 
median, and  "Dotty  Lee",  in  brief 
talks  on  specials  offered  each  day 
by  the  sponsor,  make  up  the  pro- 
grams. The  series  is  scheduled 
for  26  weeks,  and  account  is  han- 
dled by  Thomas  M.  Beyers,  Chi- 
cago. 
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The  Other  Fellow's  Viewpoint . . . 


Where's  the  Fire? 


Educator  Protests 

To  the  Editor  of  Broadcasting: 

Your  January  15th  issue  has 
just  been  received.  I  note  that 
you  are  adding  fuel  to  the  flames 
in  an  attempt  to  create  still  fur- 
ther animosities  between  the  com- 
mercial broadcasters  on  the  one 
side  and  the  educational  interests 
on  the  other  in  the  article  which 
appears  on  Page  14  of  that  issue. 

So  far  as  an  educational  station 
selling  time  is  concerned,  do  you 
realize  that  there  is  a  difference 
between  taking  a  limited  amount 
of  high-grade  advertising  to  help 
pay  expenses,  and  devoting  the 
entire  broadcasting  day  to  one 
continual  round  of  sales  talk  in- 
terspersed with  cheap  music  and 
vaudeville  whose  sole  purpose  is 
that  of  holding  the  attention  of 
the  audience?  I  am  sure  you 
would  not  condemn  the  Institute 
of  Radio  Engineers  for  accepting 
a  small  amount  of  advertising  to 
help  pay  the  cost  of  publishing 
its  Proceedings,  nor  would  you 
condemn  the  London  Philosophi- 
cal Magazine  for  its  3  or  4  pages 
of  book  advertisements  which  like- 
wise help  to  pay  the  printer. 

Seemingly,  you  are  not  aware 
that  many  large  enterprises,  in- 
cluding thousands  of  banks  over 
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the  country,  have  been  compelled 
to  cease  operations  altogether,  and 
that  colleges  and  universities  are 
having  a  hard  struggle  to  pay 
their  salaries  and  to  maintain 
their  ordinary  activities.  When 
faculty  salaries  are  being  drasti- 
cally cut  and  the  size  of  the  teach- 
ing staff  is  also  being  reduced, 
why  should  you  censor  a  college 
for  leasing  a  part  of  its  broad- 
casting facilities  in  order  to  ob- 
tain additional  revenue  during  a 
time  of  serious  depression  ? 

So  far  as  the  amount  of  time 
devoted  to  educational  programs 
by  commercial  stations  as  com- 
pared with  those  in  institutions  of 
higher  learning  is  concerned,  I 
would  be  glad  to  make  a  careful 
study  of  that  situation  and  fur- 
nish you  the  actual  facts,  provided 
you  pay  me  sufficiently  for  an  ar- 
ticle on  the  subject  to  cover  the 
cost  of  postage  and  clerical  assis- 
tance. We  will  first  ask  the  U.  S. 
Commissioner  of  Education  to  de- 
fine "educational  broadcasting." 
Next,  I  will  permit  you  to  choose 
from  the  best  commercial  stations 
in  the  country  one  for  each  of  the 
educational  stations  which  do  not 
sell  time,  a  total  of  26  in  each 
class.  The  program  offerings  for 
a  given  month  will  then  be  an- 
alyzed and  classified  on  the  basis 
of  the  definitions  prescribed  by 
the  Commissioner  of  Education. 
Such  a  study,  I  think,  would  go  a 
long  ways  toward  answering  your 
criticism  regarding  the  relative 
amount  of  educational  material 
provided  by  each  group.  For  ex- 
ample, our  present  listing  is  as 
follows :  Commercial  programs, 
none;  sustaining  programs,  educa- 
tional, 36  per  cent;  entertainment, 
24  per  cent;  religious,  30  per  cent; 
agricultural,  4  per  cent;  and  civic, 
6  per  cent. 

But  after  all,  why  continue  this 


CLASSIFIED 

ADVERTISEMENTS 

Classified  advertisements  in 
Broadcasting  cost  7c  per  word  for 
each  insertion.  Cash  must  accom- 
pany order. 

Forms  close  28th  and  13th  of 
month  preceding  issue. 


Orchestra  Available 

Staff  Orchestra  Available — Eight  versa- 
tile men  capable  of  forming  combinations 
from  rhythm  band  to  string  quartet,  trio, 
soloists,  etc.  Two  excellent  voices.  Best 
of  references.  Members  A.  F.  of  M. 
Myron  Johnson,  1309  E.  Armour,  Kansas 
City,  Mo. 


 Situations  Wanted  

Young  man,  thoroughly  experienced  as 
announcer,  continuity  writer,  operator, 
and  studio  director,  desires  connection 
where  he  may  advance  by  good  work. 
Best  references.  Address  Box  75,  Broad- 
casting. 


 Help  Wanted  

Commercial  manager  with  all  around 
radio  experience  for  work  on  new  station 
in  virgin  territory.  Write  in  detail  to 
Box  71.  Broadcasting.  

Salesmen  (three)  experienced  in  radio 
work  for  position  on  new  station.  Write 
in  detail  to  Box  72,  Broadcasting. 

 Wanted  to  Buy  

Quotations  desired  on  Western  Electric 
8-B  or  8-C  Amplifier  in  good  condition, 
also  two  Western  Electric  100-A  low  voltage 
Electrolytic  Condensers.  WIS,  Columbia, 
South  Carolina. 


TO  ANSWER  the  automatic 
question  that  arises  in  every- 
one's mind  when  he  hears 
the  siren  of  speeding  fire 
trucks,  WLBF,  Kansas  City, 
Kan.,  has  inaugurated  a  pol- 
icy of  reporting  the  location 
of  every  fire  within  a  few 
seconds  after  the  alarm  is 
received.  The  idea  occurred 
to  Herb  Hollister,  manager 
of  WLBF,  and  was  indorsed 
by  Olander  Lynd,  Kansas 
City  fire  chief.  A  private 
telephone  line  was  forthwith 
installed  to  link  the  fire  head- 
quarters and  WLBF  studios. 


controversy  at  a  time  when  all 
broadcasters  are  faced  with  com- 
mon problems  which  need  their 
united  efforts  in  the  solution?  In 
a  country  where  religious  denomi- 
nations of  all  kinds  are  permitted 
to  serve  their  followers  without 
interference  from  the  government, 
where  schools  and  colleges,  state 
supported  as  well  as  under  private 
direction,  are  working  in  harmony 
side  by  side,  where  the  greatest 
freedom  has  been  given  to  com- 
mercial organizations  to  work  out 
their  own  problems,  where  the 
mails  carry  magazines  of  every 
description  from  the  vilest  wild- 
west  story  to  the  most  high-class 
scientific  and  religious  journals, 
why  should  not  broadcasters  "bury 
the  hatchet,"  recognize  the  fact 
that  there  is  a  field  for  the  re- 
ligious and  purely  educational  sta- 
tions as  well  as  for  the  commer- 
cials, and  cooperate  in  the  general 
interests  of  all  concerned? 

J.  C.  Jenson, 
Director,  WCAJ, 
Nebraska  Wesleyan 
University, 
Jan.  20,  1933.         Lincoln,  Neb. 

Editor's  Note — To  Mr.  Jensen,  once 
mentioned  as  Republican  candidate  for  the 
fourth  zone  radio  commissionership,  we 
reiterate:  Our  purpose  in  compiling  the 
list  of  educational  and  religious  radio  sta- 
tions that  sell  or  lease  time  for  commer- 
cial purposes  was  simply  to  refute  the 
sanctimonious  attitude  of  certain  educa- 
tors toward  commercial  broadcasting — ^to 
show  that  a  large  proportion  of  so-called 
educational  stations  have  the  same  basis 
of  operation  as  privately  operated  stations 
— and  to  prove  therefore  that  the  bitter 
campaign  against  the  American  Plan  of 
Radio  by  those  professing  to  represent  all 
education  is  founded  on  shifting  sands. 
As  for  the  survey  he  proposes,  that  is 
entirely  unnecessary :  the  Radio  Commis- 
sion's report  on  the  Dill-Couzens  resolu- 
tion last  spring  shows  conclusively  that 
privately  owned  stations  provide  as  great 
if  not  a  greater  proportion  of  educational 
matter,  largely  in  cooperation  with  well 
satisfied  colleges  and  universities,  as  edu- 
cationally owned  stations.  More  than  that, 
they  insure  audience ! 


Educator  Comments 

To  the  Editor  of  BROADCASTING: 

I  was  very  much  interested  in 
reading  last  evening  the  unsigned 
article  on  page  14  of  BROADCAST- 
ING, entitled  "Education,  Church 
Stations  Decline"  and  the  editorial 
on  page  16,  "The  Fittest  Survive", 
partly  because  I  was  glad  to  get 
the  information  contained  in  them 
and  partly  also  because  I  thought 
you  would  be  genuinely  interested 
in  knowing  that  there  is  one  edu- 
cational station  which  is  not  only 
not  declining  but  is  making  tre- 
mendous use  of  its  facilities.  Of 
course,  I  am  speaking  of  Station 


WJTL,  the  Radio  Division  of  Ogle- 
thorpe University. 

The  thing  that  I  think  will  espe- 
cially interest  you  in  this  matter 
is  that  this  station  is  operating  in 
an  entirely  different  manner  and 
on  an  entirely  different  basis  from 
any  of  which  I  know  in  the  United 
States.  We  do  not  simply  present 
a  number  of  short,  attractive  edu- 
cational features  such  as  many 
stations  do,  usually  lasting  15  or 
20  minutes  each  but  we  are  broad- 
casting our  regular  college  courses 
directly  from  the  lecture  rooms  of 
our  professors  and  by  combining 
these  lectures  with  correspondence 
courses  we  are  offering  regular 
college  credit,  leading  to  standard 
college  degrees. 

We  have  made  some  interesting 
discoveries  in  this  new  field  of  edu- 
cational adventure,  one  of  them, 
for  example,  being  that  the  At- 
lanta public  takes  with  real  eager- 
ness the  broadcasting  of  the  lan- 
guages and  of  religious  and  socio- 
logical lectures.  We  have  found 
that  hundreds  listen  in  to  our 
classes  in  Spanish  and  French  and 
German  and  to  such  lectures  as 
the  History  and  Interpretation  of 
the  Bible,  Sociology,  History  and 
Appreciation  of  Music  and  many 
others.  In  fact  we  think  that  per- 
haps one  of  the  greatest  services 
being  rendered  or  that  has  ever 
been  rendered  to  the  city  of  At- 
lanta is  being  performed  as  a  per- 
fectly free  gift  to  the  city  by  Sta- 
tion WJTL.  Our  young  Abraham 
Lincolns  of  Georgia  have  only  to 
purchase  a  receiving  set  in  order 
to  get  a  college  education  free  if 
they  have  the  will  to  learn. 

I  am  writing  you  this  in  detail 
because  it  seems  to  me  that  with 
your  accustomed  fair-mindedness 
you  would  be  willing  to  publish  it 
or  its  contents  in  Broadcasting 
where  it  may  be  of  general  service 
to  the  broadcasting  fraternity. 
Thornwell  Jacobs,  President, 
Oglethorpe  University, 
Jan.  17,  1983.  Atlanta,  Ga. 


Canadian  Plans 

To  the  Editor  of  Broadcasting: 

With  reference  to  your  letter  of 
Jan.  3,  I  may  say  that  our  broad- 
casting plans  are  more  or  less  in 
the  embryonic  stage.  Our  first 
effort  was  the  Empire  Christmas 
broadcast  embracing  all  the  coun- 
tries of  the  British  Empire  in 
which  we  took  charge  of  the  Ca- 
nadian end  and  was,  without  ex- 
aggeration, a  stupendous  success. 
We  also  sponsored  a  programme 
on  Christmas  Eve  for  French  Can- 
ada, and  gave,  during  Christmas 
week,  several  interesting  pro- 
grammes by  short  wave  from 
Daventry  station,  which  is  under 
the  auspices  of  the  British  Broad- 
casting Corporation.  We  are  now 
working  on  plans  for  a  series  of 
Canadian  broadcasts  by  Canadian 
orchestras  and  soloists. 

The  Canadian  Commission  is 
privileged  to  employ  the  services 
of  a  very  noted  expert  in  the  per- 
son of  Mr.  E.  A.  Weir,  who,  until 
lately,  has  been  in  charge  of  trans- 
continental broadcasts  for  the  Ca- 
nadian National  Railways. 

In  a  few  months'  time  we  hope 
to  be  broadcasting  under  our  own 
auspices  on  a  very  considerable 
scale. 

Hector  Charlesworth,  Chairman, 
Canadian  Radio  Broadcasting 
Commission,  Ottawa. 
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ave  your  sales 
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59  out  of  a  hundred 
Cincinnati  Druggists  said  Yes 


Recently  an  investigation  was  conducted  for  a  popular  headache  remedy 
— advertised  over  WKRC — and  sold  through  retail  druggists  in  Cincinnati. 
58.9%  of  these  retailers  had  noticed  an  increase  in  sales.    53.5%  said  it  was 


their  leader. 


For  many  years  WKRC  has  been  increasing  sales  and  creating  new  indus- 
trial leaders.  This  is  made  possible  because  of  the  popularity  of  the  station. 
Listeners  tune  in  WKRC  as  it  is  the  only  local  outlet  for  the  Columbia  Broad- 
casting System — operates  on  a  full  19-hour  schedule — occupies  a  preferred  po- 
sition on  the  dial  (550  Kilocycles) — is  equipped  with  the  latest  Western  Electric 
Transmitter  and  turntables — uses  1000  watts  power. 


Increase  your  distribution.  Stimulate  your  sales.  Create  dealer  good  will. 
Spot  a  program  on  WKRC.    "Cash  in"  on  the  Station's  popularity. 


WKRC 


CINCINNATI,  OHIO  ■  1000  Watts  ^ 

K  I 

New  York  and  Chlcajo  Sales  Representatives :  ' 

RADIO  SALES,  INC. 

485  Madison  Ave,  New  York     ■      ■     41 0  Michigan  Ave.,  Chicago, 
AN  EVENING  SCHEDULE  OF  MORE  THAN  70%  COLUMBIA  PROGRAMS 
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More  of  the  leaders  use 

RCA  Victor  Transmitters 


RCA  Victor  Type  50-B  Transmitter  at  WEAF 


Type 

50-B  Transmitters 

WEAF 

WBT 

WJZ 

KOA 

WG  Y 

WSM 

WT  1  C 

WOAI 

WCAU 

KF  1 

KCO 

WHO-WOC 

WTAM 

WEN  R-WLS 

WBZ 

WF  AA- WB  AP 

A  total  of  thirty  high-power  broadcast 
transmitters  are  in  operation  or  in  pro- 
cess of  installation  in  the  United  States 
today.  Of  these,  sixteen  are  Type 
50-B  Transmitters.  The  stations  us- 
ing these  sixteen  transmitters  have  all 
enjoyed  national  prominence  since 
the  early  days  of  broadcasting.  With- 
in the  last  three  years  they  have  in- 
stalled Type  50-B  Transmitters  be- 
cause they  foresaw  that  to  maintain 


their  position  of  leadership  required 
the  finest  and  most  modern  transmit- 
ting equipment  available. 
The  necessity  of  modern  high-quality 
equipment  is  not  confined  to  these 
super-stations.  Every  broadcaster  is 
finding  advertisers  more  inclined  to 
question  his  facilities.  The  best  an- 
swer is  RCA  Victor  transmitting 
equipment.  It  is  assurance  of  quality 
to  advertisers  as  well  as  engineers. 


TRANSMITTER  SECTION 


RCA  Victor  Co.,  Inc. 

A  Radio  Corporation  of  America  Subsidiary 

CAMDEN,  N,  J. 


New  York:  153  East  24th  St. 
Chicago:  111  N.  Canal  St. 


San  Francisco:  235  Montgomery  St. 
Dallas:  Santa  Fe  Building. 
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Canada  and  Foreign 
$4.00  the  Year 


combined  with 


WASHlNf^TOI^,,  D.  CI 
FEBRL  ARY  t^^  I^?! 


13.00  the  Year 
15c  the  Copy 


o> 


WJSV  IS  THE  WASHINGTON  KEY  STATION  OF  THE  COLUMBIA  BROADCASTING  SYSTEM 
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•  Organized  to  simplify  the  problem  of  localized 
broadcasting,  the  NBC  Local  Service  Bureau, 
through  its  regional  and  station  offices,  provides  17 
sources  of  information,  planning  and  direction  — 
each  a  clearing  house  for  all  the  others.  No  matter 
where  you  are  located,  it  is  only  necessary  for  you 
to  make  one  contact,  regardless  of  the  number  of 
these  NBC  stations  you  require  or  the  complexity  of 
your  schedule  and  program. 

•  It  is  all  very  simple.  Let  us  suppose  that  your  busi- 
ness headquarters  are  in  Chicago  and  that  you  want 
to  use  radio  broadcasting  facilities  in  San  Francisco 
or  New  York  (orinany  of  the  l3citiesof  thisgroup). 
The  information  you  need,  plus  constructive  pro- 
gram and  merchandising  ideas,  is  within  hailing  dis- 
tance of  your  desk — at  the  office  of  the  NBC  Local 
Service  Bureau  in  your  own  locality.  A  wire,  letter 
or  telephone  call  will  bring  a  representative  with 
data  on  the  radio  stations  you  want — the  same  data 
you  would  get  from  the  stations  themselves. 
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"has  produced  the 
greatest  results,  frith 
the  least  expmdltore, 
in  the  shortest  time"  ■ 


January  Jg 
19    3  3 


Baiter  J.  Se£r 
^STATION  WOE  ' 
1440  Broadway' 
New  York  City. 

Cear  Ut,  fJeff ; 

This  letter  is  to  l=t 
success  of  the  Uncle  n^n"  ^^^^  "-^^ 

VBJIDA  OIL  iHAJPOO  !  ^°  Prograjn  for 
■Jest  hopes  and  e^e^tttZT'" 

p:niy^^r:;f:,3^^„^^-  -°^-3s 

^^ient  evidence  Of  Sncie  r."'' 
^^to  warrant  the  staL    °  '  ^^^'^ 
Mi?S^  has  product  ^^«t«°ent  that  this 
*ith  the  least  ex^^dit    ^''"^^^^t  results, 
ti-e  -  for  our  Sts      '  ^'^°-test 
■^^m  the  fiT'cf  V 

=-tons:td'\°h1=:::„°-  <=l-„t  received 
0"-  clients  have  also  re^f  ^°  ^00. 

repeat  orders  from  ^  ^  number  of 

<^-t  hefore  theX^^^^  ^^^^ 

Appreciating  your  best  „ 

best  cooperation,  I  regain 

Cordially  yours 


and  similar  results  are  the 
regular  experience  of  WOR  advertisers 

On  request  we  will  gladly  send  you  a  copy  of  the  WOR  Service 
Area  and  pertinent  facts  on  guaranteed  broadcasting  coverage. 


WOR 


<:America'fX(^dmq  Independent  Station  Servinq 
Greater  flew  Jersey  and  liewlfork  /itetropolitan^rea 

BAMBERGER    BROADCASTING    SERVICE,  inc. 

NEWARK    .    NEW  JERSEY 
New  York  Office:    1440  RROADWAY  .   New  York  City 


CHICAGO  OFFICE 


William  G.  Rambeau 


360  N.  Michigan  Avenue 


Chicago,  III. 
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Commissioii  Shakeup  Seen  After  March  4 


By    SOL  TAISHOFF 


Duke  M.  Patrick  Resigns  as  General  Counsel;  Sykes  Looms 
As  Chairman;  Jensen  Confirmation  is  Blocked 


LED  BY  the  resignation  of  Duke 
M.  Patrick  as  the  Radio  Commis- 
sion's general  counsel,  effective 
March  1,  signs  are  plentiful  that 
the  incoming  Roosevelt  adminis- 
tration will  bring  about  numerous 
important  changes  in  the  Radio 
Commission's  personnel.  In  some 
quarters  it  is  felt  that  the  de- 
mands being  made  upon  the  new 
Democratic  administration  for  pa- 
tronage may  cause  an  almost 
wholesale  release  of  subordinate 
Republican  officials  of  that  agency 
after  March  4. 

It  appeared  evident  that  Acting- 
Chairman  E.  0.  Sykes,  third  zone 
commissioner,  would  become  chair- 
man of  the  Democratically-re- 
vamped Commission.  His  present 
term  expires  Feb.  23,  and  although 
reappointed  by  President  Hoover 
Feb.  3  for  a  new  six-year  tenn, 
this  appointment  is  expected  to 
die  with  the  present  Congress, 
since  the  Senate  already  has 
served  notice  that  it  will  not  con- 
firm Hoover  appointees  for  any 
important  Federal  post  but  will 
leave  these  vacancies  for  Presi- 
dent-elect Roosevelt  to  fill  after  he 
assumes  office. 

Sykes  Next  Chairman 

THERE  IS  every  assurance,  how- 
ever, that  Judge  Sykes  will  be 
reappointed  by  the  new  President 
promptly  upon  his  assumption  of 
office.  From  Feb.  23  until  March 
4,  it  appears,  the  commissioner's 
tenure  of  office  will  lapse.  That 
he  is  destined  to  become  the  Com- 
mission's chairman,  once  reap- 
pointed and  confirmed  by  the  Sen- 
ate, has  been  more  or  less  taken 
for  granted. 

Simultaneously  with  his  reap- 
pointment of  Judge  Sykes,  Presi- 
dent Hoover  named  Prof.  J.  C. 
Jensen,  engineering  instructor  of 
Nebraska  Wesleyan  University  and 
director  of  WCAJ,  Lincoln,  the 
university's  station,  to  fill  the 
fourth  zone  commissionership  va- 
cated last  July  by  Maj.  Gen.  Saltz- 
man,  former  chairman.  A  Repub- 
lican bearing  the  endorsement  of 
Vice  President  Curtis  and  of  nu- 
merous educators.  Prof.  Jensen 
stands  scant  chance  of  being  con- 
firmed at  the  current  session  of 
Congress  or  of  being  reappointed 
by  President-elect  Roosevelt. 

The   fourth   zone   post   will  be 


BROADCASTING  MAGAZINE  ACQUIRES 
BROADCAST  ADVERTISING 


Acquisition  by  BROADCASTING  MAGAZINE  of  the  publication 
rights  to  the  monthly  magazine  BROADCAST  ADVERTISING, 
pioneer  trade  journal  of  the  radio  and  advertising  fields,  was  con- 
summated early  this  month.  BROADCAST  ADVERTISING, 
formerly  published  in  Chicago  by  Gustav  Stamm,  suspended  pub- 
lication after  its  December  issue. 

The  publishers  of  BROADCASTING  MAGAZINE  are  pleased 
to  announce  that  the  circulation  of  BROADCAST  ADVERTISING 
will  be  added  to  that  of  this  magazine,  extending  still  further  the 
readership  of  BROADCASTING  MAGAZINE,  which  in  its  16 
months  of  existence  already  had  achieved  the  widest  circulation  of 
any  similar  periodical  serving  national  radio  advertisers,  potential 
radio  advertisers,  advertising  agencies  handling  radio  accounts, 
transcription  companies,  equipment  manufacturers,  station  and 
network  executives  and  staffs,  government  officials  dealing  with 
radio,  etc. 

In  acquiring  the  publishing  rights  of  BROADCAST  ADVER- 
TISING, this  magazine  takes  over,  in  addition  to  its  circulation, 
its  name  (which  in  this  issue  is  combined  with  ours),  its  adver- 
tising contracts,  its  good  will  and  sundry  other  assets. 

BROADCASTING  MAGAZINE  will  continue  as  a  semi-monthly. 
The  best  features  of  BROADCAST  ADVERTISING  will  be  in- 
corporated, but  without  any  material  changes  in  the  format  of 
BROADCASTING  MAGAZINE— a  format  that  has  won  wide 
acclaim  from  its  readers.  Both  the  executive  and  news  staffs  of 
BROADCASTING  MAGAZINE  remain  unchanged;  with  its  news 
correspondents  and  business  representatives  in  various  strategic 
centers,  BROADCASTING  MAGAZINE  will  continue  to  serve  all 
the  elements  that  make  up  the  business  of  broadcasting  as  a  com- 
prehensive and  unbiased  news  and  advertising  medium. 


filled  by  a  Democrat  to  give  the 
incoming  administration  the  bal- 
ance of  power  on  the  Commission, 
to  which  it  is  entitled  under  the 
Radio  Act.  Most  prominently  men- 
tioned for  the  post  is  Hei-bert  L. 
Pettey,  30-year-old  native  of  Kan- 
sas City,  now  acting  as  chairman 
of  the  radio  subcommittee  of  the 
Roosevelt-Garner  Inaugural  Com- 
mittee. He  was  in  charge  of  ra- 
dio for  the  Democratic  National 
Campaign  Committee  prior  to  the 
election  and  is  held  in  high  esteem 
by  party  leaders.  Also  mentioned 
is   Walter   J.   Damm,   director  of 


WTMJ,  Milwaukee,  and  promotion 
manager  of  the  Milwaukee  Jour- 
nal. He  is  a  former  president  of 
NAB. 

Roosevelt  Friendly 

DESPITE  the  introduction  by  Rep. 
Rayburn,  (D.)  of  Texas,  a  fort- 
night ago,  of  a  bill  for  the  crea- 
tion of  a  Federal  Commission  on 
Communications  and  Power,  to  ab- 
sorb the  Radio  Commission,  it  is 
not  expected  that  any  immediate 
change  will  be  wrought  in  the  reg- 
ulatory end  of  radio.  This  mea- 
sure, declared  to  have  the  Presi- 


dent-elect's support,  must  go 
through  a  rigorous  legislative 
gauntlet  of  hearings,  debate  and 
the  like  before  it  can  become  law. 

Even  if  given  blanket  authority 
to  reorganize  governmental  agen- 
cies as  proposed  in  pending  leg- 
islation, it  is  seriously  doubted 
whether  President-elect  Roosevelt 
would  choose  at  once  to  disband 
the  Radio  Commission  as  such  or 
to  tighten  up  the  regulation  of 
radio.  He  is  said  to  regard  very 
highly  the  manner  in  which  the 
broadcasting  industry  has  acquitted 
itself,  having  had  a  vast  amount 
of  experience  with  both  networks 
and  with  independent  stations  both 
prior  to  and  during  the  1932  cam- 
paign. 

To  Practice  in  Capital 

MR.  PATRICK'S  resignation,  an- 
nounced Feb.  14,  was  prompted  by 
his  desire  to  return  to  private 
practice  of  law  in  Washington.  He 
will  join  the  firm  of  Hogan,  Dono- 
van, Jones,  Hartson  &  Guider,  one 
of  the  largest  law  firms  in  Wash- 
ington and  headed  by  Frank  J. 
Hogan.  His  immediate  associate 
will  be  John  W.  Guider,  well-known 
in  the  specialized  practice  of  ra- 
dio law  and  a  member  of  the 
American  Bar  Association's  Com- 
mittee on  Communications. 

Since  he  was  promoted  to  the 
general  counselship  neai'ly  a  year 
ago  as  a  recognition  of  his  pre- 
vious service  as  assistant  general 
counsel,  Mr.  Patrick  has  made  an 
imposing  record.  Appointed  an 
assistant  general  counsel  in  Jan- 
uary, 1930,  he  was  assigned  im- 
mediately to  the  handling  of  liti- 
gation, and  out  of  nearly  a  score 
of  cases  in  the  courts  he  has  had 
only  one  adverse  decision. 

Members  of  the  Commission  en- 
deavored to  dissuade  Mr.  Patrick 
from  leaving,  despite  the  fact  that 
he  was  appointed  as  a  Republican 
from  Indiana.  He  insisted,  how- 
ever, upon  the  acceptance  of  his 
resignation. 

Other  Changes  Loom 

WHETHER  other  changes  will  be 
effected  by  the  new  administration 
among  members  of  the  Commis- 
sion, who  are  appointed  for  defi- 
nite terms,  is  in  doubt.  There 
have  been  press  reports  that  C. 
W.  Brown,  vice  president  of  the 
Quigley  Publishing  Co.,  Los  An- 
geles, but  a  legal  resident  of  New 
York,  may  be  considered  for  the 
first  zone  commissionership  now 
held  by  W.  D.  L.  Starbuck,  Demo- 
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crat,  under  an  appointment  that 
does  not  expire  until  Feb.  23,  1934. 
Mr.  Brown  is  understood  to  be  in- 
timate with  certain  New  Yorkers 
who  were  instrumental  in  financ- 
ing Mr.  Roosevelt's  pre-convention 
campaign. 

Regarded  as  practically  certain 
to  come  are  changes  in  the  legal 
division,  in  the  secretary's  office, 
and  possibly  in  the  engineering  di- 
vision, although  civil  service  regu- 
lations may  frustrate  any  plans 
for  the  latter  two  branches. 

It  is  believed  every  effort  will 
be  made  by  the  commissioners 
themselves  to  prevent  an  upheaval 
of  the  engineering  division,  since 
it  is  a  technical  organization  now 
functioning  smoothly.  As  a  mat- 
ter of  fact,  the  same  defense  is 
being  made  of  the  Commission's 
entire  personnel,  but  even  the  most 
optimistic  admit  that  patronage 
demands  may  lead  to  a  rather 
drastic  shakeup. 

Examiners  Republicans 

SLATED  for  replacement  also  are 
certain  of  the  examiners,  lawyers, 
and  non-technical  officials.  It  so 
happens  that  all  of  the  examiners 
— -Chief  Examiner  Ellis  A.  Yost, 
Elmer  W.  Pratt  and  Rosel  H. 
Hyde, — are  Republicans. 

A  few  of  the  officials  who  sense 
the  threat  may  choose  to  leave 
the  Commission  voluntarily.  Ru- 
mors to  this  effect  are  current. 

Who  will  be  named  to  succeed 
General  Counsel  Patrick  is  con- 
jectural. If  the  post,  which  pays 
a  regular  salary  of  $10,000  per 
annum,  is  filled  by  promotion  with- 
in the  Commission  ranks,  George 
B.  Porter,  assistant  general  coun- 
sel, is  believed  to  stand  a  good 
chance.  He  is  an  Iowa  Democrat 
who  has  won  rapid  promotion  on 
the  Commission  staff  in  the  last 
two  years.  He  is  the  son  of  Com- 
missioner Claud  R.  Porter  of  the 
Interstate  Commerce  Commission. 

Also  regarded  favorably  is  Miss 
Fanney  Neyman,  acting  assistant 
general  counsel  and  Mr.  Patrick's 
chief  aide  in  the  handling  of  liti- 
gation. A  Montana  Democrat, 
Miss  Neyman  is  almost  certain,  by 
virtue  of  meritorious  service,  to 
be  elevated  at  least  to  the  assis- 
tant general  counselship  she  now 
is  filling  temporarily. 

Other  candidates  within  the 
Commission  ranks  are  David 
Deibler,  of  Pennsylvania,  a  Com- 
mission attorney  for  five  years, 
and  George  H.  Hill,  of  Mississippi, 
appointed  attorney  last  year. 

The  only  outside  candidate  for 
the  general  counselship  is  reported 
to  be  Rep.  Ewin  L.  Davis,  co- 
author of  the  Radio  Act  and  chair- 
man of  the  House  Merchant  Ma- 
rine, Radio  and  Fisheries  Commit- 
tee. He  was  defeated  for  re-elec- 
tion in  the  Tennessee  primaries 
last  year.  It  is  understood  that 
he  aspires  to  appointment  on  the 
Federal  Trade  Commission  as  his 
first  choice,  but  also  is  interested 
in  the  radio  legal  post. 

Along  with  Mr.  Patrick,  Karl 
Smith,  assistant  counsel  in  the 
legal  division,  also  resigned,  effec- 
tive March  1.  Mr.  Smith,  who  has 
been  assigned  to  the  preparation 
of  the  Commission's  Statements  of 
facts  and  grounds  for  decision, 
will  become  associated  with  Mr. 
Guider  and  Mr.  Patrick  in  private 
practice.  A  native  Washingtonian, 
he  has  been  with  the  Commission 
for  two  years. 


Mr.  Jensen 


Biscuit  Company  Opens 
Campaign  on  WBS  Discs 

LOOSE  WILES  BISCUIT  Co., 
Long  Island  City,  N.  Y.,  (Krispy 
Crackers,  etc.)  on  Feb.  13  launched 
a  new  broadcasting  campaign  via 
transcriptions  produced  by  World 
Broadcasting  System.  The  series 
is  titled  "Sunshine  Discoverers 
Club."  Directed  by  Raoul  Mario 
of  CBS,  it  tells  the  story  of  a 
group  of  boy  and  girl  adventurers 
and  explorers  through  Sonny 
Baker,  president  of  the  club. 

Newell-Emmett  Co.,  New  York, 
handles  the  account,  which  is  being 
promoted  through  a  series  of  local 
newspaper  ads,  with  posters,  dis- 
play cards  and  folders  furnished 
for  consumer  distribution  to  all 
stores  handling  Sunshine  products 
in  the  broadcast  territory.  An- 
nouncements are  varied  locally. 

More  Radio  Use  Planned 
By  Affiliated  Products 

OTIS  E.  GLIDDEN,  president  of 
the  Affiliated  Products  Group,  4316 
No.  Kilpatrick  Ave.,  Chicago,  an- 
nounces plans  of  expansion  and 
advertising,  using  radio  more  ex- 
tensively with  other  media.  The 
Affiliated  Group  includes  such  well 
known  cosmetic  lines  as  Edna 
Wallace  Hopper,  Inc.;  Louis  Phil- 
ippe, Inc.;  Kissproof,  Inc.;  Neet, 
Inc.,  and  Jo-Cur,  Inc. 

Mr.  Glidden  has  severed  his  con- 
nection with  American  Home  Prod- 
ucts subsidiaries,  including  Petro- 
lagar,  Anacin,  Neobovinine,  Sy- 
Lac  and  others,  and  will  now  give 
his  undivided  time  and  attention 
to  Affiliated  interests.  Present 
plans  involve  the  acquisition  by 
Affiliated  of  additional  companies 
in  the  proprietary  field. 


KSTP  Wins  Boost 

COINCIDENT  with  the  grant  of 
a  daytime  power  increase  to  25  kw. 
authorized  by  the  Radio  Commis- 
sion Feb.  7,  KSTP,  St.  Paul,  ap- 
pointed Free  and  Sleininger,  Inc., 
180  Noi'th  Michigan  Ave.,  as  ex- 
clusive representative  for  the 
Chicago  territory,  effective  Feb.  1, 
it  was  announced  by  Stanley  E. 
Hubbard,   general  manager. 


I  INTERNATIONAL  ADS  I 

I  200  Kw.  Luxembourg  Station  I 
' — Plans  to  Carry  Advertising  

INTERNATIONAL  radio  adver- 
tising will  be  the  means  of  sup- 
port of  the  new  200  kw.  station 
nearing  completion  in  the  tiny 
Duchy  of  Luxembourg,  according 
to  a  report  to  the  Commerce  De- 
partment from  Commercial  At- 
tache Jess  Van  Wickel,  The  Hague, 
Netherlands. 

With  commercial  advertising  un- 
der the  so-called  "American  Plan" 
barred  in  the  Netherlands  as  in 
most  European  countries,  commer- 
cial interests  under  the  auspices 
of  a  Franco-German  combine  pro- 
pose to  use  the  Luxembourg  sta- 
tion from  8  a.m.  to  2  p.m.  as  an 
advertising  outlet.  Using  200  kw. 
on  252  kc,  the  station  should  get 
extensive  European  coverage,  ac- 
cording to  its  sponsors. 

Rates  for  general  programs  will 
be  $240  an  hour,  while  plays,  lec- 
tures and  similar  broadcasts  will 
cost  from  $70  to  $132  per  quarter 
and  half  hour.  Spot  announce- 
ments of  60  woi'ds  will  bring  $92. 


Advertising  Federation 
Sends  Out  Radio  Talks 

A  SERIES  of  five-minute  radio 
talks  dealing  with  the  importance 
of  advertising  will  be  sent  to  radio 
stations  by  the  Bureau  of  Research 
and  Education  of  the  Advertising 
Federation  of  America.  Intended 
for  delivery  weekly  over  an  indefi- 
nite period,  the  talks  will  present 
facts  about  the  importance  of  ad- 
vertising to  business  and  its  value 
to  society. 

The  federation  also  is  planning 
to  send  to  a  large  group  of  news- 
papers and  business  publications  a 
series  of  articles  ^embodying  the 
material  contained  in  the  radio 
talks.  NAB  is  affiliated  with  AFA 
and  for  that  reason  all  NAB  mem- 
bers will  receive  the  radio  talks. 


New  Programs  Planned 

BEST  FOODS,  Inc.,  New  York, 
(Hellmann's  mayonnaise)  is  re- 
ported to  be  ready  to  use  Victor 
Moore  in  a  return  to  NBC  in  lat- 
ter March,  while  Gulf  Oil  is  re- 
ported planning  to  use  Walter 
O'Keefe  on  the  same  network 
shortly.  Beech-Nut  Packing  Co. 
has  auditioned  a  program  for  NBC 
including  Eddie  Dowling,  Verna 
Burke,  the  Gibson  Sisters  and  Len 
Joy's  orchestra.  Armour  &  Co. 
has  auditioned  Conrad  Thieboult 
and  16-piece  orchestra  directed  by 
Charles  Previn  to  replace  its  pres- 
ent series. 


Creates  Business 

USING  RADIO  with  newspaper 
advertising,  posters,  car  cards,  etc., 
the  Philadelphia  Federation  of  the 
Construction  Industry,  in  Its 
"Renovize  Philadelphia  Campaign," 
in  less  than  a  month  created  more 
than  $15,000,000  in  new  business. 
The  advertising  campaign  was 
backed  by  a  council  of  40,  repre- 
senting bankers,  merchants,  labor 
leaders,  etc.,  with  trade,  commun- 
ity and  religious  organizations  co- 
operating in  a  residential  canvass. 


Third  Chain  Plan 
Stirs  Wide  Interest; 
DetailsUndisclosed 

Michigan  Group  Starts  ; 
Richardson  Plans  Suit 

UNUSUAL  INTEREST  has  been 
provoked  throughout  the  advertis- 
ing and  broadcasting  fields  by  the 
disclosure  of  plans  looking  toward 
the  formation  of  a  "third  net- 
work", as  exclusively  reported  in 
the  Feb.  1  issue  of  Broadcasting. 
Further  details  and  immediate 
plans  of  the  sponsors  of  the  proj- 
ect have  not  been  divulged  since 
our  last  issue,  probably  pending 
additional  developments. 

While  no  definite  statement  could 
be  procured,  it  is  understood  that 
original  plans  to  have  the  network, 
or  a  portion  of  it,  begin  operation 
by  Feb.  15  have  been  deferred. 
The  Michigan  State  Network,  spon- 
sored by  George  W.  Trendle,  presi- 
dent of  WXYZ,  Detroit,  and  link- 
ing five  stations  in  that  state,  be- 
gan operation  Jan.  31  and  is  de- 
signed to  become  a  segment  of  the 
projected  third  chain. 

Backers  Undisclosed 

IDENTITIES  of  the  "five  Detroit 
millionaires"  mentioned  by  Mr. 
Trendle  in  his  letter  to  prospective 
station  affiliates  in  the  pi-oject  are 
still  undisclosed.  The  WXYZ  ex- 
ecutive has  indicated  that  these 
men  were  very  close  to  the  Ford 
Motor  Co.,  Burroughs  Adding  Ma- 
chine Co.,  Briggs  Body  Co.,  Kel- 
vinator  Co.,  and  Frederick  Stearns 
Co.,  and  stated  that  all  of  them 
had  expressed  themselves  as  being 
prepared  to  go  on  the  air  when 
the  network  begins  functioning 
properly. 

Expressions  of  interest  in  the 
new  project  have  been  mingled 
with  skepticism  because  of  the 
failure  of  similar  ventures  during 
the  last  few  years.  The  fact,  how- 
ever, that  new  capital  outside  the 
broadcasting  field  apparently  is  in- 
volved, which  itself  would  form 
the  nucleus  of  a  commercial  pro- 
gi'am  clientele,  along  with  the 
joint  interests  of  several  other  but 
less  ambitious  network  projects, 
has  tended  to  lessen  this  skepti- 
cism. 

Stations  Interested 

STATION  interest  centers  mainly 
in  the  proposal  that  the  chain  will 
pay  a  maximum  of  50  per  cent  of 
the  card  rates  of  each  affiliated 
station.  The  fact  that  Ed  Wynn, 
Broadway  comedian  and  radio  star, 
as  president  of  the  Amalgamated 
Broadcasting  System,  would  be- 
come chief  executive  of  the  new 
network,  is  not  regarded  as  hav- 
ing great  significance  since  it  is 
hardly  expected,  even  should  the 
plans  be  carried  to  fruition,  that 
he  would  be  the  actual  business 
and  directing  head.  His  name  and 
his  appearance  on  programs,  how- 
ever, might  have  a  definite  pub- 
licity value  and  audience  appeal. 

One  of  the  questions  to  arise 
concerns  wire  line  arrangements. 
Experienced  broadcasters  are  at  a 
loss  to  understand  how  stations 
could  pay  the  cost  for  long  wire 
{Continued  on  page  30) 
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Boosting  Cereal  Sales  Exclusively  by  Radio 


By   W.   H.  THORNBURG 

Advertising  Manager,  Hecker-H-O  Co.,  Buffalo,  N.  Y. 


Sponsor  of  Wild  West  Feature  Uses  Appeal  to  Juveniles; 
Merchandising  Tieup  Made  With  Club  Members 


A  LIVELY,  bustling,  western  tune 
*  *  *  the  sound  of  galloping  horses' 
hoofs  *  *  *  and  "The  H-Bar-0 
Rangers,  boys  and  girls,  bringing 
you  the  exciting  adventures  of 
Bobby  Benson  and  the  H-Bar-0 
Ranch!" 

Thus  begins  one  of  the  most  cur- 
rently successful  (according  to 
mail  reports)  children's  radio  pro- 
grams. Every  Monday,  Wednes- 
day and  Friday  at  5  p.  m.,  EST, 
hundreds  of  thousands  of  inter- 
ested boys  and  girls  are  tuned  in 
to  the  thrilling,  tensely  interest- 
ing dramatic  radio  show  in  which 
the  hero,  little  Bobby  Benson,  age 
11,  and  his  grown-up  cowboy 
"pards"  on  the  radio  ranch,  drama- 
tize real  "cowboy  stuff". 

The  theme  of  the  story  concerns 
young  Bobby  Benson,  the  boy 
ranch  owner,  who  goes  out  west 
with  his  Aunt  Lily  to  live  on  his 
ranch  and  thereby  protect  his  in- 
heritance, and  the  succeeding 
"chapters"  of  the  story  show 
Bobby  as  a  real  cowboy  hero,  cap- 
turing bandits,  fighting  the  Indians 
and  clearing  up  many  of  the  mys- 
teries surrounding  the  ranch.  Of 
course,  the  cast  includes  a  "bad 
man"  known  as  Sim  R  i  v  er  s, 
Bobby's  grown-up  "pard"  Buck 
Mason,  Wong  Lee,  the  Chinese 
cook,  and  many  other  colorful  prin- 
cipals exemplifying  the  life  of  the 
early  west. 

Merchandising  Scheme 

THE  PLOT  is  a  fast-moving  cow- 
boy drama,  censored  only  to  the 
point  of  making  it  acceptable  for 
a  child  audience,  and  proof  of  its 
interest  is  shown  by  the  large  and 
continually  increasing  number  of 
Ranger  Club  members  who  are 
following  these  thrice  weekly 
broadcasts. 

The  merchandising  hookup  of 
the  program,  sponsored  by  the 
Hecker — H-0  Co.,  Inc.,  makers  of 
H-0  Oats,  comes  in  a  club  mem- 
bership, which  includes  the  Rang- 


A  COLORFUL,  fast-moving  cowboy  drama  program, 
similar  to  the  wild  west  movies  but  with  a  juvenile 
lead,  is  one  of  the  most  popular  programs  on  CBS, 
according  to  fan  mail  records.  And  this  feature, 
the  only  advertising  medium  of  the  sponsor,  is  sell- 
ing cereal  in  a  highly  satisfactory  fashion.  The 
merchandising  hookup  is  based  on  a  Ranger's  Club 
membership ;  cowboy  gadgets  are  distributed  by  the 
sponsor  in  exchange  for  a  certain  number  of  cereal 
package  tops. 


er's  Club  button,  an  attractive 
membership  card  and  a  folder  il- 
lustrating various  pieces  in  the 
H-Bar-0  Ranger's  cowboy  outfit, 
all  of  which  are  obtainable  either 
through  a  required  number  of  H-0 
package  tops,  or  by  one  package 
top  and  a  required  amount  of 
money.  In  the  latter  case,  the 
money  offer  is  unusually  attrac- 
tive, because  of  the  relatively  low 
price  of  the  articles  in  the  outfit. 

By  buying  the  premiums  in 
large  quantities,  the  program  spon- 
sors are  able  to  offer  such  equip- 
ment at  prices  far  below  the  ordi- 
nary retail  cost.  Thus  a  continu- 
ity of  available  equipment,  as  well 
as  a  continuity  of  story  through- 
out the  programs,  maintains  and 
heightens  the  child's  interest  in 
the  entire  club  plan  and  keeps  him 
not  only  a  "Pard"  of  the  program 
cast,  but  also  makes  him  a  real 
salesman  of  the  product  as  well. 

Pre-program  Publicity 

FOR  TWO  WEEKS  prior  to  the 
opening  broadcast  on  Sept.  26, 
1932,  the  program  sponsors  gave 
wide  publicity  to  the  forthcoming 
series  of  broadcasts  by  having 
cowboys  ride  in  the  vicinity  of 
public  schools  in  each  network  sta- 
tion city  and  perform  wild  west 


THE  KIDS  LOVE  THIS— The  H-Bar-O  Rangers  stop  at  a  Buffalo 
school  after  a  parade  to  announce  the  new  broadcast  series  featured 
by  Hecker-H-O  Company  over  eastern  and  western  hookups  of  CBS. 


Bobby  Benson  and  Silver  Spot 

HERE'S  Bobby  Benson,  the  boy 
owner  of  the  H-Bar-0  Ranch,  and 
his  trusty  steed.  Bobby  is  wear- 
ing the  accoutrements  offered  as 
premiums  for  sending  in  H-0  Oats 
package  tops.  Premiums  are  of- 
fered as  follows: 

Ranger's  Badge-:— 2  package  tops  or  1 

top  and  5  cents. 
Ranger's    Bandanna — 2   package  tops 

or  1  top  and  5  cents. 
Rodeo  Rope   (with  directions  how  to 

spin) — 5  package  tops  or  1  top  and 

15  cents. 

Cartridge  Belt — 5  package  tops  or  1 

top  and  15  cents. 
Ranger's   Gun — 5  package  tops  or  1 

top  and  15  cents. 
Gun  Holster — 5  package  tops  or  1  top 

and  15  cents. 
Ranger's  Cuffs — 8  package  tops  or  1 

top  and  30  cents. 
Ranger's  Spurs — 10  package  tops  or  1 

top  and  35  cents. 
Ranger's  Hat — 20  package  tops  or  1 

top  and  85  cents. 
Ranger's  Chaps — 25  package  tops  or  1 

top  and  $1.45. 

stunts  such  as  rope  throwing,  rope 
spinning,  etc.  Also,  handbills  were 
passed  out  by  the  cowboy  riders 
announcing  the  forthcoming  series 


of  programs,  and  each  cowboy  wore 
a  small  saddle  "blanket"  sign  im- 
printed with  the  announcement  of 
the  radio  program. 

Small  space  advertisements  were 
also  carried  in  newspapers,  wher- 
ever possible  in  the  children's  sec- 
tions of  Sunday  supplements,  to 
further  publicize  the  new  series  of 
broadcasts  in  each  city,  a  week 
prior  to  the  opening  program. 

The  H-Bar-0  Rangers  series, 
each  using  identical  script,  is 
broadcast  over  an  eastern  CBS 
network.  A  duplicate  "show"  is 
built  in  Los  Angeles  for  broad- 
casting over  the  CBS-Don  Lee 
chain.  In  both  cases  the  programs 
are  broadcast  on  the  same  day  at 
5  p.m.  The  eastern  show  origi- 
nates in  the  studios  of  WGR,  Buf- 
falo, and  is  thence  carried  to  the 
CBS  chain.  The  same  script  is 
used  for  the  western  program. 

Results  Satisfactory 

THAT  this  form  of  child  appeal 
is  producing  results  is  shown  in 
the  fact  that,  in  as  short  a  period 
as  13  weeks  on  the  air,  it  had 
already  become  one  of  the  largest 
mail  pullers  of  any  program  on 
CBS.  Sales  results  of  the  prod- 
uct are  likewise  satisfactory.  This 
radio  program  is  the  only  form  of 
advertising  currently  used  since 
the  first  broadcast  in  promoting 
the  sale  of  H-0  Oats. 

When  we  first  looked  for  a 
theme  which  would  constitute  the 
basis  for  our  anticipated  radio 
program,  it  was  discovered  that 
one  of  the  subjects  of  greatest  in- 
terest to  child  hearts  was  evident 
in  the  motion  pictures  shown  in 
neighborhood  theatres,  depicting 
cowboy  activity.  Taking  this  wild 
west  movie  popularity  as  a  basis 
for  our  program  theme,  the  ser- 
vices of  a  foremost  script  writer, 
Herbert  Rice,  were  obtained 
through  the  Buffalo  Broadcasting 
Corp.  to  produce  an  entertaining 
"wild  west"  thriller  for  dramati- 
zation over  the  air. 

Further  evidence  of  the  popu- 
larity of  the  program  is  shown  by 
the  number  of  local  neighborhood 
H-Bar-0  "Rarjch  Clubs"  which 
have  sprung  up  in  many  cities 
within  reach  of  this  network  pro- 
gram, and  the  activity  as  a  whole 
exemplifies  the  fact  that  real  child 
interest  can  be  stimulated  and 
maintained  by  striking  a  respon- 
sive chord  among  child  radio 
listeners. 


Hoover  Dedicates 

PRESIDENT  HOOVER  officially 
dedicated  the  new  WCAU  Build- 
ing, Philadelphia,  with  a  short  talk 
via  remote  control  from  the  White 
House  during  a  special  dedicatory 
program,  also  carried  by  CBS,  Feb. 
10.  He  was  introduced  by  Dr.  Leon 
Levy,  president  of  WCAU,  which 
recently  completed  its  model  new 
50  kw.  installation. 
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Price  Quoting  Held  Justified 
By  Aylesworth  To  NBC  Council 


Network  Now  on  Self- 
Reservation  Made  for 

THE  POLICY 
of  allowing  men- 
tion of  prices  in 
advertising  cred- 
its, adopted  by 
both  major  net- 
works last  year, 
has  met  with 
"ready  accept- 
ance", M.  H. 
Aylesworth,  NBC  .  ,  .. 

president,  told  the  ^r.  Aylesworth 
NBC  Advisory  Council  Feb.  1  at 
its  annual  meeting  in  New  York. 

"We  believe,"  he  said,  "that  the 
interests  of  the  listener,  the  client 
and  the  broadcaster  are  best  served 
under  our  American  system  of 
broadcasting  by  frankly  recogniz- 
ing the  part  that  each  plays  in  its 
development.  With  this  thought 
in  mind,  and  after  long  considera- 
tion, the  company  decided  to  alter 
its  policy  with  reference  to  the 
mention  of  price  in  commercial 
announcements. 

"This  came  about  as  a  result 
of  the  conviction  on  our  part  that 
direct  mention  of  piices  would  be 
more  acceptable  to  the  radio  audi- 
ence than  the  long  and  monoton- 
ous statements  which  often  re- 
sulted from  the  effort  to  avoid 
mentioning  them.  We  felt,  more- 
over, that  under  existing  economic 
conditions  prices  had  a  definite  in- 
terest for  the  listening  public.  The 
ready  acceptance  of  this  policy  has 
justified  the  company's  decision." 

Traylor  Made  Member 

MR.  AYLESWORTH'S  address  fol- 
lowed one  delivered  by  Owen  D. 
Young,  chairman  of  the  Advisory 
Council,  in  which  the  latter  paid 
high  tribute  to  the  advances  made 
by  NBC  and  to  the  attainment  by 
the  network  during  the  year  of  a 
self-sustaining  fiscal  status.  Mel- 
vin  A.  Traylor,  Chicago  banker, 
was  elected  to  membership  on  the 
council.  Other  members  include 
Newton  D.  Baker,  Paul  D.  Cravath, 
Henry  Sloane  Coffin,  Walter  Dam- 
rosch,  John  W.  Davis,  Francis  D. 
Farrell,  William  Green,  Gen.  J.  G. 
Harbord,  Robert  M.  Hutchins, 
Morgan  J.  O'Brien,  Henry  S. 
Pritchett,  Elihu  Root,  Mrs.  John 
D.  Sherman  and  Felix  M.  Warburg. 
All  were  present  except  Messrs. 
Baker,  Coffin,  Farrell  and  Hutch- 
ins. 

"Notable  strides"  were  made  by 
NBC  in  all  branches  of  radio,  Mr. 
Aylesworth  stated.  The  new  plan 
of  flat  payment  for  sustaining  pro- 
grams, inaugurated  July  1,  has  re- 
sulted in  associated  stations  broad- 
casting many  more  hours  of  NBC 
programs,  he  said.  Explaining  that 
under  this  plan  stations  pay  a  uni- 
form flat  rate  of  $1,500  a  month 
for  all  sustaining  service,  rather 
than  so  much  per  program,  he 
said  15  stations,  or  86  per  cent, 
are  operating  on  the  new  basis. 

This  plan.  Mi-.  Aylesworth  de- 
clared, enables  many  of  the  sta- 
tions to  provide  their  audiences 
with  a  full  schedule  of  network 
programs  at  a  low  fixed  unit 
charge. 

"Its  success  is  attested  to  by  an 


-sustaining  Fiscal  Basis  ; 
Educational  Series 

increase  in  the  daily  average  time 
of  NBC  programs  broadcast  per 
station,  from  nine  hours  in  Decem- 
ber, 1931,  to  11  hours  in  December, 
1932,"  he  said. 

Last  March,  Mr.  Aylesworth 
pointed  out,  NBC  changed  its 
audience  mail  policy  on  sponsored 
programs  and  asked  listeners  to 
send  their  letters  direct  to  the 
sponsor.  In  spite  of  this,  he  said 
the  company  received  4,800,000 
letters— only  200,000  less  than  in 
1931.  The  increase  in  the  postage 
rate,  he  asserted,  undoubtedly  has 
had  an  effect  upon  the  fan-mail 
volume. 

"Plans  are  now  being  devised," 
he  declared,  "to  study  more  ade- 
quately the  audience  reaction  as 
expressed  in  letters,  and  it  is  an- 
ticipated that  the  result  of  these 
studies  will  be  an  important  fac- 
tor in  future  program  building." 

Despite  depressed  economic  con- 
ditions, Mr.  Aylesworth  showed 
that  NBC  provided  employment  to 
a  monthly  average  of  1,505  per- 
sons in  1932,  as  compared  with 
1,367  in  1931,  and  has  at  present 
a  payroll  of  1,461. 

Regarding  the  moot  question  of 


Sponsor  Tears  Pants 

ONE  OF  the  most  unique 
radio  signatures  is  that  of 
the  oldest  advertiser  on 
KOIL,  Council  Bluffs-Omaha. 
The  sound  of  cloth  ripping 
introduces  the  program,  and 
the  announcer  follows  with: 
"Whoa-p,  there  goes  another 
pair  of  pants.  But  I  know 
where  to  get  a  pair  that 
won't  rip."  And  so  on.  The 
sound  effect  is  actually  ac- 
complished by  ripping  cloth. 


educational  broadcasting,  Mr. 
Aylesworth  said  that  educators  for 
the  first  time  have  come  to  realize 
the  value  of  the  facilities  they  are 
using,  and  both  the  educators  and 
the  network  sense  the  necessity  of 
planning  educational  programs  in 
advance  and  of  definitely  allocat- 
ing time  covering  the  duration  of 
an  educational  series.  NBC,  as  a 
forward  step,  has  guaranteed  the 
National  Advisory  Council  on  Radio 
in  Education  and  the  National  Edu- 
cation Association  tenure  of  time 
for  their  present  programs  through 
June,  1934,  he  revealed. 

Re  Educational  Programs 

DR.    ROBERT    M.  HUTCHINS, 

president  of  University  of  Chicago 
and    chairman    of    the  Advisory 


Radio  Widely  Used  to  Educate  Public 
On  Health  Value  of  Dairy  Products 

Schools  and  Welfare  Groups  Cooperate  in  Broadcasts  ; 
Milk's  Use  in  Safe  Reducing  Also  Stressed 


IN  ACCOMPLISHING  the  aim  "to 
put  the  milk  pitcher  back  on  the 
table,"  the  National  Dairy  Coun- 
cil, 221  N.  La  Salle  St.,  Chicago, 
(dairy  association)  and  its  22  re- 
gional units  are  finding  the  radio 
an  important  medium  for  educat- 
ing consumers  about  dairy  prod- 
ucts. The  Dairy  Council  is  the 
educational  organization  of  the 
dairy  industry,  with  a  national 
office  in  Chicago  and  22  affiliated 
units  in  large  cities  throughout  the 
United  States. 

Because  milk  is  essential  to 
health,  the  council  program  is 
based  on  promoting  good  nutrition 
which  gives  milk  and  its  products 
a  fundamental  place  in  the  daily 
diet.  Two  types  of  work  are  con- 
ducted: health  education  in  co- 
operation with  schools  and  welfare 
groups,  and  general  publicity  on 
the  unique  food  value  of  milk, 
butter,  cheese  and  ice  cream.  The 
radio  has  proved  to  be  an  efficient 
educational  means  in  both  phases 
of  the  program,  as  some  of  the 
individual  programs  testify. 

For  School  Children 

"DRAMAS  of  Science,"  broadcast 
under  the  auspices  of  the  Detroit 
Dairy  and  Food  Council  last  winter 
over  WWJ  on  Saturday  evenings, 
represent  a  successful  series  of 
radio  programs  for  school  children. 
Fragments  of  the  adventure,  mys- 
tery and  excitement  of  scientific 
research  in  the  bacterium  world 
were    given    to    the   junior  radio 


audience  in  this  series  of  13  radio 
dramas. 

Thrilling  episodes  from  the  lives 
of  such  heroic  scientists  as  Pas- 
teur, Emil  Roux,  Jenner,  Marie 
Curie,  Lister  and  others  comprised 
this  series.  Dr.  Henry  F.  Vaughan, 
Detroit  commissioner  of  health, 
introduced  each  broadcast  with  a 
short  discussion  of  health,  empha- 
sizing the  use  of  adequate  amounts 
of  milk. 

Preceding  these  broadcasts,  6,442 
copies  of  correlating  lesson  plans 
were  sent  to  389  Detroit  schools. 
On  Monday  the  radio  drama  given 
the  previous  Saturday  was  studied 
in  the  health  education  classes  of 
the  public  schools  and  formed  the 
basis  for  health  essays.  As  a  re- 
sult of  these  broadcasts,  200,000 
copies  of  the  Detroit  council's  low- 
cost  food  budget,  "Feeding  a  Fam- 
ily of  Five  on  $6.80  a  Week,"  were 
distributed.  Copies  of  "Dramas  of 
Science"  have  been  sent,  following 
requests,  to  public  health  bureaus 
and  public  health  organizations  in 
every  part  of  the  United  States, 
South  America,  Europe  and  Mex- 
ico. At  the  international  meeting 
of  public  health  authorities  and 
public  health  organizations  held  in 
Washington  recently,  a  day  was 
assigned  on  the  program  for  the 
discussion  of  radio,  including  the 
Detroit  plays. 

"The  travels  of  Patsy  and 
Pete,"  a  15-minute  broadcast 
given  weekly  at  the  present  time 
(Continued  on  page  25) 


Council's  education  committee,  in 
a  written  report  reviewed  the 
notable  progress  being  made  in 
educational  broadcasting  over  net- 
work facilities.  While  this  evolu- 
tion has  been  going  on,  he  pointed 
out  proposals  have  been  made  to 
reserve  15  per  cent  of  all  clear 
channels  assigned  to  the  United 
States  for  exclusive  use  of  educa- 
tion.   The  report  read: 

"Your  chairman  believes  that 
the  company  must  work  toward  a 
policy  of  treating  educational  pro- 
grams in  the  same  way  as  com- 
mercial programs  as  to  hours, 
days,  and  the  definiteness  of  all 
arrangements.  If  this  policy  can 
be  arrived  at — and  I  am  told  the 
company  is  working  to  that  end — 
it  is  my  opinion  that  during  this 
period  of  technical  and  experi- 
mental development  educators  can 
do  no  better  than  to  utilize,  wher- 
ever possible,  existing  facilities. 
At  the  same  time  I  believe  we 
should  continue  to  study  the  ex- 
periments being  made  in  other 
countries  and  fit  our  action  to  the 
requirements  of  the  situation." 


Drops  One  Program 

AMERICAN  TOBACCO  Co.,  New 
York,  (Lucky  Strike)  on  Feb.  11 
discontinued  its  Saturday  night 
NBC  presentations.  Lord  & 
Thomas,  agency  handling  the  ac- 
count, felt  that  Saturday  pro- 
grams were  overshadowed  by  the 
Lucky  Strike  feature  on  Tuesday 
and  Thursday  nights.  For  several 
months  the  agency  considered  dif- 
ferent program  ideas  with  the  in- 
tention of  making  the  Saturday 
night  series  as  outstanding  as 
those  of  the  other  two  nights. 
Failing  to  find  a  program  of  out- 
standing calibre.  Lord  &  Thomas 
decided  to  remove  the  Saturday 
Lucky  Strike  program. 


Beer  Advertising 


I 


BEER  advertising  in  the  news- 
papers and  on  the  radio  would  be 
allowed  under  an  amendment  to 
the  pending  Senate  bill  for  legali- 
zation of  3.05  per  cent  beverages, 
offered  Feb.  8  by  Senator  Walsh, 
(D.)  of  Montana.  The  amendment 
was  presented  on  behalf  of  a  mi- 
nority of  the  Senate  Finance  Com- 
mittee. The  Judiciary  Committee 
had  adopted  an  amendment  to  pre- 
vent advertising  of  beverages  in 
states  where  it  was  not  permitted, 
which  would  have  prohibited  ra- 
dio and  newspaper  advertising. 


Macy's  New  Show 

SPONSORED  by  Macy's,  leading 
New  York  department  store,  a  new 
Wednesday  night  series  titled  "The 
Red  Star  of  Broadway,"  began  on 
WOR,  Newark,  Feb.  8.  It  fea- 
tures Heywood  Broun  as  "The  Man 
About  Town  of  Broadway";  Ohman 
and  Arden,  pianists,  with  16-piece 
orchestra;  Jerry  White  and  his 
Four  New  Yorkers,  and  Pick  Ma- 
lone  and  Pat  Padgett,  the  "Pick 
and  Pat"  of  the  Macy  Minstrels. 
Guest  artists  are  also  planned. 


AN  INVESTIGATION  of  broad- 
casting in  Massachusetts  by  a  spe- 
cial committee  is  proposed  in  a 
bill  (H.  823)  introduced  in  the  leg- 
islature of  that  state. 
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How  to  Classify  Radio  Programs! 

Seven  Types  Cited  as  Against  Three-Group  Limitation; 
Use  of  ^^Big  Names"  Called  Bit  of  Showmanship 


SEVERAL  months  ago  FORTUNE,  the  business 
periodical,  carried  an  excellent  review  of  radio  ad- 
vertising in  which  it  classified  commercial  evening 
programs  as  studio,  name  or  serial.  This  strict 
limitation  on  the  variety  of  radio  entertainment  is 
challenged  by  Mr.  Frothingham  in  this  article. 
Declaring  there  are  six  classes  of  evening  commer- 
cial features  and  a  seventh  daytime  program  for 
women,  he  points  out  that  his  classifications  will 
better  enable  an  advertiser  to  select  the  sort  of  en- 
tertainment he  wants  to  be  associated  with  his 
product. 


By  ROY  FROTHINGHAM 
Sales  Promotion  Manager 
Pacific  Division,  NBC 

"North,  East,  South,  West, 
Give  me  the  wind  that  blows 
best." 


EVER  SINCE 
Fortune  f  a  t  h  - 
ered  the  fallacy 
that,  "Nearly  all 
evening  commer- 
cial hours  now  on 


the    air    can  be 


grams,  and  serial  Mr.Frothingham 
programs,"  there  has  been  many  a 
blissful  repetition  of  the  same  mis- 
take. 

There  are  at  least  six  classifica- 
tions of  evening  radio  programs, 
just  like  a  number  of  parallel  but 
different  bowling  alleys.  The  ad- 
vertiser needs  to  look  them  all  over 
before  deciding  which  one  he  is  go- 
ing to  play.  The  fact  that  several 
alleys  are  crowded  may  be  a  bet- 
ter reason  for  rolling  down  a  clear 
one  than  for  joining  the  crowd. 

The  reason  this  three-way  classi- 
fication mentioned  above  won't 
work  is  that  too  many  programs 
won't  fit  in.  Sherlock  Holmes  with 
William  Gillette  would  be  "big 
name"  stuff.  Without  him  it's  a 
"continuity"  program  unless  picked 
up  from  the  stage  of  a  theatre, 
when  it  would  be  something  else. 
But  actually  Sherlock  Holmes  is  an 
excellent  dramatic  program. 

Program  Characteristics 

IS  AMOS  'N'  Andy  a  "big  name" 
program  or  a  continuity  program? 
Is  "continuity"  a  classification  or  a 
characteristic  ?  I  don't  see  how  we 
can  set  up  an  arbitrary  classifica- 
tion and  label  it  "continuity  pro- 
grams." And  "studio"  as  a  classi- 
fication for  1933  programming  is 
hard  to  accept.  Practically  all 
programs  are  studio  productions, 
even  those  originating  from  a  ho- 
tel where  the  "pick  up"  facilities 
installed  make  a  studio  out  of  the 
dancing  room.  And  there  is  con- 
tinuity in  all  programs,  but  there's 
a  difference  between  the  dramatic 
continuity  of  First  Nighter  and  the 
musical  continuity  of  Standard's 
Symphony  and  the  serial  or  strip 
continuity  of  Orphan  Annie  or 
Myrt  and  Marge. 

It  seems  to  me  that  such  expres- 
sions as  "big  names,"  "studio,"  and 
"continuity"  are  characteristics  and 
relate  to  details  of  casting,  pro- 
duction, and  writing.  They  do  not 
seem  to  designate  classes  or  types 
of  programs  but  rather  suggest 
characteristics  which  may  apply  to 
any  program  in  any  classification. 

Musical  Comedy  Style 

THE  "BIG  NAME"  may  adorn  a 
musical  program:  like  Paul  White- 
man    conducting    his  orchestra, 

\  Lawrence  Tibbett  singing  for  Fire- 
stone, Ed  Wynn  playing  the  Fire 
Chief  for  Texaco,  or  Ben  Bernie 

/  singing  and  talking  for  Blue  Rib- 


bon. He  may  be  a  master  of  cere- 
monies like  Walter  O'Keefe  or  a 
humorist  like  John  Medbury,  or  a 
comedian  like  Jack  Pearl,  or  a  news 
sensation  like  Walter  Winchell. 
The  big  name  may  be  Floyd  Gib- 
bons or  Lowell  Thomas  on  a  narra- 
tive or  news  program.  Sometimes 
it's  a  one  man  show  featuring  pop- 
ular entertainers  like  Charles 
Hamp,  Morton  Downey,  Phil  Cook 
or  a  team  of  entertainers  like  Bil- 
lie  Jones  and  Ernie  Hare,  Burns 
and  Allen,  or  Stoopnagle  and  Budd. 

We  need  to  distinguish  between 
what  seems  a  trend  toward  "big 
names"  and  a  mere  development 
in  radio  where  broadcasting  adopts 
the  musical  comedy  type  of  stage 
production.  It  used  to  be  "The 
Merry  Widow  with  Donald  Brian," 
"The  Spring  Chicken  with  Richard 
Carle,"  "The  Red  Mill  with  Fred 
Stone,"  but  now  it's  "Chevrolet 
with  Al  Jolson,"  "Chase  &  San- 
born with  Eddie  Cantor,"  "M  J  B 
with  John  Medbury"  and  "Lucky 
Strike  with  Jack  Pearl." 

Seven  Major  Classes 

HERE  ARE  seven  major  classes  of 
radio  programs.  They  all  deserve 
careful  attention  when  designing 
a  new  program.  You  may  compare 
them  to  seven  types  of  architec- 
ture all  worth  consideration  when 
building  a  home. 

1.  Musical  programs. 

2.  Dramatic  programs. 

3.  Serial  or  strip  programs. 

4.  Popular  entertainers. 

5.  Narrative   and   news  pro- 
grams. 

6.  Variety    shows    and  radio 
vaudeville. 

7.  Daytime  programs  for  wom- 
en. 

Dodge  Brothers  (automobile)  in 
1928  offered  on  one  program  from 
various  parts  of  the  country;  Will 
Rogers,  Fred  and  Dorothy  Stone, 
Al  Jolson  and  Paul  Whiteman.  In 
fact,  the  much-shouted  big  name 
trend  is  neither  a  trend,  nor  a 
type.  It's  a  successful  bit  of  the- 
atrical and  vaudeville  showman- 
ship. 

How  would  you  define  the 
trend  when  it  is  pointed  out  accu- 


rately that  of  53  representative 
programs  heard  on  the  Pacific 
coast,  20  are  musical  programs  (of 
which  nine  feature  a  prominent 
singer  or  conductor  or  humorist) ; 
nine  are  "variety  shows"  with 
music,  drama,  comedy,  and  master 
of  ceremonies;  eight  are  dramatic 
programs;  seven  are  serial  or  strip 
programs;  six  are  narrative  or 
news  broadcasts;  three  feature 
popular  entertainers  ? 

If  you  want  to  tack  up  some  di- 
rection signs  on  the  radio  high- 
way, musical  productions  look 
pretty  good,  especially  those  fea- 
turing a  big  name  entertainer. 
Also  variety  shows,  dramatic  pro- 
grams, and  "serials"  need  to  be 
pointed  out.  But,  after  all,  the 
program  building  job  is  one  of  de- 
signing for  the  advertiser  accord- 
ing to  his  need,  his  opportunity, 
and  especially  his  plan  of  selling 
and  advertising. 

Program  building  is  simplified 
and  improved  when  the  advertiser 
can  adequately  classify  all  pro- 
grams into  seven  major  classifica- 
tions and  then  determine  for  him- 
self what  is  the  relative  value  of 
the  various  types  to  his  company 
and  his  product. 


100,000  Watt  Station 

XEPN,  operating  with  100,000 
watts  on  585  kc.  at  Piedras  Negras, 
Mexico,  opposite  Eagle  Pass,  Tex- 
as, is  scheduled  to  begin  broad- 
casting on  regular  schedule  be- 
ginning Feb.  15,  according  to  an 
announcement  by  Norman  T. 
Baker.  Mr.  Baker,  who  operated 
KTNT,  Muscatine,  la.,  until  its  li- 
cense was  revoked  by  the  Radio 
Commission,  is  reputed  to  be  the 
backer  of  the  Mexican  station. 
Dan  Hosmer,  former  manager  of 
Dr.  John  R.  Brinkley's  XER,  at 
Villa  Acuna,  Mexico,  is  reported  to 
be  manager  of  XEPN. 


SPONSORSHIP  of  the  "March  of 
Time"  on  CBS  is  scheduled  to  ter- 
minate the  middle  of  March,  but 
it  is  likely  that  CBS  may  retain 
the  program  as  a  sustaining  fea- 
ture due  to  its  popularity. 


RCA -Victor  Given 
WLW  500  Kw.  Job 

World  Coverage  is  Predicted 
By  Experimental  Station 

RCA-VICTOR 


CO.,  has  been 
awarded  a  con- 
tract for  con- 
struction of  the 
"largest  broad- 
casting transmit- 
ter in  the  world", 
rated  at  500  kw., 
to  be  installed  at 
WLW,  Cincin- 


Mr.  Chambers  nati,  by  the  Cros- 
ley  Radio  Corp.,  according  to  an 
announcement  by  E.  A.  Nicholas, 
vice  president  of  RCA  Victor. 
Joseph  A.  Chambers,  chief  engi- 
neer of  WLW  and  WSAI,  the 
Crosley  stations  in  Cincinnati,  is 
supervising  the  entire  installation. 

Expenditure  for  the  new  station 
was  estimated  by  RCA  at  $400,000. 
The  contract  calls  for  installation 
of  the  transmitter  within  a  year. 
The  Commission  recently  granted 
the  Crosley  application  to  erect  the 
experimental  station,  which  will 
serve  as  a  practical  laboratory  for 
the  scientific  development  of  actual 
broadcasting  in  the  higher  power 
bracket. 

Ultra-Modern  Equipment 

THE  NEW  transmitter,  with  ten 
times  the  output  of  any  commer- 
cially licensed  station  in  this  coun- 
try, will  be  of  the  most  advanced 
type,  according  to  Mr.  Nicholas. 
It  will  utilize  20  of  the  largest 
transmitting  tubes  made  for  com- 
mercial use,  each  rated  at  100  kw. 
and  standing  about  six  feet  high. 

A  subsequent  announcement  by 
Powel  Crosley,  Jr.,  president  of 
the  Crosley  Corp.,  stated  that  the 
contract  calls  for  building  the  ra- 
dio frequency  amplifier,  the  high- 
power  modulation  unit  and  the 
power  supply  and  controls.  New 
buildings  to  house  the  500  kw. 
transmitter  and  a  840-foot  all  steel 
vertical  radiator  already  are  under 
construction  at  Mason,  0.,  22  miles 
north  of  Cincinnati. 

Huge  Coverage  Seen 

IT  IS  predicted  by  Mr.  Crosley 
that  the  500  kw.  transmitter  will 
provide  an  area  coverage  25  times 
that  of  the  present  50  kw.  unit. 
In  miles,  the  reliable  service  area 
of  WLW,  would  be  expa;ided  to 
include  a  gigantic  circle  whose  di- 
ameter would  be  more  than  5,000 
miles.  Providing  the  receiving  lo- 
cation is  good,  he  predicted  that 
the  station  might  be  picked  up  any- 
where in  the  world. 

Expected  to  be  completed  within 
eight  or  nine  months,  the  500  kw. 
WLW  will  operate  from  1  to  6  a.m. 
Mr.  Chambers  for  more  than  a 
year  has  been  doing  research  and 
experimental  work  preliminary  to 
the  design  of  a  practical  trans- 
mitter of  500  kw.  About  six 
months  ago  he  submitted  these  re- 
sults to  the  Commission,  which 
then  authorized  the  Crosley  con- 
cern to  proceed  with  construction. 


USE  OF  RADIO  for  electioneer- 
ing would  be  debarred  within  100 
feet  of  the  polls  under  a  bill  (H. 
366)  introduced  in  the  Nebraska 
legislature. 
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Advertising  Review  Committee 
Fails  to  Include  Broadcasters 

National  Advertisers,  Agencies  and  Publishers 
Organize  Permanent  Group;  Code  Drawn 


REPRESENTATIVES  of  national 
advertisers,  advertising  agencies 
and  publishers  form  a  permanent 
review  committee  organized  to 
formulate  plans  for  reviewing 
cases  considered  as  violating  sound 
advertising  ethics  and  standards. 
Organization  was  completed  at  a 
meeting  held  Feb.  1  in  New  York. 

Despite  the  large  share  of  ad- 
vertising carried  by  broadcasting 
stations,  no  representatives  of 
radio  are  on  the  committee. 

The  New  York  meeting  was 
sponsored  by  the  Association  of 
National  Advertisers  and  the 
American  Association  of  Advertis- 
ing Agencies,  which  had  promul- 
gated an  advertising  code  classi- 
fying bad  practices  and  had  named 
five  members  of  each  group  to  form 
a  permanent  review  committee. 

Committee  Personnel 

LEADERS  in  the  publishing  field 
were  invited  to  the  New  York 
meeting,  and  five  were  added  to 
the  committee.  The  whole  com- 
mittee follows: 

A.  N.  A.— Ralph  Starr  Butler, 
General  Foods  Corp.;  Lee  H.  Bris- 
tol, Bristol-Myers  Co.;  Bei'nard 
Lichtenberg,  Alexander  Hamilton 
Institute;  Ken  R.  Dyke,  Johns- 
Manville  Corp.;  Stuart  Peabody, 
The  Borden  Co. 

A.  A.  A.  A. — Raymond  Rubicam, 
Young  &  Rubicam,  Inc.;-  J.  K. 
Fraser,  The  Blackman  Co.;  Wil- 
liam H.  Johns,  Batten,  Barton, 
Durstine  &  Osborn,  Inc.;  A.  W. 
Erickson,  McCann-Erickson,  Inc.; 
H.  S.  Gardner,  Gardner  Advertis- 
ing Co.,  Inc. 

Publishers  —  Frank  Braucher, 
Crowell  Publishing  Co.;  Fred  A. 
Healy,  Curtis  Publishing  Co.;  Ed- 
gar Kobak,  McGraw-Hill  Publish- 
ing Co.,  Inc.;  John  C.  Sterling, 
McCall  Co.;  Louis  Wiley,  The 
New  York  Times. 

Paul  B.  West,  managing  direc- 
tor of  the  Association  of  National 
Advertisers,  and  John  Benson, 
president,  American  Association  of 
Advertising  Agencies,  will  cooper- 
ate with  the  committee. 

Tentative  Plan 

THE  IDEA  that  advertising  is 
quite  capable  of  handling  its  own 
ethical  problems  was  indorsed,  and 
it  was  agreed  unanimously  to  pro- 
ceed in  accordance  with  a  tenta- 
tive plan  already  drawn  up.  This 
tentative  plan  provides,  in  brief, 
for  the  utilization  of  the  National 
Better  Business  Bureau  as  the  ma- 
chinery for  handling  violations  of 
the  code.  If  no  satisfactory  agree- 
ment can  be  reached  between  the 
National  Bureau  and  the  adver- 
tiser, agent  or  publisher,  an  ap- 
peal can  be  made  to  the  review 
committee  which,  after  proper 
study  of  the  facts,  will  render  an 
opinion. 

Ralph  Starr  Butler  was  elected 
permanent  chairman  of  the  com- 
mittee. An  executive  committee 
consisting  of  Messrs.  Butler,  Bris- 
tol, Braucher  and  Erickson  was 
appointed  to  go  over  the  detailed 
plans  for  operation  and  to  submit 


the  plan  for  final  approval  to  the 
whole  committee.   Upon  action  by 
the  whole  committee  the  plan  will 
become  eff^ective. 

Advertising  Code 

THE  CODE  drawn  up  by  the  ad- 
vertisers and  the  agencies  classi- 
fies as  tending  to  discredit  adver- 
tising the  following  practices: 

1.  False  statements  or  mislead- 
ing exaggerations. 

2.  Indirect  misrepresentation  of 
a  product  or  service  through  dis- 
tortion of  details,  either  editorially 
or  pictorially. 

3.  Statements  or  suggestions  of- 
fensive to  public  decency. 

4.  Statements  which  tend  to  un- 
dermine an  industry  by  attributing 
to  its  products,  generally,  faults 
and  weaknesses  true  only  of  a  few. 

5.  Price  claims  that  are  mis- 
leading. 

6.  Pseudo-scientific  advertising, 
including  claims  insuificiently  sup- 
ported by  accepted  authority  or 
that  distort  the  true  meaning  or 
application  of  a  statement  made 
by  professional  or  scientific  au- 
thority. 

7.  Testimonials  which  do  not  re- 
flect the  real  choice  of  a  compe- 
tent witness. 


NBC  Auditions 

POLK  MILLER  PRODUCTS  Corp., 
Richmond,  Va.,  (Sergeant's  dog 
remedies)  on  Feb.  15  auditions  a 
program  for  NBC  featuring  Dr. 
Cohen,  who  writes  a  column  on 
household  pets  in  the  New  York 
Daily  Mirror.  Charis,  which  was 
supposed  to  be  set  with  a  pro- 
gram, is  evidently  still  undecided, 
for  on  Feb.  13  it  auditioned  a  new 
musical  program  for  NBC.  Other 
attractions  auditioned  before 
NBC's  program  board  for  sustain- 
ing and  commercial  use  are:  "True 
Dog  Stories;"  Pollock  and  Lawn- 
hurst,  two  pianos;  H.  L.  Winter, 
poetry  readings;  "Little  Ears," 
children's  program  with  Marion 
Allen  and  Milton  Cross;  Elvia  All- 
man;  Percy  Hemus  as  the  "Sing- 
ing Philosopher";  Franco- American 
Love  Songs,  with  Billy  Broussard, 
singer,  and  Frank  Novak,  pianist; 
"Busy  Lizzie  of  Broadway"  with 
Helen  Lowell  and  cast. 


Uses  Unsold  Time 

A  PRACTICE  of  promoting  on  the 
radio  all  commercial  accounts 
placed  with  KVI,  Taeoma,  Wash., 
has  been  undertaken  by  the  Puget 
Sound  Broadcasting  Company's 
station,  according  to  Edward  J. 
Jansen,  manager.  All  of  KVI's 
unsold  time  is  devoted  to  this  pur- 
pose. Attention  is  called  to  local, 
network  or  transcription  programs, 
sometimes  by  means  of  dialogue 
but  more  frequently  by  straight 
announcements.  Suggestions  as  to 
the  announcements  are  solicited 
from  agencies  and  advertisers. 


BUILDING  CONFIDENCE  BY  RADIO 

One  of  Largest  Building  and  Loan  Companies  Prefers 
 Its  ''Intimate  Touch"  to  Other  Media  


By  RICHARD  W.  MADSEN 
President,  Western  Loan  & 
Building  Co. 
Salt  Lake  City 

WHEN  a  finan- 
cial institution 
discontinues  ra- 
dio advertising  in 
times  of  economic 
stress,  it  immedi- 
ately becomes 
conspicuous  by 
its  absence  and 
suffers  by  nega- 
tive reaction. 
Mr.  Madsen  This  has  been  the 
observation  of  the  Western  Loan 
&  Building  Co.,  one  of  the  oldest 
and  most  consistent  users  of  radio 
advertising  over  the  new  50,000- 
watt  KSL  of  Salt  Lake  City. 

But  this  is  not  the  principal  rea- 
son why  this  company  has  re- 
tained its  radio  connection,  with 
but  brief  intermissions,  during  the 
past  five  years.  Western  Loan 
believes  in  building  confidence  by 
telling  its  patrons  and  prospective 
patrons  just  what  it  has  been 
doing  from  week  to  week — by 
making  them  know  and  feel  that 
they  are  "on  the  inside"  and  that 
all  is  well  as  the  business  days 
roll  by. 

Why  Radio  is  Used 

IN  OTHER  words,  Western  Loan 
has  used  radio  as  a  sort  of  reas- 


suring watchman  who  speaks  con- 
fidence in  the  security  of  his  trust. 
The  directors  felt  that  radio  had 
the  "intimate  and  reassuring 
touch"  to  accomplish  this  end  with 
smaller  unit  cost  and  greater  ef- 
fectiveness than  any  other  me- 
dium. 

Western  Loan  &  Building  Co. 
has  problems  peculiar  to  itself  and 
problems  in  common  with  other 
financial  institutions.  To  begin 
with,  it  is  the  largest  single  finan- 
cial institution  in  Intermountain 
America  and  one  of  the  largest 
building  and  loan  companies  in  the 
world.  Its  $26,000,000  of  assets 
are  represented  by  holdings  in 
every  one  of  the  forty-eight  states 
but  are  concentrated  principally  in 
the  eleven  western  states,  where 
there  are  more  than  600  Western 
Loan  &  Building  Co.  branch  offices. 

Why  Not  Periodicals? 

UNDER  these  circumstances  the 
greater  part  of  the  coverage  of  a 
national  publication  would  have 
been  wasted,  and  no  single  printed 
western  medium  would  have  been 
adequate  to  tell  the  story  as  widely 
as  Western  Loan  needed  its  story 
told.  It  became  obvious  to  the 
directors  that  the  logical  medium 
for  Western  Loan  coverage  of  the 
entire  eleven  western  states  was 
KSL,  the  CBS  outlet  in  Salt  Lake 
(Continued  on  page  29) 


Radio  is  Credited 
With  Trade  Gains 

NBC  Cosmetics  and  Drug 
Sponsors  Laud  Medium 

TESTIMONIALS  and  factual  re- 
ports that  prove  the  efficacy  of 
radio  advertising  in  the  drug  and 
cosmetic  fields  have  been  submit- 
ted to  NBC  in  response  to  a  recent 
survey.  NBC's  statistical  depart- 
ment has  also  issued,  revised  as  of 
Dec.  15,  1932,  a  "Study  of  the  Net- 
work Broadcast  Advertising  of  the 
Drug  and  Toilet  Goods  Industry," 
detailing  all  radio  expenditures  by 
various  advertisers  in  the  drugs, 
toilet  goods,  cosmetics  and  health 
appliance  fields. 

Wildroot  Co.,  Buffalo,  N.  Y., 
(hair  tonic)  experienced  the  larg- 
est increase  in  business  last  Oc- 
tober of  any  single  month  in  its 
history,  according  to  a  statement 
made  by  Franklin  Owens,  sales 
contact  man  for.  Wildroot,  to  Clar- 
ence L.  Davis,  vice  president  of 
Batten,  Barton,  Durstine  &  Os- 
born, which  handles  the  account. 

All  the  increases  in  sales  have 
been  made  within  100-mile  radius 
of  the  cities  from  which  the  Wild- 
root  program  was  broadcast,  and 
credit  for  all  expansions  is  given 
to  radio. 

400  Per  Cent  Gain  ^ 

LADY  ESTHER  Co.,  Chicag-o, 
(cosmetics)  went  on  the  air  in 
September,  1931,  using  radio  as 
the  sole  advertising  medium.  By 
May  1,  1932,  Lady  Esther  had 
done  as  much  business  as  in  the 
entire  year  1931.  By  Sept.  15, 
1932,  the  Lady  Esther  business 
had  increased  approximately  400 
per  cent. 

Ernest  M.  Oswalt,  president  of 
the  Campana  Corp.,  Batavia,  111., 
(Italian  balm)  wrote  as  follows  to 
NBC  regarding  the  Campana  pro- 
gram: 

"It  may  interest  you  to  know 
that  our  sales  are  running  slightly 
over  double  a  year  ago  and  have 
been  doing  so  for  many  months. 
When  this  increased  volume  gave 
us  a  few  more  thousand  dollars  to 
spend,  it  was  the  most  natural 
thing  on  earth  that  I  should  ask 
you  to  add  additional  stations. 
Your  response  to  this  request  in  a 
form  to  fit  our  business  was 
prompt  and  accui-ate  and  I  am 
most  appreciative  for  that. 

"I  consider  our  use  of  NBC  fa- 
cilities with  'The  First  Nighter' 
program  as  one  of  the  most  out- 
standing advertising  features  this 
company  has  used  in  the  building 
of  its  business.  No  other  single 
force  in  my  opinion  has  performed 
so  well." 

Business  at  Best 

J.  WALTER  THOMPSON  Co., 
agent  for  the  Calsodent  Corp.,  re- 
ports that  the  latter  has  had  a  40 
per  cent  increase  in  sales  since  go- 
ing on  the  air  and  as  a  result  is 
discontinuing  all  other  forms  of 
advertising  in  favor  of  radio. 

The  Barbasol  Co.,  Indianapolis, 
(shaving  cream)  which  now  has 
two  programs  on  NBC  and  a  third 
on  CBS,  reports  that  its  business 
is  the  best  in  its  history. 
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OWNED  AND  OPERATED  BY  THE  ST  LOUIS  POST-DISPATCH 

BLANKETS /the  BILLIONAREA 

Covers  a  Con/suming  PopulationXof  1,750,000 


Limited  Time  Now  Available  for 

Commercial  Programs 
Which  Meet  Station  Requirements 


Post-Dispatch  Merchandising  Cooperation 
Extended  to  KSD  Advertisers 

The  complete  cooperation  of  the  established  and 
experienced  Merchandising  Service  Bureau  of  the 
Post-Dispatch  is  available  to  advertisers  over  KSD. 
No  other  St.  Louis  broadcasting  station  can  offer 
the  effective  co-operation  of  the  organization  main- 
tained by  the  Post- Dispatch 


T.LOU 

Outlet  for  the  N.  B.  C.  Red  Network      »  »  »       500  Watts  -  550  Kilocycles 

The  Most  Efficient  Frequency  in  the  Broadcast  Band 


*The  Billionarea  Is  the  Greater  St.  Louis  Area.   Its  Population  Earns  and  Spends  More  Than  a  Billion  Dollars  a  Year. 
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Fan  Letters  Used 
For  Prospect  List 
By  Radio  Sponsor 

Prize  Awarded  to  Listener 
Who  Wrote  Best  Essay 

By  PAUL  R.  PRESTON 
Rock  Island  Representative 
Ferry-Hanly  Advertising  Co. 

ON  SUNDAY  night,  Dec.  18,  there 
was  completed  a  series  of  broad- 
casts on  WOC-WHO,  Davenport- 
Des  Moines,  sponsored  by  Nu- 
Way  Corp.,  Rock  Island,  111., 
which  contained  some  rather  novel 
ideas,  and  apparently  created  more 
than  a  usual  amount  of  good  will 
for  the  advertising  company. 

In  this  series  the  Nu-Way  Genii 
automatic  oil  burner  was  exploited. 
For  atmosphere,  "The  Old  Genii  of 
the  Bottle"  was  fished  from  the 
sea,  where  he  had  been  a  prisoner 
for  a  thousand  years,  and  loosed 
so  that  he  might  visit  the  earth 
again  each  Sunday  in  a  different 
country  of  the  globe,  but  only  in 
those  countries  where  Nu-Way 
burners  have  been  sold.  At  his 
command,  the  Genii  of  Melody  and 
the  Genii  of  Song  produced  de- 
lightful entertainment. 

Contest  Conducted 

DURING  this  series,  listeners  were 
encouraged  to  write  a  letter  to 
Nu-Way  Corp.  on  the  subject 
"Why  I  Want  a  Nu-Way  Genii 
Oil  Burner  in  My  Home."  Each 
week  the  writers  of  the  three  best 
letters  were  given  honorable  men- 
tion over  the  air,  and  on  the  final 
program  the  prize  winner  was  an- 
nounced. The  prize  was  a  Nu- 
Way  Genii  Automatic  Oil  Burner, 
completely  installed  with  a  250- 
gallon  tank  in  the  winner's  home. 

The  winner  was  R.  H.  Hulburt, 
of  Des  Moines.  C.  E.  Campbell, 
president  of  the  Nu-Way  Corpora- 
tion, made  a  brief  presentation  ad- 
dress over  the  air,  and  both  Mr. 
Hulburt  and  his  daughter.  Amy, 
responded. 

Sponsors  Pleased 

OFFICERS  of  the  Nu-Way  Corp. 
were  well  pleased  with  the  results 
obtained  through  the  medium  of 
WOC-WHO.  A  goodly  number  of 
letters  was  received,  many  very 
satisfactory  to  us.  These  letters 
provide  a  prospect  list  which  has 
been  referred  to  Nu-Way  dealers 
throughout  the  many  states  from 
which  they  came.  The  contest 
drew  letters  all  the  way  from 
White  Plains,  N.  Y.  to  New  Or- 
leans, to  Roseburg,  Oregon. 

This  was  the  first  venture  of  the 
Nu-Way  Corp.  into  advertising 
over  the  air,  and  both  the  makers 
of  Genii  oil  burners  and  the  Ferry- 
Hanly  Advertising  Co.  feel  that  it 
was  sufficiently  gratifying  to  con- 
tinue this  form  of  presenting  Nu- 
Way  products. 


OLDEST  DAILY  PROGRAM! 

Beauty  Shop  Feature  on  WBBM  Remains  Unchansed 
 During  Last  Six  and  Half  Years  


By  WALTER  L.  RUBENS 
Assistant  Sales  Manager 
WBBM,  Chicago 

HERE  IS  a  re- 
markable record, 
one  that  claims 
first  place  among 
the  long-lived 
programs  of  the 
air.  A  record  of 
^  six    and    a  half 

g^BMhr  Mm  years  of  daily 
^^Hk  iL  broadcasts  com- 

"J^^"/*'"^  bined  with  con- 
Mr.  Rubens  sistently  profit- 
able returns  is  held  jointly  by  the 
E.  Burnham  Beauty  Establishment 
and  WBBM,  CBS  key  station  in 
Chicago. 

A  pioneer  business  woman  and 
still  a  leader,  Mrs.  E.  Burnham, 
with  the  same  shrewd  foresight 
that  prompted  her  to  establish  the 
first  beauty  shop  in  the  world  in 
1871,  is  said  to  have  been  the  first 
in  the  beauty  business  to  sign  a 
commercial  contract  for  radio  ad- 
vertising. 

Program  Unchanged 

EVERY  day  since  she  signed  the 
contract  in  October,  1926,  Mrs. 
Burnham  has  sent  the  velvet-voiced 
Mary  Mould,  her  advertising  man- 
ager, to  the  WBBM  microphones. 
Miss  Mould  talks  to  listeners  sin- 
cerely and  sympathetically  regard- 
ing their  life,  home  and  love  prob- 
lems and  offers  suggestions  that 
aid  in  solving  life's  complexities 
through  the  attainment  of  beauty 
and  charm. 

Having  found  her  formula  for 
radio  advertising  successful,  this 
sponsor  has  adhered  to  the  same 
plan.  Presenting  the  same  speaker 
in  the  same  straight  forward  sales 
talk  at  the  same  times,  9:30  a.m. 
and  2  p.m.  daily,  year  after  year 
over  the  same  station,  she  has  thus 
disproved  the  theory  held  by  many 
advertisers  that  variety  is  the 
spice  of  program  life. 

Except   for   a   time  when  two 


periods  a  week  were  devoted  to 
the  sale  of  cosmetics  manufactured 
by  the  wholesale  department,  a 
separate  unit  of  the  E.  Burnham 
Estabishment,  the  program  proce- 
dure has  taken  the  form  of  first 
person  consultations.  Miss  Mould 
asks  her  listeners  to  telephone  in 
for  appointments,  stressing  the  in- 
dividual beauty  treatments  by  pro- 
fessionals. Check  up  on  program 
response  is  made  from  actual 
count  of  customers. 

Another  record — a  mail  record — 
was  made  by  the  Burnham  pro- 
gram last  spring  when  more  than 
17,800  requests  were  received  in 
answer  to  a  certificate  offer,  which 
was  made  with  no  advance  bally- 
hoo during  the  usual  final  credit 
announcement.  Listeners  were  told 
to  write  in  for  a  certificate  which 
would  entitle  them  to  a  sample  of 
Burnham's  French  Flowers  Cold 
Cream  when  presented  at  their 
neighborhood  drugstore.  Over  78 
per  cent  of  the  certificates  were 
redeemed.  According  to  Donald 
Burnham,  advertising  counsel  for 
the  firm,  this  test  proved  a  tre- 
mendous and  a  responsive  audi- 
ence. 

Further  demonstration  of  the 
popularity  and  widespread  appeal 
of  Miss  Mould's  beauty  talks  is 
shown  in  a  1933  survey  conducted 
by  Charles  J.  Gilchrest,  radio  edi- 
tor of  the  Chicago  Daily  News. 
In  this  contest  the  WBBM  Burn- 
ham Beauty  Chats  rated  second 
place  in  answer  to  the  question 
"What  is  the  Most  Popular  Wo- 
man's Feature?";  competing  in 
this  group  were  hundreds  of  net- 
work programs  featuring  all  types 
of  entertainment  and  artists. 

Miss  Mould,  who  writes  and  de- 
livers all  the  talks,  was  sent  by 
her  sponsor  to  spend  three  months 
abroad  last  summer  in  London, 
Paris,  Vienna,  the  Cote  d'Azure 
and  other  famous  European  re- 
sorts to  study  other  beauty  meth- 
ods and  gather  news  facts  for  her 
broadcasts. 


Storage  Furniture  Sold 
By  Spot  Announcements 

MRS.  WALTER  KLAPPERT,  pro- 
prietor of  Klappert's  Moving  and 
Storage  Co.,  Covington,  Ky.,  long 
has  been  an  enthusiastic  radio  ad- 
vertiser. She  found  she  got  re- 
sults in  the  way  of  new  customers 
for  moving  and  storage  service. 
But  recently  she  received  new 
proof  of  radio's  efficacy.  Mrs. 
Klappert  had  on  hand  a  large 
quantity  of  furniture,  to  be  sold 
for  storage  charges.  A  few  spot 
announcements  on  WCKY  brought 
crowds  who  bought  it  all. 


WHN  Gets  Full  Time 

WHN,  New  York,  operated  by 
Marcus  Loew  Booking  Agency,  has 
obtained  full  time  with  250  watts 
on  1010  kc.  through  procurement 
of  the  licenses  of  WRNY  and 
WQAO-WPAP,  both  in  New  York, 
with  which  it  formerly  shared. 
The  Commission  on  Jan.  31  con- 
sented to  voluntary  assignment  of 
WRNY's  license  from  Aviation 
Radio  Station,  Inc.,  to  the  agency, 
and  on  Feb.  3  approved  assign- 
ment of  WQAO-WPAP's  license 
from  the  Calvary  Baptist  Church. 


THE  GILMORE  CIRCUS,  NBC 
frolic  sponsored  by  the  Gilmore 
Oil  Co.  will  be  feature  of  the 
annual  auto  shows  in  Portland  and 
Seattle  in  the  latter  part  of  Feb- 
ruary and  early  in  March. 


OPERATED  by  International 
Broadcasting  Co.  (Ireland),  Ltd., 
with  a  nominal  capital  of  about 
$50,000,  the  new  60  kw.  Irish  Free 
State  broadcasting  station  at  Ath- 
lone  is  now  on  the  air  on  725  kc. 
The  company's  headquarters  at 
Dublin  handles  its  advertising  ac- 
counts. The  station  operates  along 
American  lines. 


NED  WAYBURN,  noted  trainer 
of  musical  comedy  stars,  has  an- 
nounced expansion  of  his  New 
York  studios  with  a  complete  ra- 
dio department  for  voice  training 
and  instruction  in  all  forms  of 
radio  technique.  Radio  studios  in- 
clude soundproof  walls,  control 
rooms,  amplifiers,  etc.  Wayburn's 
school  has  been  renamed  The  Ned 
Wayburn  Institute  of  Dancing  and 
Radio  Broadcasting  School. 


CBS  Makes  'Audit 
Of  Listening  Lives' 

NetworkPopularityCompared 
By  Price,  Waterhouse  &  Co. 

WHAT  IT  CALLS  an  audit  of 
"the  private  listening  lives  of  mil- 
lions of  radio-owners  from  coast 
to  coast"  has  been  issued  this 
month  by  CBS  in  a  handsome  book 
detailing  the  results  of  the  fourth 
study  of  radio  network  popularity 
conducted  by  Price,  Waterhouse  & 
Co.,  public  accountants. 

Comparisons  between  the  popu- 
larity of  CBS  and  other  network 
stations,  broken  down  into  per- 
centages and  with  rival  stations 
named,  are  presented  in  this  study 
which  was  prepared  primarily  for 
advertisers  and  agencies.  The  sur- 
vey was  conducted,  as  were  the 
previous  surveys  for  CBS  by  Price, 
Waterhouse  &  Co.,  by  sending 
stamped  postcard  questionnaires  to 
telephone  homes  which  asked  two 
questions : 

"1.  What  radio  station  do  you 
listen  to  most?" 

"2.  What  other  station  or  sta- 
tions do  you  listen  to  regularly?" 

The  postcards  carried  a  return 
address  to  Radio  Research  Bureau, 
with  a  postoffice  box  address  in 
New  York  City,  and  in  no  way 
indicated  that  the  survey  was  being 
conducted  by  or  for  CBS.  Eighty 
cities  were  covered  with  a  total  of 
212,500  postcards,  the  minimum 
number  of  cards  sent  to  each  city 
being  500  and  the  maximum  25,000 
according  to  1930  population.  Re- 
turns I'an  18.1  per  cent,  or  nearly 
one  out  of  every  five  ballots.  Audi- 
ence preference  of  networks  was 
measured  by  the  network  whose 
station  received  the  highest  num- 
ber of  mentions  in  reply  to  Ques- 
tion 1. 

Not  only  were  higher  returns 
reported  from  this  questionnaire, 
but  a  remarkable  growth  in  the 
popularity  of  CBS  stations  was 
recorded  over  the  preceding  three 
similar  surveys.  The  tables  rank- 
ing network  popularity  by  cities 
show  an  interesting  preponderance 
of  CBS  preferences,  and  will  be 
consulted  with  keen  interest  by  ad- 
vertisers and  agencies  planning 
network  campaigns.  Copies  of  the 
book  may  be  obtained  by  accredited 
parties  by  addressing  the  Columbia 
Broadcasting  System,  485  Madison 
Ave.,  New  York. 


Sponsors  Song  Contest 

IN  A  NEW  program,  broadcast 
over  WOC-WHO,  Dav.enport-Des 
Moines,  the  F.  W.  Fitch  Company, 
Des  Moines,  is  inviting  listeners 
to  send  in  new  verses  to  radio's 
original  hit  song,  "It  Ain't  Gonna 
Rain  No  More."  Wendell  Hall, 
author  of  the  song,  is  starred  on 
the  program.  Prizes  of  $5  each 
for  the  best  five  verses  are  offered, 
the  entries  to  be  written  on  the 
back  of  a  package  carton  of  Fitch's 
Shaving  Cream. 


A  SURVEY  of  radio  educational 
courses  in  colleges  and  universities 
is  being  made  by  the  U.  S.  Office 
of  Education,  and  will  be  followed 
by  the  issuance  of  a  list  of  such 
institutions  and  the  character  of 
the  courses. 
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Western  Electric  12 A  Transmitter  (right)  and  9 A  Speech  Input 
Equipment  (left)  as  installed  at  Station  WHAT,  Philadelphia 


Control  room  at  WHA  T,  showing  9 A  Speech  Input  Equipment  with 
Moving  Coil  Microphone  and  Western  Electric  Reproducer  Set 


....  Western  Electric  12A  Transmitters 

assure  quality,  compactness,  efficiency,  economy! 


Rated  at  100  watts,  the  Western  Electric  12A  Radio 
Broadcasting  Transmitter  is  noted  for  unusual  fre- 
quency stability  and  fidelity  of  transmission.  Complete 
absence  of  rotating  machinery — 100%  grid  bias  modula- 
tion— all  tubes  radiation  cooled,  are  some  of  its  outstand- 
ing features. 

For  power  higher  than  100  watts,  the  12A  Transmitter 
is  used  as  the  driver  for  the  71 A  Amplifier.  This  combina- 
tion will  deliver  250,  500  or  1000  watts,  depending  pri- 
marily upon  what  tubes  are  used  in  the  output  stage. 

Floor  space  of  only  25"  x  36"  is  required  for  complete 


100  watt  transmitting  equipment.  The  amplifier — giving 
increased  power  up  to  1000  watts  —  requires  additional 
floor  space  of  like  area.  The  Western  Electric  Moving  Coil 
Microphone  and  an  efficient  all  AC  operated  single  rack 
Speech  Input  Equipment  have  been  designed  for  use  with 
these  transmitting  equipments. 

Many  innovations  in  design  result  in  unusually  high 
quality  performance  and  economical  operation.  That's  why 
leading  stations  have  increased  their  popularity — and 
their  revenues — with  the  Western  Electric  12A  and  71A. 
Send  the  coupon  to  Graybar  for  complete  information. 


^     >     A                                                    ir^#               ^         ^  I  GRAYBAR  ELECTRIC  CO.  B-2-33 

Hr                                 K                 K       K  K              K       J   K               M        Jm     B       K  ■  |    Gentlemen :  Please  send  me  full  information  on  the  Western  Electric 

^    Y                                 ^                ^                               J^^^  ^                                   ^      ^  I    12A  Radio  Transmitter  and  71A  Amplifier. 

RADIO  TELEPHONE  BROADCASTING  EQUIPMENT       [  n.mb    

Distributed  by  GRAYBAR  Electric  Company  |  address       

^    CITY  STATE   — 
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Schuette  Explains 
Copyright  Issues 

Broadcasters'  Stand  Clarified 
In  RevicM'  of  Controversy 

AFTER  a  series  of  conferences 
concerning  the  copyright  situation, 
Oswald  P.  Schuette,  NAB  copy- 
right director,  on  Feb.  13  issued 
the  following  statement: 

"The  copyright  controversy  between 
the  broadcasting  stations  of  the 
United  States  and  the  American  So- 
ciety of  Composers,  Authors  and  Pub- 
lishers has  become  a  matter  of  so 
much  public  discussion  that  it  seems 
appropriate  to  make  a  frank  state- 
ment of  the  position  of  the  broad- 
casters. 

Music — classic  and  modern — com- 
prises a  large  portion  of  the  radio 
programs  which  are  furnished  free  to 
the  public  each  day  by  more  than 
600  broadcasting  stations  throughout 
the  United  States. 

Fair  Return  Justified 

"INASMUCH  as  music  is  so  impor- 
tant a  part  of  radio  entertainment, 
the  broadcasters  of  the  United  States 
have  a  vital  interest  in  the  encour- 
agement of  the  musical  genius  of  the 
nation.  Unless  this  creative  ability 
is  properly  rewarded,  the  steady  flow 
of  new  music  which  radio  needs  will 
not  long  continue.  Probably  more 
than  any  other  interest  in  the  United 
States,  radio  thrives  upon  the  con- 
tinued creation  of  new  and  inspired 
musical  compositions.  It  is,  therefore, 
the  prime  interest  of  radio  that  com- 
posers and  publishers  of  music  should 
be  fairly  compensated. 

"The  St.  Louis  convention  of  the 
National  Association  of  Broadcasters 
emphasized  this  position  by  the  unani- 
mous adoption  of  a  resolution  which 
declared  that  'the  composers  and  pub- 
lishers of  music  are  entitled  to  fair 
compensation,  measured  in  proportion 
to  the  actual  use  of  their  composi- 
tions.' 

"That  statement  sums  up  the  con- 
troversy between  the  broadcasters  and 
the  American  Society  of  Composers, 
Authors  and  Publishers.  The  latter 
organization,  with  something  over  100 
publishers  and  about  700  composers, 
has  insisted  upon  a  royalty  contract 
from  the  broadcasting  stations  in  the 
United  States  which  would  require 
them  to  pay  a  percentage  of  their 
receipts  from  programs  of  all  kinds, 
whether  they  contained  music  writ- 
ten or  published  by  members  of  the 
American  Society  or  not,  or  whether 
they  contained  any  music  at  all.  In 
addition  to  this  percentage,  each  sta- 
tion is  required  to  pay  a  sustaining- 
fee. 

Double  Fee  Cited 

"UNFORTUNATELY,  one  result  of 
this  contract  is  that  it  practically  ex- 
cludes from  the  air  music  written  or 
published  by  composers  or  publishers 
who  are  not  members  of  the  Society. 
For,  if  the  station  uses  such  indepen- 
dent music,  it  must  pay  a  double  fee. 
Having  already  paid  a  percentage  of 
the  receipts  from  every  program  for 
the  use  of  music  of  the  American  So- 
ciety, the  use  of  independent  music 
imposes  a  double  cost.  It  is  the  po- 
sition of  the  broadcasters  that  the 
Society  should  not  ask  royalties  from 
a  program  unless  its  music  is  actually 
used  in  it. 

"On  the  other  hand,  the  Society 
contends  that  it  has  a  right  to  ask 
arbitrary  fees  from  the  broadcasters 
because  the  music  of  its  members  is 
copyrighted  and  because  the  law  makes 
each  copyright  a  monopoly.  We  do 
not  question  the  monopoly  rights  of 
the  individual  copyright  owner  in  his 
copyrighted  work.  We  admit  that  the 
owner  of  an  individual  copyright  is 
entitled  to  fix  any  fee  he  pleases  for 
the  use  of  his  copyrighted  composi- 
tion.    In  that  ease,  the  user  simply 


Canadian  Military  Band 
Broadcast  Stirs  Protest 

CANADA'S  first  free  national 
broadcast,  sponsored  by  the  recent- 
ly-created Canadian  Radio  Com- 
mission, drew  vehement  protests 
from  the  Toronto  Musical  Protec- 
tive Association  on  account  of  the 
use  of  a  Dominion  military  band, 
the  Royal  Canadian  Regiment  Band 
of  London,  Ont. 

Complaints  were  filed  with  the 
Prime  Minister,  the  Commission 
chairman,  the  National  Defense 
Department  and  the  stations  which 
broadcast  the  program.  The  pro- 
tests were  made  prior  to  the  broad- 
cast, but  the  program  went  on  the 
air  Jan.  27  on  schedule. 

The  basis  of  the  complaints  was 
that  an  army  band  should  not  com- 
pete with  civilian  musicians.  Hec- 
tor Charlesworth,  chairman  of  the 
Commission,  promised  to  consider 
the  protests  in  planning  future 
broadcasts. 


Agency  Seeks  Ideas 

PARIS  &  PEART  agency,  370 
Lexington  Ave.,  New  York,  has 
adopted  the  policy  of  setting  aside 
two  afternoons  a  week  to  listen 
to  new  radio  ideas.  E.  J.  Cogan, 
in  charge  of  the  radio  department, 
interviews  any  and  all  who  believe 
they  have  something  new  in  either 
ideas  or  talent  for  radio.  The 
afternoons  set  aside  for  this  pur- 
pose are  Tuesdays  and  Thursdays. 


does  not  have  to  use  the  work  unless 
he  wishes  to.  And  if  he  wants  to  use 
it,  he  must  pay  for  it. 

"That  is  true  so  far  as  the  single 
owner  of  an  individual  copyright  is 
concerned.  But  when  the  owner  of 
such  a  copyright  joins  with  the  own- 
ers of  several  hundred  thousand  other 
copyrights,  as  in  the  case  of  the 
American  Society,  then  the  public  is 
entitled  to  protection  against  such 
a  combination  of  copyright  monopo- 
lies. When  such  a  combination  of 
copyright  owners  says  to  the  broad- 
caster, who  may  wish  to  use  only  a 
single  piece  by  a  single  composer, 
you  must  pay  a  percentage  of  all 
your  receipts  from  every  source,  then 
both  the  broadcaster  and  the  public — 
for  it  is  the  public  that  suffers — are 
entitled  to  protection. 

Other  Businesses  Affected 

"THIS  CONTROVERSY  between  the 
broadcasters  and  the  American  So- 
ciety has  also  spread  to  other  fields. 
The  American  Society  claims  that 
even  though  a  broadcasting  station 
has  paid  a  percentage  of  its  receipts 
to  the  Society  for  a  license  to  use 
the  music  controlled  by  that  organiza- 
tion, that  the  Society  is  also  entitled 
to  levy  a  license  fee  upon  any  busi- 
ness house — hotel,  restaurant  or  other- 
wise— which  may  use  a  radio  set  to 
receive  and  broadcast  music  for  the 
entertainment  of  its  customers. 

"Here  again,  the  Society  claims — 
as  it  does  in  the  case  of  the  broad- 
casters— that  it  has  the  complete 
power  arbitrarily  to  fix  the  license 
fee  and  that  a  refusal  to  pay  such 
a  license  will  be  met  by  suits  for  in- 
fringement. Every  rendition  of  such 
a  composition  is  a  separate  infringe- 
ment. Under  the  statute,  the  mini- 
mum penalty  that  can  be  fixed  by  any 
court,  even  for  a  single  infringement 
of  a  copyright  composition,  is  $250. 
No  individual  business  house — -any 
more  than  an  individual  broadcas*^- 
ing  station — can  withstand  such  an 
attack.  That  is  why  the  broadcast- 
ing industry  has  united  to  protect  the 
radio  stations,  the  independent  com- 
posers and  the  public." 


TALLEST  WOODEN  MAST— This 
is  the  German  Telefunken's  Radio 
Breslau,  which  is  said  to  have  the 
world's  tallest  wooden  mast.  Stand- 
ing 455  feet  high,  it  acts  as  the 
aerial  support  for  the  new  type  of 
anti-near-fading  aerial  which  is 
said  to  have  increased  the  60  kw. 
station's  service  area  20  per  cent. 


Southwest  Hookup 

NOTABLES  in  official  life  joined 
a  special  galaxy  of  stars  to  inaugu- 
rate the  new  Southwest  Broadcast- 
ing Co.  network,  using  Postal  Tele- 
graph lines,  Feb.  9.  Stations  in 
the  hookup  are  KTAT,  Fort  Worth; 
KOMA,  Oklahoma  City;  KGKO, 
Wichita  Falls;  WRR,  Dallas; 
WACO,  Waco;  KNOW,  Austin; 
KTSA,  San  Antonio;  KFDM,  Beau- 
mont; KTRH  and  KXYZ,  Houston. 
Howard  W.  Davis,  former  commer- 
cial manager,  has  been  promoted 
to  vice  president  in  charge  of  sales. 
Hyman  Maurice  has  been  named 
musical  director.  Mr.  Maurice  for 
five  years  was  guest  conductor  of 
various  Paramount-Publix  Thea- 
ters. 


Sub  for  McNamee 

AFTER  May  15  Graham  McNa- 
mee will  not  be  used  on  the  Texaco 
programs  over  NBC-WEAF  as  Ed 
Wynn's  straight  man.  Wynn  is 
scheduled  to  go  to  the  coast  on 
May  15  to  be  featured  in  a  pic- 
ture for  M-G-M.  McNamee  is 
unable  to  accompany  him  to  the 
coast  because  of  his  contract  with 
Universal  to  record  their  news- 
reels.  Texaco  Fire  Chief  pro- 
grams will  be  continued  from  the 
coast  with  Wynn  using  a  new 
straight  man.  Who  he  will  be  has 
not  been  determined. 


Sen.  White,  Sykes 
To  Represent  U.  S. 

Preparatory  Conference  Fails 
To  Produce  United  Policy 

SENATOR  Wallace  White,  Jr., 
(R.)  of  Maine,  and  Acting  Chair- 
man E.  0.  Sykes  of  the  Radio 
Commission  will  comprise  the 
American  delegation  to  the  forth- 
coming North  American  confer- 
ence for  redistribution  of  broad- 
casting channels,  at  which  the 
question  of  widening  the  broad- 
cast band  will  be  considered,  it 
was  announced  Feb.  6  at  the  State 
Department. 

Announcement  came  coincident 
with  the  holding  of  the  first  pre- 
paratory meeting  for  the  confer- 
ence, expected  to  take  place  in 
Mexico  City  in  April.  The  meet- 
ing was  called  by  Undersecretary 
Castle  and  was  attended  by  radio 
oflacials  of  the  various  governmen- 
tal agencies,  broadcasters,  marine 
and  aviation  communications 
groups  and  others  directly  or  in- 
directly interested  in  possible  al- 
teration of  channel  assignments 
below  550  kc.  with  a  view  of  pro- 
viding additional  space  for  North 
American  broadcasting. 

No  definite  agreement  as  to 
the  stand  to  be  taken  by  the 
United  States'  delegation  was 
reached,  and  only  cursory  consid- 
eration was  given  to  the  impor- 
tant question  of  allocations.  The 
position  of  organized  broadcasters 
on  the  enlargement  project  will 
be  decided  upon,  at  a  meeting  of 
the  NAB  board  of  directors  called 
by  President  A.  J.  McCosker, 
WOR,  Newark,  in  Washington 
Feb.  20.  It  is  expected  that  the 
State  Department  will  call  another 
meeting  of  this  general  prepara- 
tory group  following  the  NAB 
board  meeting. 

While  April  1  tentatively  has 
been  fixed  as  the  date  for  the  con- 
ference in  Mexico  City,  it  has  been 
indicated  that  a  later  date  might 
be  decided  upon.  The  conference 
is  being  held  pursuant  to  the  terms 
of  the  International  Radio  Confer- 
ence held  in  Madrid  last  fall,  when 
the  way  was  opened  for  possible 
enlargement  of  the  broadcast  band 
by  regional  agreements. 

Attending  the  Feb.  6  confer- 
ence in  behalf  of  broadcasters  were 
F.  M.  Russell,  NBC  Washington 
vice  president;  H.  A.  Bellows,  CBS 
Washington  vice  president,  and 
Philip  G.  Loucks,  NAB  managing 
director.  Others  in  attendance,  be- 
sides Senator  White  and  Judge 
Sykes  were  Dr.  C.  B.  Jolliffe,  Com- 
mission chief  engineer;  Dr.  Irvin 
Stewart,  State  Department;  Capt. 
S.  C.  Hooper,  director  of  naval 
communications,  and  Paul  M. 
Segal,  Washington,  representing 
the  American  Radio  Relay  League. 

To  cover  expenses  of  the  Amer- 
ican delegation,  President  Hoover 
has  transmitted  to  Congress  a  rec- 
ommendation that  the  unexpended 
balance  of  the  $80,000  appropria- 
tion for  the  Madrid  conference  be 
turned  over  to  the  State  Depart- 
ment for  North  American  confer- 
ence use.  It  was  estimated  that 
the  left-over  funds  would  be  suffi- 
cient to  defray  the  cost  of  the 
forthcoming  conference.  The  com- 
munication was  referred  to  the 
House  Appropriations  Committee 
and  favorable  action  is  hoped  for 
prior  to  adjournment  March  4. 
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it  MEANS 


BROACmSTING 


"The  Trade  Journal  of  The  Industry 


•  •  •  With  this  issue  BROADCASTING,  the  youngest 

major  publicatio:i  in  the  radio  and  advertising 
fields,  absorbs  BROADCAST  ADVERTISING, 
the  oldest  magazine  devoted  to  radio  advertising. 

•  •  •  BROADCASTING  takes  pride  in  its  achievement, 

in  only  16  months  of  existence,  of  first  place  among 
all  media  reaching  all  the  elements  in  the  radio 
broadcasting  industry. 

•  •  •  The  combined  circulation  of  the  two  magazines 

offers  an  unrivalled  medium  through  which  to 
reach  all  the  elements  which  spend  the  radio 
dollar. 

•  •  •  BROADCASTING'S   readership   now  embraces 

actual  and  potential  radio  advertisers,  practically 
all  advertising  agencies  handling  radio  accounts, 
station  and  network  executives  and  staffs  and 
nearly  everyone  else  interested  in  the  business  of 
broadcasting. 


Closing  Dates 


for 


Write  For 


Advertising  copy 


Information  Regarding 
Rates  —  Coverage 
and  Other  Data 


870  National  Press  Buildins 
Washington,  D.  C. 


March  1  issue  -  -  Feb.  22 
March  1 5  Issue  -  March  9 
April  1  Issue  -  -  March  23 
April  1 5  Issue  -  -  April  9 
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I 


WCKY 

III  


C  I 


•  Associate  Station  N. B.C.— 5000  Watts— Clear  Chani 


CINCINNATI'S  LARGEST 
and  LEADING  MERCHANTS 
USE  WCKY  EXCLUSIVELY 


I 


IN  CINCINNATI  IT'S  THE  ENQUIRER, 
TIMES -STAR  AND  THE  POST  FOR 
READERS— BUT  WCKY  FOR  LISTENERS! 


OWNED      AND      OPERATED  BY 

L.  B.  WILSON 

INCORPORATED 


I 


Coca  Cola  test  on  a 
Telephone  Excl;  ;e 


Associate  station  of 
than  75  per  ce 


5,000  watts — Transr  i 
cinnati,  giving  a 


mil 


WCKY  represents  £  item 
estimated  net  i 
buying  area. 

H.  8C  S.  Pogue— ^ 
Drug  Stores  aij  m 
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The  Voice  of- 


N  C  I  N  N  A  T  I 


bI — Unlimited  Time^  No  Less  Than  17  Hours  Daily 


•  •  •  F  A  C  T  S  •  •  • 


6'ning  program  completely  paralyzed  Cincinnati 
5;e  with  25,000  calls.    Result:    3  yr.  contract. 

National  Broadcasting  Company.  Carry  more 
ay  and  night  chain  programs. 

(ir  less  than  six  miles  from  the  heart  of  Cin- 
isistently  strong  signal  assuring  clear  reception. 

tential  listening  audience  of  2,326,500  with  an 
ne  of  ^743,659,000.00  within  its  concentrated 


y  8C  Carew— Shillito's— RKO  Theatres— King 
Itnany  others  are  getting  results  from  WCKY. 


Most  of  the  nation's  great  corporations  are  selling  their  products 
through  WCKY — Lambert  Pharmacal  Co. — Pepsodent  Co. — Max- 
well House  Coffee — Nestle  Chocolateers — Bayer  Aspirin  Co. — 
Palmolive  and  Super  Suds — Tastyeast  Company — The  Clicquot 
Club  Company — Blue  Ribbon  Malt — Campana  Corporation — Hinds 
Honey  and  Almond  Cream — Sealed  Power  Corporation — R.  L. 
Watkins  Company — Atlantic  and  Pacific  Tea  Company — Oval- 
tine  Company — Kraft  Cheese  Company — Westinghouse  Electric 
Corporation — Louis  Phillippe — Reid  Murdock — Fleischmann  Yeast 
Company. 

21  years  of  executive  experience  in  banking  and  business  manages 
WCKY.  15  years  of  editing  and  dramatic  criticism  on  metro- 
politan dailies  heads  its  continuity  staff.  23  years  of  show  busi- 
ness experience  produces  its  programs. 


^Tf  you  are  using  WCKY^  it  is  no  secret 
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^'Naturals"  for  Radio 

THE  SELLING  JOB  that  radio  has  done  for 
drug  and  toilet  goods  manufacturers,  some 
of  whom  report  so  glowingly  elsewhere  in  this 
issue,  is  little  short  of  remarkable.  These 
endorsements  of  radio  ought  to  be  proof  suffi- 
cient to  other  concerns  in  the  same  field  that 
they,  too,  can  use  radio  to  their  advantage. 
The  wonder  really  is  that  more  firms  in  the 
toiletries  field,  taking  their  cue  from  the  lead- 
ers, are  not  throwing  their  budgets  more  tow- 
ard radio. 

There  is  no  question  but  that  radio  is  a 
natural  medium  for  such  accounts,  as  it  is  for 
foods  and  beverages  (which  last  year  led 
toiletries  for  first  place  in  network  expendi- 
tures). Morning  and  afternoon  hours,  as  well 
as  evening,  are  suitable  for  many  of  these 
accounts,  too,  as  some  of  the  sponsors  have 
found  to  their  great  satisfaction. 

Having  proved  its  efficacy  as  a  direct  selling 
medium  for  essential  products,  radio  should 
now  concentrate  also  on  developing  institu- 
tional accounts.  Ours  is  a  natural  medium  for 
banks,  public  utilities,  railroads,  etc.,  which 
have  a  great  stake  not  only  in  selling  their 
services  but  in  keeping  the  public  informed 
about  their  institutional  progress.  It  is  our 
purpose  in  succeeding  issues,  as  we  have  done 
before,  to  cari-y  more  articles  about  the  meth- 
ods used  and  success  achieved  in  such  cam- 
paigns. We  will  welcome  the  cooperation  of 
advertisers,  agencies  and  broadcasters. 


Making  the  Show  Fit 

SEEKING  to  appeal  to  the  various  classes  of 
people  who  shop  in  department  stores,  WIP, 
Philadelphia,  operated  by  the  Gimbel  Brothers 
Store,  has  found  that  a  variety  of  programs 
brings  best  results.  One  of  its  features  is  the 
Gimbel  Shopper,  presenting  straight  adver- 
tising talks  interspersed  with  fashion  hints 
and  with  a  dramatization  of  a  daily  cablegram 
from  a  fashion  expert  in  Paris.  Another  pro- 
gram is  the  Home  Makers'  Club,  appealing  to 
the  average  class  of  home  folk  who  constitute 
the  major  portion  of  any  city. 

It  may  be  argued,  of  course,  that  this  de- 
partment store,  operating  its  own  station,  can 
well  afford  to  experiment  with  radio  because 
it  can  command  as  much  time  on  the  air  as 
it  chooses.  But  that  does  not  alter  the  point 
its  advertising  managers  make,  which  is  that 
various  types  of  programs  can  be  made  to 
appeal  to  various  classes  of  shoppers — and 
can  be  made  to  pull!  We  have  pointed  out 
before  that  the  department  store  field  is  one 
that  has  scarcely  been  scratched  by  radio, 
despite  the  fact  that  such  leading  American 
stores  as  Macy's,  Lord  &  Taylor  and  Gimbel's 


have  shown  how  radio  can  be  used  effectively. 

Gimbel's  tried  another  interesting  experi- 
ment in  variety.  Alvin  Grauer,  the  store's 
assistant  advertising  manager  and  a  brother 
of  Ben  Grauer  of  NBC  fame,  went  on  the  air 
with  15  minutes  of  poetry  on  Wednesday  and 
Friday  evenings  and  Sunday  afternoons.  Mail 
response  was  carefully  checked,  and  showed 
the  feature  was  being  followed  by  listeners 
in  the  better  residential  sections  of  the  city. 
Production  cost  of  the  program  was  low,  and 
it  was  promoted  largely  by  the  book  depart- 
ment. In  six  months  Mr.  Grauer  mailed  out 
12,500  request  copies  of  the  poems,  along  with 
other  direct  mail  pieces. 


Political  Spoils 

WHATEVER  the  incoming  Democratic  Ad- 
ministration does  about  radio  after  March  4, 
it  should  not  tamper  with  the  technical  and 
specialized  activities  and  personnel  of  the 
Radio  Commission  which  are  now  functioning 
smoothly  under  responsible  non-political  heads. 
It  might  prove  disastrous  to  subject  those 
branches  to  the  whims  and  caprices  of  politi- 
cal bosses,  who  are  interested  only  in  doling 
out  patronage. 

That  there  will  be  new  personnel  and  new 
policies  for  the  Commission,  appears  evident. 
How  deeply  the  Roosevelt  "new  deal"  will  cut 
into  radio  regulation,  however,  is  conjectural, 
although  it  is  known  that  much  pressure  is 
being  brought  upon  Democratic  headquarters 
to  clean  out  even  down  to  clerical  jobs. 

It  seems  certain  that  Judge  Sykes,  whose 
term  of  office  expires  Feb.  23,  and  who  has 
been  reappointed  by  President  Hoover,  will 
become  the  new  chairman.  While  his  tenure 
is  expected  to  lapse  from  Feb.  23  to  March  4, 
it  is  practically  assured  that  he  will  be  re- 
named by  President-elect  Roosevelt  as  soon 
as  he  assumes  office  and  promptly  elevated 
to  the  chairmanship — moves  that  will  be  highly 
favored  on  all  hands. 

It  seems  just  as  certain  that  Prof.  Jensen, 
named  by  President  Hoover  for  the  fourth 
zone  vacancy,  will  not  be  confirmed  at  the 
current  session  and  will  not  be  given  a  new 
appointment  by  the  incoming  president.  He 
is  a  Republican.  The  post  is  slated  to  go  to 
a  Democrat,  to  give  the  new  administration 
the  majority  on  the  Commission.  But  strange 
things  happen  in  politics! 

There  is  much  sentiment  in  favor  of  a  Com- 
munications Commission  to  supplant  the  Radio 
Commission,  as  proposed  in  the  Roosevelt- 
endorsed  Rayburn  Bill  pending  in  the  House, 
which  is  a  counterpart  of  the  Couzens  bill  in 
the  Senate.  It  is  no  secret  that  the  Commis- 
sion has  been  accused  of  unduly  yielding  to 
political  pressure,  if  not  of  outright  malad- 
ministration, in  certain  instances.  Certainly 


The  RADIO 
BOOK  SHELF 

AN  INVALUABLE  record  of  the  most  pro- 
gressive thought  of  radio  and  its  relation  to 
education  is  contained  in  "Radio  and  Educa- 
tion, 1932,"  (University  of  Chicago  Press, 
$3)  edited  by  Levering  Tyson,  director  of  the 
National  Advisory  Council  on  Radio  in  Edu- 
cation. Covering  the  proceedings  of  the  sec- 
ond annual  assembly  of  the  council  at  Buffalo 
last  May,  the  volume  not  only  reveals  the 
changes  in  educational  broadcasting  but  it 
delves  into  the  moot  issue  of  radio  advertising 
as  well. 

Among  the  papers  are  the  following:  "Mer- 
chandising a  Radio  Program,"  by  Paul  Kes- 
ten,  of  CBS;  "The  Radio  Station  as  a  Com- 
munity Enterprise,"  by  Edgar  Bill,  WMBD, 
Peoria,  111.;  "The  Trend  of  Radio  Program  in 
the  United  States,"  by  Commissioner  Harold 
A.  Lafount;  "The  Problem  of  the  Institutional- 
ly Owned  Station,"  C.  M.  Jansky,  Jr.,  con- 
sulting radio  engineer;  "What  Radio  Can  Do 
for  the  Farmer,"  Senator  Arthur  Capper; 
"Broadcasting  Abroad,"  by  William  Hard; 
"Radio  Advertising,"  by  Howard  Angus. 


THE  SIXTY-FIFTH  edition  of  the  "Directory 
of  Newspapers  and  Periodicals  for  1933"  (N. 
W.  Ayer  &  Sons)  recounts  that,  despite  the 
depression,  the  number  of  publications  in  the 
United  States  and  Canada  decreased  only  4 
per  cent  in  1932,  the  total  being  21,109  as 
of  Jan.  1.  At  the  beginning  of  1933,  there 
were  2,868  dailies,  with  an  aggregate  circu- 
lation of  38,826,000,  and  11,970  weekly  news- 
papers in  both  countries. 

The  directory  contains  1357  pages  and  100 
maps,  lists  all  known  publications  in  this 
country  and  Canada  and  carries  word  pic- 
tures of  each  state  and  province,  setting  forth 
its  size,  topography,  soil,  climate,  wealth,  bus- 
iness statistics,  transportation  facilities,  pop- 
ulation (broken  down)  and  the  percentage  of 
families  owning  radio  receivers. 


A  BOOK  written  by  engineers  for  engineers 
is  "Radio  Engineering  Handbook",  edited  by 
Keith  Henney,  associate  editor  of  Electron- 
ics, (McGraw-Hill  Book  Co.,  New  York;  $5). 
The  volume  is  thoroughly  technical  and  was 
prepared  by  22  specialists.  All  phases  of 
radio  engineering,  from  fundamental  prin- 
ciples to  the  latest  practical  applications,  are 
covered  in  583  pages  and  482  illustrations. 


USE  OF  the  long  waves  for  broadcasting  is 
held  desirable  by  P.  P.  Eckersley,  well-known 
British  engineer,  in  a  paper  published  in  the 
February  issue  of  I.  R.  E.  Proceedings.  The 
paper,  from  a  technical  standpoint,  is  regarded 
as  important  in  view  of  the  approaching  North 
American  Conference  on  frequency  allocations. 
Mr.  Eckersley  concludes  that  the  present  10  kc. 
separation  between  frequencies  is  insufficient. 


its  method  of  regulation  could  be  improved, 
and  perhaps  a  Communications  Commission, 
composed  of  men  selected  from  the  whole  field 
of  communications,  will  be  the  ultimate  solu- 
tion after  a  few  years. 

The  resignation  of  General  Counsel  Patrick, 
prompted  by  his  desire  to  return  to  private 
practice,  provides  the  first  staff  vacancy  for 
Democratic  disposal.  Mr.  Patrick's  distin- 
guished stewardship  as  the  Commission's 
highly  successful  barrister  will  be  missed. 
His  successor  should  not  be  a  political  office- 
seeker,  unacquainted  with  radio  and  its  own 
peculiar  field  of  jurisprudence. 
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UNCLE  SAM  loses  its  "best  ra- 
dio lawyer"  with  the  resignation 
of  Duke  Moyer  Patrick  as  general 
counsel  of  the  Federal  Radio  Com- 
mission. 

Effective  March  1,  Mr.  Patrick 
leaves  the  Government  after  three 
yetxTs  of  exemplar  legal  steward- 
ship, during  which  he  recorded  a 
legal  batting  average  of  nearly 
1,000.  During  those  years  he  han- 
dled every  radio  case  carried  to 
the  Court  of  Appeals  of  the  Dis- 
trict of  Columbia,  which  sits  as  a 
sort  of  Super-Radio  Commission, 
and  lost  only  one — the  WIBO  case 
— that  had  its  inception  during  his 
tenure. 

Only  32  years  old,  Duke  Pat- 
rick returns  to  private  practice  of 
law  in  Washington,  young  in  years 
but  a  seasoned  veteran  in  the 
swiftly  moving  field  of  radio  ju- 
risprudence. In  private  practice 
he  joins  John  W.  Guider,  also  well 
known  in  the  field  of  radio  law. 
The  firm  is  Hogan,  Donovan,  Jones, 
Hartson  &  Guider,  one  of  the  old 
line  practices  in  Washington. 

Mr.  Patrick  leaves  the  Commis- 
sion with  the  well-wishes  of  its 
entire  personnel.  Despite  the  re- 
quests of  his  superiors  that  he 
reconsider  and  remain  as  general 
counsel,  he  insisted  upon  leaving. 
And  he  has  left  a  record  of  court 
victories  and  all-around  perform- 
ances for  his  successors  to  shoot 
at  for  some  time  to  come. 

Duke  Moyer  Patrick  was  born 
July  3,  1900,  on  a  farm  at  Para- 
gon, Morgan  County,  Ind.,  the  son 
of  Mr.  and  Mrs.  Bruce  T.  Patrick. 
His  parents  still  reside  there.  Re- 
ceiving his  preliminary  education 
in  the  local  public  schools,  he  then 
enrolled  at  Purdue  University, 
graduating  in  1921  with  a  B.S. 
degree.  He  continued  his  educa- 
tion at  the  University  of  Michi- 
gan, obtaining  his  degree  as  Doc- 
tor of  Jurisprudence  in  1925. 

Upon  leaving  law  school,  young 
Patrick  began  practice  in  Lafay- 
ette, Ind.,  and  remained  there  until 
May,  1927,  when  he  settled  in 
Indianapolis  to  specialize  in  utili- 
ties practice  before  the  Federal 
courts  and  the  State  Utilities  Com- 


mission. He  was  engaged  in  that 
practice  when  he  received  the  call 
to  Washington  on  Jan.  27,  1930. 

For  two  years  he  served  as  as- 
sistant general  counsel  in  charge 
of  litigation.  Then,  on  March  28, 
1932,  he  was  rewarded  with  the 
general  counselship  when  his  pred- 
ecessor, Col.  Thad  H.  Brown,  was 
elevated  to  Commissioner. 

Perhaps  Mr.  Patrick's  most  sig- 
nificant contribution  to  radio  juris- 
prudence, but  one  not  generally 
appreciated  by  the  layman,  was 
the  codification  of  procedure,  law 
and  regulations  governing  radio, 
called  the  Rules  &  Regulations. 
Although  promulgated  on  Feb.  1, 
1932,  this  handbook  on  radio  law 
was  instituted  by  Mr.  Patrick 
about  a  year  after  his  appoint- 
ment to  the  Commission.  These 
regulations,  except  for  a  few  minor 
amendments,  are  in  full  force  to- 
day. 

Much  fundamental  radio  law  has 
been  written  by  the  courts  during 
the  tenure  of  the  retiring  general 
counsel.  In  the  famous  Brinkley 
and  Shuler  cases,  the  court  settled 
the  issue  of  improper  use  of  radio 
facilities  as  "private  mouthpieces", 
and  sustained  the  Commission's 
right  to  delete  stations  because 
of  objectionable  programs.  In  the 
Durham,  Ansley  and  related  cases, 
the  court  upheld  the  Commission's 
controverted  quota  regulations. 
The  legality  of  the  Commission's 
examiner  system  was  sustained  in 
the  Sproul  case.  As  a  matter  of 
fact,  the  validity  of  the  bulk  of 
the  provisions  in  the  Rules  &  Reg- 
ulations were  tested  in  these  and 
other  court  cases  and  were  sus- 
tained in  virtually  every  instance. 

Endowed  with  a  pleasing  per- 
sonality and  a  sparkling  sense  of 
humor,  Duke  Patrick  is  a  popular 
member  of  the  "Kilocycle  Fra- 
ternity" in  Washington.  His 
charming  wife,  who  was  Gwen- 
dolyn J.  Patten,  of  Lafayette,  fig- 
ures prominently  in  the  "Static 
Sorority",  the  Ladies'  Auxiliary. 
They  were  married  Oct.  26,  1928. 

An  enthusiastic  sports  fan,  Mr. 
Patrick  calls  golf  his  hobby,  al- 
though he  indulges  spasmodically 
in  fishing  and  tries  his  hand  at 


PERSONAL  NOTES 


GEORGE  BRICKER,  for  the  past 
year  and  a  half  director  of  public  re- 
lations for  WMCA,  New  York,  has 
been  made  sales  promotion  director 
for  the  station.  He  is  succeeded  in 
the  public  relations  department  by 
Capt.  Bob  Wood,  former  radio  editor 
of  the  New  York  World  and  former 
managing  editor  of  Radio  Guide. 

M.  H.  AYLESWORTH,  president  of 
NBC  and  RKO,  addressed  the  annual 
meeting  of  the  National  Institute  of 
Social  Sciences  in  New  York  Feb.  3 
on  "The  Social  Effects  of  Broadcast- 
ing." 

G.  A.  RICHARDS,  president  of  WJR, 
Detroit,  has  returned  to  Detroit  after 
nine  weeks  at  his  winter  home  in  Bev- 
erly Hills,  Cal. 

SAM  BENTO,  formerly  associated 
with  WAPI,  Birmingham,  is  now  man- 
ager of  KNOW,  Austin,  Tex. 

J.  D.  SAUMENIG,  formerly  with 
WFLA-WSUN,  Clearwater,  Fla.,  has 
been  appointed  manager  of  WNOX, 
Knoxville,  Tenn. 

HANSSELL  W.  SMITH,  formerly 
with  the  Hamman-Lesan  and  McCann- 
Erickson  agencies  in  San  Francisco, 
has  been  appointed  advertising  direc- 
tor of  KFRC,  San  Francisco. 

EDWARD  J.  GANTS,  formerly  with 
the  Newell-Emmett  Co.,  New  York, 
and  with  College  Humor  Magazine, 
has  been  appointed  to  the  advertising 
staff  of  Radio  Stars,  published  by  the 
Dell  Publishing  Co.,  New  York. 

T.  G.  TINSLEY,  II,  commercial  mana- 
ger of  WDEL  and  WILM,  Wilming- 
ton, Del.,  has  been  placed  in  charge 
of  operations. 

ERNEST  BADER  has  taken  over  the 
management  of  WAAW,  Omaha.  As- 
sociated with  him  is  the  Buchanan- 
Thomas  Advertising  Agency,  Omaha. 

J.  C.  HETHERINGTON  has  been 
named  assistant  director  of  sales  for 
KMOX,  St.  Louis,  according  to  J.  L. 
Van  Volkenburg,  director  of  opera- 
tions. Mr.  Hetherington  joined  KMOX 
last  April.  He  was  associated  former- 
ly with  the  Wabash  Railway  and  at 
one  time  with  the  Chicago  Tribune. 

ROGER  W.  McADAM,  formerly  as- 
sociated with  WEAF,  New  York,  and 
NBC,  and  at  one  time  a  member  of 
the  New  Jersey  Radio  Commission, 
has  been  appointed  commercial  mana- 
ger of  WHOM,  Jersey  City,  according 
to  Harry  F.  O'Mealia,  president.  Mr. 
McAdam  was  with  WEAF  when  it 
was  operated  by  the  A.  T.  &  T.  Co. 

EARLE  C.  ANTHONY,  owner  of 
KFI-KECA,  Los  Angeles,  has  been  va- 
cationing in  Hawaii. 

RAYMOND  V.  HAMILTON,  former 
assistant  sales  manager  of  WLW,  Cin- 
cinnati, has  rejoined  WCLO,  Janes- 
ville.  Wis.,  as  assistant  manager  in 
charge  of  sales  after  an  absence  of 
two  years. 

ARTHUR  KAHLES,  manager  of  KFI- 
KECA,  Los  Angeles,  Glen  Dolberg, 
his  assistant,  and  Carl  Haverlin,  ex- 
sales  manager  of  the  stations,  spent 
the  early  part  of  February  in  San 
Francisco  conferring  with  Don  Gil- 
man,  NBC  vice  president  and  coast 
chieftain. 

ROLAND  BRADLEY,  former  announ- 
cer and  dramatic  director  at  WGY, 
Schenectady,  has  joined  WHAM,  Ro- 
chester, where  he  is  playing  with  Jack 
Lee's  players  and  doing  a  sustaining 
"poetry  exchange." 


bridge  and  other  card  games.  He 
is  a  member  of  Pi  Kappa  Alpha, 
social  fraternity,  and  of  Phi 
Delta  Phi,  legal.  He  belongs  to 
the  Columbia  Club  of  Indianapolis 
and  the  Congressional  Country 
Club  of  Washington,  and  is  a 
Mason. 


BEHIND 
THE  MICROPHONE 


MEMBERS  of  the  continuity  depart- 
ment of  KOIL,  Omaha-Council  Bluffs, 
with  other  writers  in  the  two  cities, 
have  organized  "Associated  Radio 
Writers"  group  to  market  their 
scripts  after  they  have  been  presented 
from  KOIL. 

JOHN  HENRY  LYONS,  director  of 
music  education  for  the  Pasadena 
(Cal.)  public  schools  and  educational 
director  for  the  Los  Angeles  Philhar- 
monic Orchestra,  late  in  January 
started  his  usual  winter  series  over 
KECA,  Los  Angeles,  with  a  weekly 
talk  for  young  people. 

KIEV,  new  station  at  Glendale,  Cal., 
has  added  to  its  staff  the  following: 
Lucille  Ray,  contralto;  Phyllis  Peter- 
son, ballads;  Frederick  Fox,  bari- 
tone; Charles  O'Haver,  basso,  and 
Betty  Hale,  character  impersonator. 
Philip  Bowman  has  been  appointed 
chief  announcer  and  Ethel  Kay  stu- 
dio accompanist. 

HAL  CHAMBERS  has  joined  KMPC, 
Beverly  Hills,  Cal.,  as  announcer. 

JERRY  JOYCE,  at  one  time  with 
KFWB,  on  Feb.  1  became  music  di- 
rector of  KFAC,  Los  Angeles. 

MANNY  LANDERS,  orchestra  direc- 
tor, has  been  named  head  of  the  new 
Artists  Bureau  at  WHK,  Cleveland. 
Although  only  27  years  old,  he  has 
had  considerable  experience  in  manag- 
ing orchestras. 

CHARLES  A.  McMAHON,  announcer 
at  WSPA,  Spartanburg,  S.  C,  has 
been  promoted  to  program  director 
and  chief  announcer. 

FRANCIS  COUGHLIN,  former  liter- 
ary editor  of  the  Chicagoan  Maga- 
zine and  at  one  time  a  columnist  for 
the  Chicago  Times,  has  joined  the 
continuity  staff  of  WGN,  Chicago. 

BUD  ERNST  and  Harry  Geise,  an- 
nouncers at  KMPC,  Beverly  Hills,  Cal., 
have  joined  KRKD,  Los  Angeles. 

JACKSON  WHEELER  is  the  newest 
announcer  at  KFI,  Los  Angeles. 

ED  EAST  and  Ralph  Burke,  noted 
radio  comedians  and  the  originators 
of  the  "Sisters  of  the  Skillet",  have 
signed  a  contract  to  perform  for 
WJR,  Detroit,  nightly.  They  will  also 
continue  their  daily  afternoon  pro- 
gram for  NBC. 

SALLY  WALKER,  formerly  director 
of  dramatics  at  KMOX,  St.  Louis,  has 
been  signed  for  a  three-a-week  com- 
mercial series  on  WBBM,  Chicago.  She 
was  on  the  stage  before  entering 
radio. 

LINDSAY  MacHARRIE,  until  recent- 
ly production  manager  for  KHJ,  Los 
Angeles,  is  now  at  KFI  on  weekly 
"Tapestries  of  Life"  program  for  For- 
est Lawn  Memorial  Park. 

FRED  SHAW,  formerly  with  WLW, 
Cincinnati,  and  Dan  Russell,  formerly 
with  WBEN,  Buffalo,  and  NBC  in 
New  York,  have  been  added  to  the  an- 
nouncing staff  of  WRC,  Washington. 

LELAND  BECRAFT  has  been  added 
to  the  announcing  staff  of  WCAE, 
Pittsburgh. 

RUSSELL  HODGES,  morning  an- 
nouncer at  WCKY,  Covington,  Ky.,  is 
"doubling  in  brass",  his  afternoons 
and  evenings  being  taken  up  making 
personal  appearances  with  the  Dixie 
Vagabonds,  WCKY's  old  time  fiddlers, 
who  are  playing  in  Cincinnati  vaude- 
ville theaters. 

ARNOLD  MAGUIRE  is  a  new  an- 
nouncer on  KFRC,  San  Francisco, 
with  Murray  Bolen  getting  the  relief 
assignment. 

EDDIE  PEABODY  is  now  commuting 
between  his  Riverside  (Cal.)  ranch 
and  San  Francisco  for  the  regular 
Wednesday  night  broadcast  he  com- 
menced Feb.  8  for  Safeway  Stores  via 
NBC. 
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LEADS 


IN  THE  9th  U.  S. 
RETAIL  MARKET 

According  totheCO-OPERATIVE 
ANALYSIS  OF  BROADCAST- 
ING, made  by  Crossley,  Inc.,  for  the 
Association  of  National  Advertisers 
—  the  only  authentic  national  radio 
survey  —  KSTP  for  three  consecutive 
years  has  led  all  Minnesota  stations 
combined  by  a  substantial  margin  In 
coverage  or  "listener  preference"  in 
the  Northwest's  greatest  market, 

U.S.  RETAIL 


CECIL  &  SALLY,  of  KPO,  San  Fran- 
cisco, since  being  dropped  last  month 
by  their  sponsors,  are  backing  them- 
selves in  a  stage  show  which  they  will 
present  at  the  Fulton  Theatre,  Oak- 
land, Cal.,  opening  Feb.  26.  They 
hope  to  play  most  of  California  houses 
with  the  show. 

LEO  MARK  COOMBS,  director  of  the 
Olympic  Choral  Club,  Los  Angeles,  is 
on  KMPC,  Beverly  Hills,  with  an  eve- 
ning program  by  the  chorus  and  an 
afternoon  lecture  on  voice  culture. 

YASCHA  BOROWSKY  has  returned 
to  western  audience  over  KFWB,  Hol- 
lywood, twice  daily  with  his  string  en- 
semble from  the  Los  Angeles  Biltmore 
via  remote  control.  Billie  Lowe,  for- 
merly staff  singer  at  KOL,  Seattle, 
also  has  been  added  to  KFWB,  where 
she  will  be  known  as  the  "Blue 
Shadow"  girl. 

FRED  PREY,  formerly  of  Harris- 
burg,  Pa.,  has  been  added  to  the  an- 
nouncing staff  of  WORK,  York,  Pa. 

BERNARD  FENNER  has  resigned  as 
studio  director  of  KFAB,  Lancaster, 
Neb. 

JACK  PARIS  has  been  added  to  the 
announcing  staff  of  WDEL  and  WILM, 
Wilmington,  Del. 

KERRY  CONWAY,  who  gave  a  gram- 
mar program  over  KHJ,  Los  Angeles, 
last  year,  has  returned  to  the  air  over 
KNX,  Hollywood,  with  a  twice  week- 
ly series. 


"Radio  Farm" 

"CY  TOOSIE'S  Radio  Farm"  has 
been  started  about  20  miles  out  of 
Los  Angeles  on  the  Ventura  Boule- 
vard, where  the  former  Encino 
Country  Club  buildings  and  equip- 
ment have  been  taken  over  for  the 
purpose.  Al  Miller,  heard  over 
KLX  and  other  stations  around 
Oakland  and  San  Francisco  for 
several  years  as  "Cy  Toosie,"  with 
a  program  of  rural  philosophy, 
will  head  the  new  enterprise.  The 
development  will  be  operated  as  a 
place  for  radio  artists  to  rest  and 
relax  and  for  radio  fans  to  congre- 
gate. Opening  was  held  during 
Christmas  week  with  a  barn  dance 
and  a  dinner. 


Powers  Boosted 

SUBJECT  to  cancellation  if  inter- 
ference occurs,  the  Radio  Commis- 
sion Feb.  10  granted  both  WJAR 
and  WEAN,  Providence,  R.  I.,  ex- 
perimental increases  in  night 
power  from  250  to  500  watts  on 
their  respective  channels.  Both 
stations  had  requested  1  kw.  day 
and  night  experimentally. 


IN  THE 
CONTROL  ROOM 


FRANK  FALKNOR,  former  West- 
inghouse  engineer  and  a  partner  in 
Doolittle  &  Falknor,  Inc.,  Chicago, 
has  been  appointed  chief  engineer  of 
WBBM,  Chicago.  He  will  maintain 
his  interest  in  Doolittle  &  Falknor. 

LARRY  FISK,  audio  engineer  of 
WBBM,  Chicago,  has  been  transferred 
temporarily  to  KMOX,  St.  Louis. 

HAROLD  THOMAS,  formerly  with 
WEAN,  Providence,  has  been  appoint- 
ed chief  engineer  of  WSAR,  Fall 
River,  Mass. 

R.  H.  THOMSON,  formerly  with  the 
Jenkins  Laboratories,  has  joined  Radio 
Research  Co.,  Washington,  as  a  radio 
engineer. 

J.  L.  MIDDLEBROOKS  has  been  pro- 
moted to  chief  engineer  of  WAPI,  Bir- 
mingham, and  WODX,  Mobile.  His 
promotion  followed  Polk  Perdue's  de- 
parture from  WAPI  to  WHAS,  Louis- 
ville. 

WALTER  PIERSON,  formerly  on  the 
technical  staff  of  WLW,  Cincinnati, 
has  joined  CBS  in  New  York  as  con- 
trol engineer. 

FREDERICK  J.  ROBINSON,  former 
owner  of  KGFH,  Glendale,  Cal.,  now 
deleted,  designed  the  new  KIEV, 
which  opened  at  Glendale  as  a  day- 
time station  Jan.  27.  He  is  a  radio 
construction  engineer  at  La  Crescenta, 
Cal. 

M.  L.  CHEESMAN  has  been  named 
chief  engineer  of  WDEL  and  WILM, 
Wilmington,  Del. 


Re  Operators 

SUSPENSION  until  July  1,  1934, 
of  the  terms  of  federal  regulations 
governing  the  issuance  of  radio 
operators'  licenses,  insofar  as  they 
require  employment,  service  or  ex- 
amination as  a  condition  precedent 
to  obtaining  a  renewal  of  the  same 
class  of  license,  was  ordered  by 
the  Radio  Commission  Feb.  3  on 
motion  of  Commissioner  Lafount. 


Foreign  Station  Log 

A  REVISED  list  of  foreign  radio 
broadcasting  stations  as  of  Jan. 
31,  1933,  has  been  compiled  by 
Lawrence  D.  Batson,  of  the  elec- 
trical equipment  division.  Bureau 
of  Foreign  and  Domestic  Com- 
merce, Department  of  Commerce. 
Copies  are  obtainable  at  25  cents 
each. 
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ASK  FOR  INFORMATION  ON  PROGRAMS, 
MERCHANDISING,    AND    AUDIENCE  AREAS 


MIDLAND 
BROflDCflSTING  CO. 

Kansas  city,  Missoui*! 


Mr.  Lafount 

of  the  Radio 


Check  on  Program 
Duplication  Urged 

Commission  Control  Over  Net 
Tie-ups  Asked  by  Lafount 

TO  GUARD 
against  future 
excessive  duplica- 
tion of  network 
programs,  Radio 
Commissioner  La- 
fount has  pro- 
posed that  no  ad- 
ditional stations 
be  aligned  with 
any  network 
without  consent 
Commission.  The 
motion  was  tabled  but  will  be 
considered  by  the  legal  division  to 
ascertain  the  Commission's  juris- 
diction over  such  program  arrange- 
ments, in  view  of  the  anti-censor- 
ship provision  of  the  law. 

Formal  Record  Sought 

OFFERED  on  Jan.  31,  the  resolu- 
tion would  make  it  mandatory  for 
the  network  and  station  involved 
to  submit  detailed  information  as 
to  why  it  would  be  in  the  public 
interest  to  extend  the  chain  pro- 
grams to  that  territory.  Mr.  La- 
fount indicated  that  some  com- 
plaints have  been  received  both 
from  listeners  and  members  of 
Congress  and  that  the  purpose  of 
his  proposal  is  to  provide  a  for- 
mal record  as  to  why  it  would 
serve  public  interest  to  add  new 
stations  to  networks.  It  does  not 
necessarily  mean,  he  declared,  that 
hearings  would  have  to  be  held  in 
such  cases. 

The  resolution,  titled  "To  Avoid 
Further  Duplication  of  Programs", 
follows : 

"No  broadcasting  station  li- 
censed by  this  Commission  and  not 
now  presenting  identical  programs 
simultaneously  with  other  stations 
connected  by  wire,  and  generally 
known  as  chain  or  network,  shall 
be  added  to  the  said  chain  or  net- 
work without  the  consent  of  the 
Commission." 

Hits  Local  Duplication 

AT  THE  SAME  time,  Commis- 
sioner Lafount  offered  a  second 
motion  designed  to  prevent  undue 
duplication  of  programs  by  sta- 
tions in  the  same  cities,  whether 
local  or  network.  This  also  was 
tabled,  and  will  be  studied  by  the 
legal  division.  Mr.  Lafount  ex- 
plained that  complaints  had  been 
received  about  stations,  mainly  in 
the  west,  which  broadcast  coopera- 
tive commercial  programs  simul- 
taneously to  procure  maximum 
coverage,  leaving  listeners  little  or 
no  selections.  This  proposal  was 
as  follows: 

"A  program  shall  not  be  broad- 
cast simultaneously  over  two  or 
more  stations  in  the  same  city 
without  consent  of  the  Federal 
Radio  Commission." 


Cantor  Wins  Poll 

MAJOR  AWARDS  in  a  popularity 
poll  conducted  by  the  MiLWAtJKEE 
Journal's  radio  editor  during  the 
week  ending  Jan.  29  went  to  Eddie 
Cantor,  Dave  RubinofF  and  the 
Chase  and  Sanborn  Hour.  More 
than  10,000  listeners  in  the  north- 
west voted. 
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THERE  ARE  260,000  PEOPLE  IN 
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WPG-CITY 
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WPG 


THE  EASTER  HOLIDAYS  (only  a  rew  weeks 
away)  WILL  TRIPLE  YOUR  AUDIENCE  HERE- 

The  Primary  Listening  Area  alone  of  WPG  contains  over  260,000  perma- 
nent residents.  .  .  .  With  Spring  just  around  the  corner,  this  population  will 
be  tripled  by  visitors  from  all  over  the  country.    Visitors  in  a  spending 
mood.   Visitors  with  money! 
They  listen  to  WPG  in  Atlantic  City. 

Make  your  plans  now  for  them  to  hear  your  program  advertising  your 
product. 

Advance  contracts  will  get  you  advantageous  "time."    Write  now  for  rates 
and  "open  time"  to 

Broadcasting  Corporation 


Operated  by  Columbia  Broadcastins  System 

Studios  Located  in  World's  Largest  Auditorium  Directly  on  the  Famous 
Boardwalk,  Atlantic  City,  N.  J. 

February  15,  1933  •  BROADCASTING 


RADIO  SALES,  Inc. 

485  Madison  Ave.,  New  York 

410  North  Michigan  Ave.,  Chicago 
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The  Business  of  Broadcasting 

Current  News  About  Accounts,  Pending  Schedules,  Transcriptions, 
Representatives  and  Apparatus;  Notes  from  the  Stations 


STATION  ACCOUNTS 


NEW  ACCOUNTS  reported  by  WJR, 
Detroit:  Campbell  Cereal  Co.,  North- 
field,  Minn.,  10-minute  program  thrice 
weekly,  through  Rogers  and  Smith, 
Chicago;  Corn  Products  Refining  Co., 
New  York,  (Kremel  dessert)  "True 
Stories  of  Romance",  thrice  weekly  to 
July  7,  E.  W.  Hellwig,  New  York; 
Neuhauser  Chick  Hatcheries,  Napoleon, 
O.,  "Good  Luck  Trio",  Mondays,  Allan 
N.  Moore  Co.,  Grand  Rapids;  Louis 
Phillipe,  Inc.,  New  York,  renewals, 
"Paris  Night  Life",  transcriptions 
through  WBS;  Gordon  Gordon,  Ltd., 
Chicago,  (Princess  Pat  cosmetics) 
thrice  weekly  through  February  17, 
Critchfield  and  Co.,  Chicago;  Loose- 
Wiles  Biscuit  Co.,  Dayton,  0.,  tran- 
scriptions, twice  weekly,  to  Aug.  10, 
through  WBS;  Shadowfoam,  Inc., 
Cleveland,  (reducing  preparations) 
twice  weekly,  to  April  25;  Hudson 
Motor  Car  Co.,  Detroit,  reports  from 
Detroit  auto  show  nightly;  John  F. 
Jelke  Co.,  Chicago,  (margarine)  an- 
nouncements in  Mrs.  Page's  House- 
hold Hour,  through  WBS;  General 
Mills,  Minneapolis,  5-minute  tran- 
scriptions, five  days  a  week;  Ridley 
and  Marshall,  Detroit,  (livestock  mer- 
chants) livestock  reports,  Monday 
through  Thursday. 

KFI,  Los  Angeles,  reports  the  follow- 
ing new  accounts:  R.  L.  Watkins  Co., 
New  York,  (Dr.  Lyon's  toothpowder) , 
transcription,  Sundays,  through  WBS; 
Geo.  W.  Luft  Co.,  New  York,  (Tan- 
gee),  26  transcription  programs,  Mon- 
days, through  SHB;  J.  W.  Marrow 
Co.  (Mar-o-Oil),  52  Monday  and  Wed- 
nesday studio  programs,  Graham 
Hughes,  Los  Angeles;  Hancock  Oil 
Co.,  transcriptions,  thrice  weekly,  Emil 
Brisacher  &  Staff,  Los  Angeles; 
Crowell  Publishing  Co.,  New  York, 
(Woman's  Home  Companion),  52  Wed- 
nesday studio  programs,  Martin-Pill- 
ing-Shaw,  Philadelphia;  Bristol-Myers 
Co.,  New  York,  (Ingram  creams),  52 
Friday  transcription  programs,  Ped- 
lar &  Ryan,  New  York. 

KDB,  Santa  Barbara,  Cal.,  reports 
the  following  new  accounts:  Sperry 
Flour  Co.,  transcription  programs 
Tuesdays  and  Fridays  for  a  year, 
Westco  Advertising  Agency,  San  Fran- 
cisco; Carnation  Albers  Co.,  (cereals) 
transcriptions,  Wednesdays  and  Fri- 
days for  a  year,  MacGregor  &  Sollie, 
Inc.,  San  Francisco;  Signal  Oil  Co., 
transcriptions,  Monday  through  Fri- 
day, 1  year,  Logan  &  Stebbins,  Los 
Angeles. 

WMAZ,  Macon,  Ga.,  reports  the  fol- 
lowing new  accounts:  Plough  Chemi- 
cal Co.,  Memphis,  Tenn.,  (Penetro  St. 
Joseph's  aspirin),  recorded  announce- 
ments, through  Lake  -  Spiro  -  Cohn, 
Memphis;  Peruna  Corp.,  Chicago, 
daily  announcements,  Heath-Seehof , 
Inc.,  Chicago;  Stanback  Co.,  Salis- 
bury, N.  C,  (headache  powders)  an- 
nouncements, direct. 

SHEFFIELD  Farms  Co.,  Inc.,  New 
York,  (dairy)  on  Feb.  4  started  Doro- 
thy Lewis  in  children's  stories,  on 
WEAF,  New  York,  Saturdays,  9:15-30 
a.m.,  EST,  30  weeks;  N.  W.  Ayer  & 
Son,  New  York,  handles  account.  I. 
J.  Fox,  Inc.,  New  York,  (furs)  on 
Feb.  10  renewed  Ben  Hirsch's  orches- 
tra and  quartet  on  WEAF,  Fridays, 
7:30-45  p.m.,  EST,  13  weeks,  through 
Peck  Advertising  Agency,  New  York. 

TO  BOOST  circulation,  the  Omaha 
Bee-News  is  sponsoring  a  quarter- 
hour  program,  primarily  for  children, 
on  KOIL,  Omaha-Council  Bluffs,  at 
7:30  a.m.  daily.    Each  morning  a  pu- 


pil of  one  of  the  forty  odd  grade 
schools  speaks  for  two  minutes  on  the 
program.  A  treasure  hunt  forms  the 
central  theme  of  the  feature. 

BERLAND  Shoe  Co.,  St.  Louis,  on 
Feb.  6  took  sponsorship  of  the  "Heart- 
to-Heart  Club",  formerly  a  sustaining 
feature  on  KMOX,  St.  Louis. 
KECA,  Los  Angeles,  reports  that  the 
California  Lima  Bean  Growers  As- 
sociation, Los  Angeles,  is  sponsoring 
five  Tuesday  programs  (transcrip- 
tions) ;  Continental  Broadcasting  Co., 
Los  Angeles,  handles  acount. 
THE  RALSTON  PURINA  Co.,  Inc., 
St.  Louis,  (cereal)  is  sponsoring  dram- 
atizations of  the  Uncle  Remus  stories 
on  KMOX,  St.  Louis,  Mondays,  Wed- 
nesdays and  Fridays.  Marvin  E.  Muel- 
ler, KMOX  announcer,  takes  the 
part  of  Uncle  Remus.  The  cast  in- 
cludes Sara  Selby  and  Conrad  Harter. 
Louis  Tappe,  director  of  dramatics, 
directs. 

LUXOR,  Ltd.,  (face  powder)  a  divi- 
sion of  Armour  &  Co.,  Chicago,  is  us- 
ing a  half-hour  dramatic  program 
with  a  cast  of  at  least  five  players 
each  Monday  night  over  WENR,  Chi- 
cago, for  13  weeks,  beginning  Jan.  23. 
Program  entitled  "Luxor  Theater  of 
Romance"  is  handled  by  N.  W.  Ayer  & 
Son,  New  York. 

THE  FAMOUS  singing  canary,  "Gol- 
den Bird",  which  not  only  chirps, 
warbles  and  sings  but  also  answers 
questions  through  Thomas  Provel,  its 
ornithologist  -  trainer,  began  a  tri- 
weekly series  Feb.  12  on  WMCA,  New 
York.  Program  is  sponsored  by  Jus- 
trite  Bird  Foods. 

BARNSDELL  REFINERIES,  Inc., 
Tulsa,  (petroleum  products)  is  hav- 
ing a  series  of  26  transcriptions  fea- 
turing Lou  Katzman  and  orchestra  re- 
corded by  Byers  Recording  Labora- 
tory, unit  of  SHB  for  placing  on  28 
stations. 

WFLA,  Tampa,  Fla.,  reports  the  fol- 
lowing new  accounts:  Three  Minute 
Oats  Co.,  Cedar  Rapids,  la.,  (cereal) 
transcriptions  five  nights  weekly,  di- 


rect;  Sunday  American,  Atlanta, 
(Globe  Trotter),  transcriptions  once 
weekly,  direct. 

CATHOLIC  Extension  Society  of 
America,  publishing  Extension  Maga- 
zine in  Chicago,  on  Feb.  5  began  a 
Sunday  afternoon  half-hour  series  of 
dramatizations  of  "Lives  of  Early 
American  Missionaries"  over  WBBM, 
Chicago. 

NATIONAL  ACCOUNTS  reported  by 
KPRC,  Houston,  include  Standbaek 
Co.,  Salisbury,  N.  C,  (medicines) ; 
Plough  Chemical  Co.,  Memphis  (beauty 
preparations) ;  Arzen  Laboratories, 
St.  Louis  (cough  medicine) ;  Minit- 
Rub  Corp.,  St.  Louis  (medicine),  and 
St.  Joseph  Aspirin,  Memphis. 
GENERAL  MILLS,  Minneapolis  (Gold 
Medal  Flour) ,  on  Feb.  8  began  spon- 
sorship of  two  5-minute  transcriptions 
of  the  Gold  Medal  Band,  five  after- 
noons weekly,  over  WBBM,  Chicago; 
WTMJ,  Milwaukee;  WHAS,  Louis- 
ville; WFBM,  Indianapolis,  and  KSL, 
Salt  Lake  City.  Contract  calls  for  50 
broadcasts;  account  handled  by  WBS 
and  Blackett-Sample-Hummert,  Chi- 
cago. 


NETWORK  ACCOUNTS 


GOLD  DUST  Corp.,  New  York  (house- 
hold cleaners),  on  Feb.  15  renews 
musical  program  on  10  eastern  CBS 
stations,  daily  except  Saturday  and 
Sunday,  9:15-9:30  a.m.  Batten,  Bar- 
ton, Durstine  &  Osborn,  New  York, 
handles  account. 

FRED  FEAR  &  Co.,  Brooklyn,  N.  Y., 
(Easter  egg  dyes)  on  April  6  re- 
news children's  program  on  21  CBS 
stations.  Menken  Advertising,  Inc., 
handles  account. 

PHILLIPS  PETROLEUM  Corp.,  Bart- 
lesville,  Okla.,  (gasoline)  on  Feb.  6 
renewed  "Milligan  and  Mulligan"  on 
6  CBS  stations,  daily  except  Sunday, 
7-7:15  p.m.  Lambert  &  Feasley  hand- 
les account. 


HORLICK'S  MALTED  MILK  Corp., 
Racine,  Wis.,  on  Feb.  6  renewed  "The 
Devil  Bird",  children's  program,  on  5 
CBS  stations,  Monday  to  Friday  in- 
clusive, 6:15-6:30  p.m.  Lord  &  Thomas 
handles  account. 

J.  L.  PRESCOTT  Co.,  Passaic,  N.  J., 
(Oxol)  on  Feb.  24  renews  musical 
program  on  14  CBS  stations,  Wednes- 
day and  Friday,  10-10:15  a.m.  Bat- 
ten, Barton,  Durstine  &  Osborn  hand- 
les account. 

WILDROOT  Co.,  Buffalo,  N.  Y., 
(beauty  preparation)  on  Jan.  1  re- 
newed musical  program  with  beauty 
talks,  Sundays,  4:15-4:30  p.m.,  on 
NBC-WEAF,  52  weeks.  Batten,  Bar- 
ton, Durstine  &  Osborn,  New  York, 
handles  account. 

J.  B.  WILLIAMS  Co.,  Glastonbury, 
Conn.,  (shaving  cream)  on  Feb.  24 
starts  new  comedy  team  with  18-piece 
orchestra  on  NBC-WEAF  for  13 
weeks,  Fridays,  9-9:30  p.m.  Ralph  H. 
Jones  Co.,  Hartford,  Conn.,  handles 
account. 

THE  BORDEN  Sales  Co.,  New  York, 
(household  products)  has  extended 
programs  on  NBC-WEAF  and  NBC- 
Pacific  coast  networks  26  weeks  to  con- 
tinue them  throughout  1933.  "Radio 
Household  Institute"  carried  on  NBC- 
WEAF  Wednesdays  and  Saturdays, 
11:15-11:30  a.m.,  and  "The  Borden 
Program"  broadcast  on  west  coast 
Fridays,  11:30-11:45  a.m.,  PST. 

CHARIS  CORP.,  Allentown,  Pa., 
(Charis  Foundation  garments)  on 
March  8  starts  "Charis  Musical  Re- 
view" on  NBC-WEAF,  Wednesdays, 
4:45-5  p.m.,  13  weeks.  John  L.  But- 
ler Co.,  Philadelphia,  handles  account. 

SWIFT  &  Co.,  Chicago,  (meats  and 
butter)  on  Feb.  2  renewed  "Thurston 
the  Magician"  on  NBC-WJZ,  Thurs- 
days and  Fridays,  13  weeks.  J.  Wal- 
ter Thompson  Co.,  Chicago,  handles 
account. 

P.  LORILLARD  Co.,  New  York,  (Old 
Gold  cigarettes),  which  on  Feb.  8 
started  13-weeks'  program  on  CBS, 
Wednesdays,  10-10:30  p.m.,  has  en- 
gaged John  P.  Medbury,  humorist,  and 
Fred  Waring's  Pennsylvanians  for  the 
feature. 

SINCLAIR  REFINING  Co.,  New 
York,  (gas  and  oils)  on  Jan.  30  be- 
gan "Sinclair  Greater  Minstrels"  for 
48  weeks  on  an  NBC-WJZ  network, 
Mondays,  9-9:30  p.m.  Federal  Adver- 
tising Agency,  New  York,  handles  ac- 
count. 

PENNZOIL  Co.,  Oil  City,  Pa.,  on 
Feb.  12  renewed  its  "Pennzoil  Parade" 
over  29  CBS  stations,  Sundays,  9:30- 
10  p.m.  Hays  MacFarland  &  Co.,  Chi- 
cago, handles  account. 

LADY  ESTHER  Co.,  Chicago,  (cos- 
metics) on  Feb.  16  renews  Wayne 
King's  orchestra  and  talks  by  Lady 
Esther  over  NBC-WJZ  network, 
Thursdays,  9:30-10  p.m.  13  weeks. 
Stack-Goble  Advertising  Co.,  Chicago, 
handles  account. 

J.  A.  FOLGER  &  Co.,  Kansas  City, 
(coffee)  on  Feb.  27  begins  "Judy  and 
Jane,"  women's  feature,  on  special 
NBC  network  comprising  WOC,  WHO, 
WOW,  WDAF,  KSTP,  WEBC,  KVOO, 
WKY,  WBAP  and  WOAI,  Mondays 
through  Fridays,  3-3:15  p.m.,  EST, 
9  weeks.  Blackett-Sample-Hummert, 
Inc.,  Chicago,  handles  account. 

HOUSEHOLD  FINANCE  Corp.,  Chi- 
cago, (loans)  on  Feb.  3  began  "House- 
hold Musical  Memories"  with  Edgar 
Guest  over  special  NBC-WJZ  network, 
Tuesdays,  9-9:30  p.m.,  EST,  13  weeks. 
Charles  Daniel  Frey  Co.,  Chicago, 
handles  account. 

NEW  ACCOUNTS  secured  by  NBC 
in  San  Francisco  include  the  follow- 
ing: Pennzoil  Co.,  Los  Angeles,  on 
Feb.  6  started  a  once  weekly  dram- 
atized news  broadcast  on  KGO  and 
KFI,  placed  by  the  Bowman,  Deute, 
Cummings,  Inc.,  San  Francisco.  Penn- 
zoil dropped  its  Musical  Parade  on 
Don  Lee-CBS  before  starting  the  NBC 
program.  Sperry  Flour  Co.,  on  Mar. 
2  begins  a  Tuesday  and  Thursday 
morning  cooking  school,  conducted  by 


KANGAROO  CLUB — That's  the  name  of  a  daily  afternoon  juvenile 
feature  on  KDYL,  Salt  Lake  City,  staged  by  the  children  in  costume 
in  a  studio  specially  designed  for  them  and  before  a  visible  audience  of 
100.  This  scene  is  from  "Goldilocks  and  The  Three  Bears."  The 
youngsters  memorize  their  lines  and  prefer  to  be  in  costume,  as  are  the 
30  boys  comprising  the  club's  band.  George  D.  Snell,  Jr.,  as  "Uncle 
Ben,"  has  been  conducting  this  sponsored  feature  for  four  years. 
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Martha  Meade.  The  account,  handle'd 
by  Westco  Advertising  Co.  of  San 
Francisco,  also  is  on  the  Magazine  of 
the  Air  once  monthly.  Paraffine  Com- 
panies, Inc.,  (Pabco  building  ma- 
terials) has  renewed  its  Magazine  of 
the  Air  spot  for  13  additional  weeks. 
Spratts  Patent,  Ltd.,  (dog  food)  has 
signed  for  a  series  of  Monday  night 
dog  stories  done  by  Scotty  Mortland 
and  Sid  Goodwin;  Paris  and  Peart, 
New  York,  handled  account.  Standard 
Oil  of  California  changed  its  fiscal 
year  from  August  to  January  and  re- 
newed the  Symphony  and  School  of 
the  Air  broadcasts;  same  concern  is 
also  auditioning  variety  and  drama 
programs. 


PROSPECTS 


FOREMOST  DAIRIES,  Inc.,  manu- 
facturers and  distributors  of  milk  and 
ice  cream  products  in  the  southeast, 
has  appointed  the  Fitzgerald  Adver- 
tising Agency,  Atlanta,  to  handle  its 
account,  using  radio  and  other  media. 
Foremost  has  11  plants  in  the  south. 

DUTCH  TEA  RUSK  Co.,  Holland, 
Mich.,  (Hekman's  Dutch  Tea  Rusk) 
makes  up  lists  during  March,  including 
radio.  J.  E.  Hekman  is  president  in 
charge  of  advertising.  Stevens,  Pal- 
mer &  Stevens,  Inc.,  809  Association 
of  Commerce  Bldg.,  Grand  Rapids, 
Mich.,  handles  account. 

ABILENE  FLOUR  MILLS,  Abilene, 
Kans.,  (Minute  Biscuit  Flour)  is 
planning  to  expand  its  spot  programs, 
following  a  successful  trial  campaign 
over  WIL,  St.  Louis.  Carl  Ausbeck 
handles  the  account  for  the  company 
direct  with  stations. 

AUTOMOBILE  Club  of  Southern  Cal- 
ifornia (Los  Angeles),  once  heard 
regularly  over  the  air  with  civic  and 
travel  programs,  will  return  to  the  air 
on  March  1  with  a  weekly  travelogue 
by  Raine  Bennett.  Station  has  not 
yet  been  selected. 


AGENCIES  AND 
REPRESENTATIVES 


HENRY  T.  EWALD,  Campbell-Ewald 
Co.,  Detroit,  has  been  named  chair- 
man of  the  program  committee  of  the 
American  Federation  of  Advertisers 
convention  to  be  held  in  Grand  Rap- 
ids, Mich.,  May  25  to  28.  On  his  com- 
mittee are  Lee  Bristol,  Bristol-Myers 
Co.,  and  Earle  J.  Freeman,  the  Kel- 
log  Co. 

AMERICAN  Association  of  Advertis- 
ing Agencies  will  hold  its  sixteenth 
annual  convention  in  the  Mayflower 
Hotel,  Washington,  May  11  and  12. 

FORMATION  of  a  radio  department 
is  announced  by  Smith,  Schreiner  & 
Smith,  Inc.,  Pittsburgh,  with  M.  K. 
Mellott,  formerly  of  the  commercial 
department  of  WCAE,  in  charge.  The 
first  program  undertaken,  the  Pinco 
quartet,  sponsored  by  the  Scott  Realty 
Co.,  Inc.,  went  on  the  air  Feb.  1  over 
WJAS. 

EARNSHAW-YOUNG,  Inc.,  Los  An- 
geles agency,  announces  that  a  group 
of  southwest  stations  is  now  carrying 
the  "Chandu  the  Magician"  program 
for  the  Rio  Grande  Oil  Co.,  which  suc- 
ceeded to  the  sponsorship  when  it  was 
terminated  by  the  Los  Angeles  Soap 
Co.,  Dec.  10.  Sponsorship  of  "Chandu" 
in  east  of  the  Mississippi  is  over  49 
selected  stations  by  the  Beech-Nut 
Packing  Co. 

TITAN  PRODUCTIONS,  San  Fran- 
cisco, a  subsidiary  of  the  Pacific 
Coast  Record  Corp.,  producers  of  the 
transcriptions  titled  "Remote  Con- 
trol" and  "Empire  Minstrels,"  is  re- 
ported preparing  a  new  drama  series 
to  offer  stations  and  advertising  agen- 
cies. 

H.  H.  HARRIMAN,  former  newspa- 
perman, has  been  named  Philadelphia 
representative  of  WDEL  and  WILM, 
Wilmington,  Del. 


We  sell  the  south 


The  quickest,  most  economical  way 
to  reach  the  Great  South,  with  a 
responsive  audience  that  has  given 
WSM  the  greatest  single  station  mail 
record  in  the  nation  —  some  40,000 
letters  a  week  ! 

Write  f  o  r   complete   i  nfo  rmation 


Cleared  Channel 


Unlimited  Time 


NBC 
AFfiliate 


WSM 

50,000  WATTS 


650 
Kilocycles 


Owned  and  Operated  by 

THE  NATIONAL  LIFE  and  ACCIDENT  INSURANCE 
COMPANY,  INC. 

Nashville  Tennessee 
Exclusive  National  Representatives 

EDWARD  RETRY  AND  COMPANY 


New  York 


Chicago 


San  Francisco 


MORE  THAN  A 

MILLION 
LETTERS 
IN  19321 


AND  THEY  say  that  people  don't  write  to 
radio  stations  as  they  once  did!  That's  not 
true  at  WLS.  More  than  a  million  letters  were 
received  at  the  station  in  1932.  An  increase  of 
25  per  cent  over  1931. 

Such  a  mail  response  proves  conclusively  that 
WLS  has  a  tremendous  audience.  And,  more  im- 
portant still,  an  audience  that  responds  to  radio 
advertising.  They  not  only  tune  in  WLS — but 
they  listen  and  THEY  RESPOND. 

We  are  grateful  to  our  loyal  following  for  we 
realize  that  their  faith  in  our  station,  and  our 
station  policy,  is  largely  responsible  for  their  ac- 
tions. That  faith  has  resulted  in  our  reputation, 
among  radio  advertisers,  as  "the  greatest  inquiry 
producing  station  in  the  country". 

Let  us  send  you  full  particulars,  together  with  a 
map  showing  the  distribution  of  the  1,021,208 
letters  we've  received  in  1932.  And  let  us  show 
you  what  a  thorough,  all  around  highly  satisfac- 
tory job  WLS  is  doing  for  each  and  everyone  of 
its  advertisers. 


WL5 

50,000  Watts     870  Kilocycles 

The  Prairie   Farmer  Station 


Burridge  D.  Butler, 
President 

Glenn  Snyder, 
Manager 

—Main  Studios  and  Offices — 
1230  W.  Washington  Blvd., 
CHICAGO 
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THE  PACIFIC  Coast  Association  of 
Advertising  Agencies  has  started 
broadcasting  a  series  of  programs  ex- 
plaining the  workings  of  agencies  over 
west  coast  stations  following  a  suc- 
cessful experiment  with  eight  broad- 
casts of  a  similar  nature  by  the  Los 
Angeles  chapter  of  the  association. 
Robert  Nourse,  Los  Angeles,  is  chair- 
man of  the  radio  committee.  Other 
members  are:  Carl  Ohliger,  San  Fran- 
cisco; J.  R.  Gerber,  Portland;  J.  Wil- 
liam Sheets,  Seattle. 

JOHN  BOYLAN,  former  Chicago 
newspaper  man,  has  joined  the  staff  of 
the  Nathan  Advertising  Agency,  Los 
Angeles,  to  direct  its  newly  formed 
radio  department.  He  had  been  at 
one  time  program  manager  of  both 
WBBM  and  WGN,  Chicago. 

FREE  &  SLEININGER,  Inc.,  Chicago, 
will  represent  WDAY,  Fargo,  N.  D., 
in  the  Chicago  territory,  effective  Feb. 
1,  according  to  announcement  by  C.  G. 
Burke,  WDAY  commercial  manager. 


WNAX  Power  Increase 

WNAX,  Yankton,  S.  Dak.,  was 
granted  an  increase  in  day  power 
from  1  to  2%  kw.  by  the  Radio 
Commission  Feb.  10,  which  re- 
versed the  recommendation  of  Ex- 
aminer Hyde.  Simultaneously,  the 
Commission  ordered  the  deletion  of 
KGDA,  effective  in  20  days,  deny- 
ing both  its  application  for  re- 
newal of  license  on  1370  kc.  with 
100  watts,  and  its  request  to  re- 
move to  Aberdeen  with  a  change 
in  frequency,  again  reversing  Mr. 
Hyde.  Sustaining  Examiner  Pratt, 
it  denied  the  application  of  J.  B. 
Taylor,  Aberdeen,  for  a  new  sta- 
tion and  granted  KSOO,  Sioux 
Falls,  renewal  of  license. 


Omaha's  KOIL 

announces  a 

New  Service 


Builds  up  your  radio  audience  (hroush 
newspaper  space  at  no 
cost  to  you 


KOIL  merchandising  men  now  place  space 
in  leading  Omaha  and  Council  Bluff 
newspapers  to  win  listeners  for  your  radio 
programs.  No  extra  cost  for  this  resultful 
service.  KOIL  also  cooperates  in  distri- 
bution of  your  window  cards.  Makes  sur- 
veys. Goes  the  limit  to  make  your  pro- 
gram profitable. 

Thus  KOIL  holds  its  lead  with  advertisers 
in  the  Nebraska-Iowa  territory.  Two- 
announcer  system ;  full  continuity  and 
merchandising  service ;  average  daily  sched- 
ule of  18  hours. 

KOIListeners  are  Buyers 

Omaha  department  stores  using  KOILTime 
continually  prove  that  KOIListeners  actu- 
ally buy.  Tap  this  live  market  for  your 
product  by  using  KOIL,  the  station  pre- 
ferred by  637c  of  Omaha  listeners. 

Affiliated  with  NBC's  Blue  Network 


STUDIO  NOTES 


A  PROFUSELY  illustrated  brochure 
describing  the  activities  and  coverage 
of  WMC,  Memphis,  has  been  issued 
by  the  Memphis  Commercial  Appeal, 
Inc.,  owner  and  operator  of  WMC. 

WORK,  York,  Pa.,  announces  the 
organization  of  a  talent  bureau  in 
response  to  a  demand  on  the  part  of 
local  organizations  for  various  radio 
entertainers. 

WGAR,  Cleveland,  has  started  a  series 
of  dramas  drawn  from  the  city's  po- 
lice history,  dramatizing  cases  that 
created  the  most  public  interest  when 
the  crimes  were  committed.  The 
broadcast  is  a  15-minute  Wednesday 
evening  feature. 

AMERICAN  LEGION  program  weekly 
over  KFAC,  Los  Angeles,  features  a 
series  of  humorous  "debates"  between 
the  Army  and  Navy  with  possibility 
that  the  Marines  may  yet  be  called 
to  intervene.  Malcolm  Letts  repre- 
sents the  Navy  and  LeRoy  Dawson 
the  Army. 

A  DAILY  program  intended  to  inform 
listeners  what  motion  pictures  are  be- 
ing shown  in  neighborhood  theaters 
has  been  started  by  WMCA,  New 
York.  Attractions  are  read  rapidly 
against  a  musical  background. 

KTAB,  San  Francisco,  has  moved  its 
central  staff  to  1424  Franklin  Street, 
Oakland,  Cal. 

THE  MODERN  new  studios  of  KGER, 
Los  Angeles,  were  opened  officially 
Jan.  28  in  the  Arnold  Department 
Bldg.  A  special  program  marked  the 
dedication.  H.  Wadsworth  Cole  is 
manager. 

TWO  NEW  program  ideas  are  of- 
fered by  WHAM,  Rochester:  Lewis 
C.  Stark,  WHAM  continuity  editor, 
and  Mark  Ewald,  world  traveler,  dis- 
cuss all  sides  of  vital  questions  each 
Sunday  morning;  Roland  Bradley,  for- 
mer WGY  dramatic  director,  now  with 
WHAM,  reads  "Half-Forgotten 
Rhymes",  sent  in  by  listeners,  with  a 
musical  accompaniment. 

TO  CLARIFY  the  puzzling  regula- 
tions governing  the  filing  of  1933  in- 
come tax  reports,  WINS,  New  York, 
presents  Harold  G.  Wentworth,  attor- 
ney and  tax  expert,  each  Wednesday 
evening  from  Feb.  1  to  March  15. 

A  FULL-TIME  NBC  program,  select- 
ed from  the  two  networks,  is  being 
offered  listeners  of  KGHL,  Billings, 
Mont.,  regularly  since  Feb.  1.  Only 
a  half  hour  will  be  devoted  to  local 
talent,  and  no  recordings  will  be  used. 

KRKD,  Los  Angeles,  has  announced  a 
new  type  of  contest  for  its  audience. 
It  will  award  a  St.  Patrick's  Day 
prize  to  the  fan  who,  on  March  17, 
can  pick  up  KRKD  from  the  most  dis- 
tant point. 


WBAL 

BALTIMORE 


ILL  BROADCASTERS 

Would  Disappear  Under 
 Of  Senator  Copeland 


:rs  I 

PUn] 


THE   TEST  STATION 

"Voice  of  Barnsdall — 
the  World's  First  Refiner" 
COMMERCIAL  DEPT.,    •     OMAHA,  NEB. 


Maryland's 
Only  Clear 
Channel  Station 


CHALK  up  a  new  "radio  sm-vey"! 
Concerning  ills  that  hamper  radio 
work  most,  it  is  to  be  made  by 
no  less  an  authority  than  U.  S. 
Senator  Royal  S.  Copeland,  former 
health  commissioner  of  New  York 
City  and  writer  on  health  subjects 
whose  syndicated  articles  are  wide- 
ly read. 

Senator  Copeland,  who  also  is 
a  broadcaster  of  note,  decided  to 
conduct  the  survey  with  a  view  of 
devising  some  means  for  helping 
his  co-workers  of  the  air  keep  well. 
His  assistant,  Ole  Salthe,  former 
director  of  the  Bureau  of  Poods 
and  Drugs  of  the  New  York  De- 
partment of  Health,  is  in  charge 
of  assembling  data  for  the  survey. 
The  conclusions  are  promised 
shortly. 

"The  tremendous  sums  at  stake 
for  both  artists  and  sponsors,  not 
to  mention  the  broadcasting  sta- 
tions throughout  the  country,  gives 
added  importance  to  the  necessity 
of  keeping  well,"  Dr.  Copeland 
said.  "In  most  cases  a  simple 
change  in  habits  will  insure  the 
ability  to  go  through  with  sched- 
uled broadcasts.  My  inquiries  into 
the  illnesses  of  radio  personalities 
will  be  aimed  at  developing  some 
easy  preventive." 

An  attack  of  laryngitis  on  the 
eve  of  opening  his  broadcasts  over 
WINS,  New  York,  a  fortnight  ago, 
impressed  Senator  Copeland  with 
the  desirability  of  aiding  others 
to  avoid  a  similar  illness.  Being 
a  physician,  he  was  able  to  cure 
himself  before  the  ailment  became 
sufficiently  severe  to  delay  his 
broadcast. 


SYNCHRONIZED  sight  and  sound 
broadcasting  made  its  debut  in  Kan- 
sas City,  Mo.,  Jan.  23  when  KMBC, 
western  key  of  CBS,  and  W9XAL, 
operated  by  the  First  National  Tele- 
vision Laboratories,  combined  facili- 
ties for  a  series  of  experimental  pro- 
grams. Gerald  Taylor,  formerly  in 
the  engineering  department  of  the 
Radio  Commission,  is  chief  engineer 
of  W9XAL. 

DRAMATIZATIONS  of  battle  inci- 
dents in  which  Iowa  and  Nebraska 
veterans  won  the  Distinguished  Ser- 
vice Cross,  are  scheduled  on  KOIL, 
Omaha-Council  Bluffs,  under  the  spon- 
sorship of  American  Legion  posts  of 
the  two  cities. 

WOR,  Newark,  will  celebrate  its 
eleventh  anniversary  Feb.  22  with  a 
special  program  covering  the  high- 
lights of  the  station's  history.  J.  R. 
Poppele,  chief  engineer,  is  the  only 
department  head  who  has  been  with 
the  station  since  its  inception. 

NATIONAL  and  local  radio  gossip  is 
aired  by  Orville  Revelle,  columnist  for 
Radio  and  Amusement  Guide,  each 
Tuesday  evening  on  WCKY,  Coving- 
ton, Ky. 

LOCAL  COMEDIANS  are  proving 
popular  on  KOIL,  Omaha  -  Council 
Bluffs.  "Tony  and  Babe",  formerly  a 
sustaining  program,  is  now  sponsored 
by  the  Chicago  &  Northwestern  Rail- 
road. When  listeners  were  invited  to 
witness  the  fiftieth  broadcast,  the  stu- 
dio could  not  accommodate  the  crowd. 
Pauline  Hopkins,  of  KOIL,  writes  the 
continuity,  and  her  husband.  Max  Vin- 
sonhaler,  is  studio  director. 

A  TEASER  card,  followed  by  two  at- 
tractive folders,  constituted  a  three- 
times  direct  mail  campaign  conducted 
recently  by  WGAR,  Cleveland. 


BECAUSE  of  popular  demand,  WBAP, 
Fort  Worth,  Tex.,  broadcast  via  re- 
mote control  a  regular  service  at  the 
Negro  Holiness  Church  in  Fort  Worth, 
Feb.  12.  The  feature  has  been  an  an- 
nual New  Year's  presentation  over 
WBAP  for  eight  years. 

WSPD,  Toledo,  O.,  cooperated  with 
the  Toledo  newspaper  fraternity  in 
putting  over  "The  Front  Page"  at  the 
Palace  Theater  Jan.  26,  27  and  28  for 
the  benefit  of  children's  relief.  The 
station  sold  more  than  $600  worth  of 
tickets  and  staged  a  two  and  three- 
quarters  hour  program  on  the  pre- 
vious Saturday.  On  the  opening  night 
WSPD  had  a  microphone  in  the  the- 
ater lobby. 

WCKY,  Covington,  Ky.,  paid  a  grace- 
ful tribute  to  the  Cincinnati  Times- 
Star  on  Jan.  21  when  the  new  Times- 
Star  Tower  was  dedicated.  A  special 
quarter  program  the  evening  before 
eulogized  the  late  Mr.  and  Mrs. 
Charles  P.  Taft,  founders  of  the  news- 
paper. On  the  day  of  the  tower's 
opening  WCKY  made  congratulatory 
comments  at  half-hour  station  breaks. 
The  tribute  was  non-commercial  and 
was  without  previous  arrangement 
with  the  newspaper. 

AFTER  BEING  denied  admission  with 
microphones  to  the  courtroom,  WKY, 
Oklahoma  City,  recently  dramatized 
the  Wilkerson  murder  trial  each  eve- 
ning. 

AN  ATTRACTIVE  brochure  under 
the  title  of  "Listeners  Say"  has  been 
issued  by  WKY,  Oklahoma  City,  and 
sets  forth  statistical  facts  about  the 
coverage  and  audiences  of  the  station. 

THE  FARM  SERVICE  HOUR,  an  in- 
stitution on  KMOX,  St.  Louis,  for 
the  past  few  years,  has  been  reorga- 
nized and  on  Feb.  6  it  appeared  in 
new  form  under  the  title  of  "Town 
and  Country  Time."  It  begins  at 
noon  and  continues  until  2:30  o'clock 
each  afternoon,  according  to  Walter 
Richards,  program  production  director. 

ON  FEB.  10  all  CBS  employees 
started  receiving  their  salaries  weekly 
instead  of  semi-monthly,  as  hereto- 
fore. Notice  of  the  change  in  pay- 
ments of  salaries  was  announced  by 
Ed  Klauber,  CBS  vice  president. 


INew  Station 

ACTING  without  a  hearing,  the 
Radio  Commission  Feb.  10  granted 
the  application  of  Charles  W. 
Phelan,  operating  as  the  Casco 
Bay  Broadcasting  Co.,  for  a  new 
station  at  Portland,  Me.,  on  1340 
kc.  with  250  watts  night  and  500 
day.  Under  Commission  regula- 
tions the  matter  automatically 
goes  to  hearing  if  objections  are 
raised  within  20  days.  Coincident 
with  the  ruling,  Paul  M.  Segal, 
counsel  for  WCSH,  Portland,  an- 
nounced he  would  protest  in  be- 
half of  that  station  and  indicated 
that  other  protests  might  be  filed. 


Gilmore  Settles 

SETTING  A  precedent  in  cases 
of  its  kind,  the  suit  brought  by 
J.  Clarence  Kolb  (Kolb  and  Dill) 
against  the  Gilmore  Oil  Co.  for 
cancellation  of  the  former's  radio 
contract,  has  been  settled  out  of 
court  with  Kolb  receiving  $22,500 
in  lieu  of  the  |32,000  he  sought  in 
a  court  action.  Kolb  and  Dill,  old- 
time  stage  comedians,  went  on  NBC 
last  year  with  a  comedy  serial 
"The  Dinglebenders"  which  Gil- 
more cancelled  after  16  weeks,  sub- 
stituting instead  the  Gilmore  Cii-- 
cus  which  they  had  previously 
dropped  in  favor  of  Kolb  and  Dill. 
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Radio  Sells  Dairy  Products 

(Continued  from  page  8) 


over  a  Memphis,  Tenn.,  station,  is 
entertaining  and  educating  the 
local  school  children.  The  Mem- 
phis Dairy  Council  is  the  sponsor 
of  this  program.  In  their  fasci- 
nating visits  to  Switzerland,  Italy, 
Alaska  and  other  lands,  Pete  and 
Patsy  discover  the  interesting 
health  habits  of  the  children  in 
these  foreign  countries.  After 
listening  to  the  programs  at  home, 
the  children  from  the  third  through 
the  eighth  grades  study  the  sub- 
ject matter  at  school.  As  in  De- 
troit, the  local  health  officer  pre- 
sents each  broadcast. 

A  similar  radio  project  for  the 
first  four  elementary  grades  was 
sponsored  by  the  California  Dairy 
Council.  In  these  episodes  were 
featured  the  adventures  of  Da-Ra- 
0,  wise  man  from  the  Land  o' 
Health,  and  the  children  accom- 
panying him  on  his  expeditions.  A 
Land  o'  Health  map,  sent  to  the 
school  before  initial  broadcast, 
gave  the  pupils  an  opportunity  to 
trace  the  action  of  the  story  as 
it  developed. 

Reducing  Advice 

MILK  in  safe  reducing  is  the  main 
theme  of  the  publicity  campaign 
promoted  at  the  present  time  by 
the  Chicago  Milk  Foundation,  the 
local  bi'anch  of  the  council.  The 
semi-weekly  broadcasts  over  KYW 
on  Tuesday  and  Thursday  evenings 
at  7:30  by  Dr.  Herman  N.  Bunde- 
sen,  president  of  the  Chicago  Board 
of  Health,  are  a  major  part  of  this 
publicity  program. 

While  Dr.  Bundesen  discusses 
all  phases  of  health  and  disease 
prevention,  the  subject  of  milk  is 
always  presented  in  the  opening 
and  closing  continuity  of  the  an- 
nouncer. Frequently  Dr.  Bunde- 
sen's  remarks  concern  the  impor- 
tance of  milk  in  weight  control, 
milk  for  sound  teeth,  milk  in  low- 
cost  food  budgeting.  Thousands 
of  copies  of  the  vanity-case  and 
vest-pocket  size  weight  guide, 
"Safely  Control  Your  Weight,"  and 
the  budget  book,  "Living  Well  at 
Low  Cost,"  have  been  requested  in 
connection  with  these  broadcasts. 

A  charming  program  featuring 
southern  songs  and  one  popular 
speaker  was  sponsored  by  the 
Washington  Dairy  Council  last 
winter,  along  with  a  newspaper 
advertising  program.  Dairy  Coun- 
cils in  Boston,  Nashville,  Minne- 


apolis, have  also  promoted  success- 
ful paid  radio  programs  at  various 
times  during  the  last  three  years. 

All  of  the  programs  mentioned 
so  far  were  broadcast  on  time  pur- 
chased by  the  councils.  But,  be- 
cause the  health  of  a  community 
is  fundamentally  a  civic  problem, 
much  radio  time  has  also  been 
donated  for  Dairy  Council  pro- 
grams. During  a  six  month's  milk 
publicity  campaign  in  Louisville 
from  May  to  October,  1932,  put  on 
by  the  Council  and  the  Louisville 
Department  of  Health,  broadcast 
time  was  contributed  regularly  by 
several  local  stations  to  promote 
the  slogan:  "A  triumph  for  health 
— grade  A  pasteurized  milk." 

In  the  rural  "eat-more-butter" 
campaign,  effective  in  18  dairv 
states,  the  National  Dairy  Council 
was  allotted  time  each  week  over 
Farmer  Rusk's  hour  to  educate 
farmers  concerning  the  flavor  and 
health  qualities  of  butter. 


Radio  News  Group 
Named  in  Warning 

THE  BETTER  Business  Bureau  of 
Los  Angeles  has  sent  a  buUet'n  /' 
to  all  Los  Angeles  publishers  and 
radio  stations  warning  them 
against  the  operations  of  the  Ra- 
dio News  Service  of  America,  31.5 
South  Broadway,  Los  Angeles,  and 
Ivan  Johnson,  H.  A.  Keasey  and 
K.  Heath. 

The  bulletin  states  that  the  bu- 
reau has  photostatic  copies  of  a 
number  of  drafts  drawn  upon  the 
Radio  News  Service  "which  were 
not  honored  upon  presentation". 
It  adds: 

"We  are  informed  that  Radio 
News  Service  of  America  has 
some  kind  of  a  tie-up  with  one 
or  more  local  radio  stations  and 
has  been  exploiting  the  time  made 
available  for  propaganda  purposes. 
The  bureau's  files  indicate  that  H. 
A.  Keasey  has  been  arrested  on 
several  occasions  on  bunko 
charges. 

"We  will  appreciate  receiving  any 
information  which  you  may  have 
relative  to  the  current  use  of 
either  radio  or  newspapers  by 
these  individuals  in  order  that 
proper  steps  may  be  taken  to  pro- 
tect the  buying  public." 


DOOLTTTLE  &  FALKNOR,  Inc. 

FREQUENCY  MEASURING  SERVICE 

May  be  arranged  to  provide  daily  or  any  speci- 
fied number  of  measurements  per  week  as 
well  as  individual  measurements  at  station's 
request. 

Write  for  prices  on  schedule  suitable 
to  your  needs. 

1306-1308  W.  74th  St.       TKone.  Stewart  2810 
CHICAGO,  ILLINOIS 


The  salesman  who  sens 
the  most  goods  is  the 
one  who  is  welcomed  into 

the  most  homes  ♦  ♦  ♦ 


OUR  after  hour,  day  in  and  day 
out,  WNAC  carries  its  sales  message  into 
more  Boston  homes  than  any  other  Boston 
station. 

For  three  successive  years,  Price- 
Waterhouse  Audits  have  proved  this  to 
be  true.  The  Walter  Mann  telephone 
surveys  further  prove  WNAC's  dominant 
sales  influence.  The  winter  survey  shows 
WNAC  making  the  greatest  gain  in 
audience  shifts  due  to  winter  program 
changes. 


A  summary  of  the  Walter  Mann  Survey 
will  be  mailed  to  you  on  request 


THE  YANKEE   NETWORK,  INC 


Exclusive  National  Sales  Representative 
SCOTT  HOWE  BOWEN,  INC. 

New  York  Chicago  Detroit         Kansas  City 

San  Francisco  Omaha 


WWANKEE  NETWORKUW 


11  ^-FROM  WHICH  NEW  ENOIAND  HEARS  ITS  RADIO-'m^M 


February  15,  1933  •  BROADCASTING 


Page  25 


ACTIONS  OF 


THE 


FEDERAL    RADIO  COMMISSION 

FEBRUARY  1  TO  FEBRUARY  13  INCLUSIVE 


Applications  .  .  . 

FEBRUARY  2 

WBHS,  Huntsville,  Ala. — Voluntary  assignment  of  li- 
cense to  Radio  Station  WBHS,  Inc. 

KLCN,  Blytheville,  Ark.- — CP  to  make  changes  in 
equipment,  move  locally,  change  frequency  from  1290  kc. 
to  1500  kc,  increase  power  from  50  w.  to  100  w.  and 
hours  of  operation  from  D.  to  unlimited  amended  to  omit 
request  for  change  of  frequency  and  hours  of  operation. 

KGDY,  Huron,  S.  D. — CP  to  make  changes  in  equip- 
ment, change  frequency  from  1200  kc.  to  1340  kc,  in- 
crease power  from  100  w.  to  250  w.  and  change  hours 
of  operation  from  unlimited  to  D. 

NEW,  Fremont,  Neb.^ — Raymond  M.  Brannon  for  CP 
to  operate  on  1500  ke.,  10  w.,  D. 

KFOR,  Lincoln,  Neb.- — Voluntary  assignment  of  li- 
cense and  CP  No.  4-P-B-2664  to  Cornbelt  Broadcasting 
Corp. 

Application  returned:  NEW,  William  L.  Slade,  Hamil- 
ton, O. — CP  to  operate  on  1420  kc,  100  w.,  unlimited 
time. 

FEBRUARY  4 

WESG,  Elmira,  N.  Y. — Modification  of  license  to 
change  hours  of  operation  from  D  to  LS  to  D  to  sunset 
at  dominant  station. 

WBAL,  Baltimore — CP  to  change  transmitter  location 
from  Glen  Morris,  Md.,  to  Baltimore,  and  install  new 
antenna  system  ;  amended  to  change  proposed  transmit- 
ter location  to  Pikesville,  Md. 

WNBW,  Carbondale,  Pa. — Consent  to  involuntary  as- 
signment of  license  from  WNBW,  Inc. 

WILM,  Wilmington,  Del. — Modification  of  license  to 
change  hours  of  operation  from  specified  hours  to  shar- 
ing with  WAZL. 

WAZL,  Hazleton,  Pa. — Modification  of  license  to  change 
hours  of  operation  from  specified  hours  to  sharing  with 
WILM 

KNOW,  Austin,  Tex. — Modification  of  CP  granted 
10-7-32  for  new  transmitter  to  request  authority  to  change 
transmitter  location  locally  to  Driskill  Hotel,  Austin. 

WGCM,  Gulfport,  Miss. — Modification  of  license  to 
change  hours  of  operation  from  unlimited  to  specified. 

NEW,  Greenville,  N.  C. — ^William  Avera  Wynne  for 
CP  to  use  1420  kc,  100  w.  D. 

WILL,  Urbana,  111. — Modification  of  license  to  change 
power  from  250  w.  night,  500  w.  to  LS  to  250  w.  night, 
1  kw.  to  LS.  This  application  amends  4-SA-B-26  which 
requested  increase  power  to  500  w.  night  experimentally 
and  1  kw.  to  LS ;  requests  facilities  of  WKBS  (0.2) 
quota  units. 

KNX,  Los  Angeles — -License  to  cover  CP  granted 
1-13-33  for  changes  in  equipment. 

KIEV,  Glendale,  Cal. — License  to  cover  CP  granted 
9-23-32  for  new  station. 

FEBRUARY  5 

KGEK,  Yuma,  Col. — CP  to  move  transmitter  and  stu- 
dio to  Fort  Collins,  Col.,  change  antenna  and  change  in 
specified  hours ;  amended  to  omit  request  for  change  in 
hours  of  operation. 

Application  returned :  WRUF,  Gainesville,  Fla. — Modi- 
fication of  license  to  change  hours  of  operation  from 
limited  time  (KOA)  to  unlimited,  change  power  from 
5  kw.  to  5  kw.  until  sunset  at  Denver  and  1  kw.  after 
sunset  at  Denver. 

FEBRUARY  8 

NEW,  Portland,  Me.— Portland  Maine  Publishing  Co. 
for  CP  to  use  1340  kc,  500  w.,  unlimited  hours;  trans- 
mitter location  Falmouth,  Me. 

WMIL,  Brooklyn,  N.  Y. — CP  to  change  transmitter 
location  locally,  exact  location  to  be  determined,  install 
new  transmitter  and  make  other  equipment  changes. 

NEW,  Hamilton,  Ohio — William  L.  Slade  for  CP  to 
use  1420  kc,  100  w.,  unlimited  hours;  resubmitted  and 
amended  to  request  1370  kc.  (facilities  of  WHBD,  Mt. 
Grab,  O.). 

NEW,  Haynesville.  La. — C.  C.  Crawford  for  CP  to  use 
1370  kc,  50  w.,  specified  hours  (facilities  of  KWEA, 
Shreveport,  La.,  in  quota  units). 

NEW,  Meriden,  Minn.— Herbert  H.  Fette  for  CP  to 
use  1210  kc,  10  w.,  D.,  4  hours  daily. 

KGU,  Honolulu,  T.  H. — Consent  to  voluntary  assign- 
ment of  license  to  Advertiser  Publishing  Company,  Ltd. 

KPJM,  Prescott,  Ariz. — Consent  to  voluntary  assign- 
ment of  license  to  M.  B.  Scott  and  Frank  Wilburn. 

KTAB,  San  Francisco — Modification  of  license  to  move 
main  studio  to  Oakland,  Cal. 

Application  returned :  KOA,  Denver — CP  to  make 
changes  in  equipment. 

FEBRUARY  11 

WHBC,  Canton,  O. — Modification  of  CP  to  extend  date 
of  completion  to  3-18-33. 

WMBG,  Richmond,  Va. — CP  to  make  changes  in  equip- 
ment, increase  operating  power  from  100  w.  to  100  w. 
night.  250  w.  to  LS  ;  requests  facilities  of  WPHR,  Peters- 
burg, Va. 

Application  returned:  NEW,  George  W.  Jenkins,  Lin- 
coln, Neb. — CP  to  use  1210  kc,  100  w.  night,  250  w.  to 
LS.   (facilities  KFOR,  Lincoln,  Nebr.) 


Decisions  .  .  . 


JANUARY  31 

WRNY,  New  York — Granted  consent  to  voluntary  as- 
signment of  license  to  Marcus  Loew  Booking  Agency. 

WTBO,  Cumberland,  Md. — Granted  consent  to  volun- 
tary assignment  of  license  to  Associated  Broadcasting 
Corp. 

WPRO-WPAW,  Providence,  R.  I. — Granted  CP  t  o 
move  transmitter  and  studio  from  Cranston,  R.  I.,  to 
Providence,  R.  I. 

WHBC,  Canton,  O. — Granted  modification  of  CP  ex- 
tending commencement  date  from  March  22,  1932,  to 
Jan.  18,  1933,  and  completion  date  from  June  22,  1932, 
to  Feb.  18,  1933. 

WJBO,  Baton  Rouge,  La. — Granted  modification  of  CP 
approving  transmitter  location  at  Heidelberg  Hotel, 
Baton  Rouge,  and  extending  commencement  date  to  30 
days  from  this  date  and  completion  date  to  May  31. 

WCFL,  Chicago — Granted  modification  of  CP  extend- 
ing completion  date  from  March  27  to  Sept.  1,  1933. 

KSO,  Des  Moines — Granted  authority  to  determine  li- 
censed power  by  direct  measurement  of  antenna  input 
in  compliance  with  Rule  137. 

WJW,  Akron,  O. — Granted  consent  to  voluntary  as- 
signment of  license  to  WJW,  Inc. 

KREG,  Santa  Ana,  Cal.- — Granted  consent  to  voluntary 
assignment  of  CP  to  The  Voice  of  the  Orange  Empire, 
Inc.,  Ltd. 

WTAG,  Worcester,  Mass. — Granted  modification  of  li- 
cense to  increase  day  power  from  250  to  500  w. 

KWEA,  Shreveport,  La. — Authority  to  remain  silent 
pending  action  on  CP  and  renewal  applications  granted 
to  March  1. 

KFEQ.  St.  Joseph,  Mn. — Granted  authority  to  oper- 
ate from  2  to  3  a.m.  CST,  on  Feb.  4,  1933. 

WRAK,  Williamsport,  Pa. — Granted  renewal  of  license, 
1370  kc,  100  w.,  shares  with  WJEQ  ;  also  granted  con- 
sent to  voluntary  assignment  of  license  to  WRAK,  Inc. 

WJEQ,  Williamsport,  Pa. — Granted  consent  to  volun- 
tary assignment  of  CP  to  WRAK.  Inc. 

WMAL,  Washington,  D.  C. — Equipment  test  period 
extended  10  days  from  Jan.  23. 

KICA,  Clovis,  N.  Mex. — Granted  renewal  of  license  for 
term  Feb.  1  to  July  1,  1933. 

Set  for  hearing:  WBEN,  Buffalo,  N.  Y. — CP  for  ex- 
perimental visual  broadcasting  service ;  KGBX,  Spring- 
field, Mo. — CP  to  change  frequency  from  1310  to  1340 
kc.  and  increase  power  from  100  to  250  w.  (facilities 
of  KGIZ)  ;  WDBO.  Orlando,  Fla. — Modification  of  license 
to  increase  power  from  250  to  500  w.  night,  1  kw.  day, 
(facilities  of  WRUF)  ;  WMBD,  Peoria,  111. — Modification 
of  license  to  decrease  D.  power  from  1  kw.  to  500  w., 
and  increase  hours  of  operation  from  sharing  with 
WTAD  to  unlimited  (facilities  of  WTAD). 

Applications  dismissed  at  request  of  applicants : 
WHIS,  Bluefield,  W.  Va.— Modification  of  license,  1410 
kc,  250  w.,  share  with  WRBX,  and  modification  of  li- 
cense, 1410  kc,  250  w.,  unlimited;  WRBX,  Roanoke,  Va. 
— Modification  of  license,  1410  kc,  250  w.,  share  with 
WHIS :  WSAN,  Allentown,  Pa.— Modification  of  license, 
1440  kc,  500  w.  experimental,  share  with  WCBA ; 
WCBA.  Allentown,  Pa. — Modification  license,  500  w.  ex- 
perimental, 1440  kc,  share  with  WSAN ;  NEW,  All 
Southern  Radio  Corp.,  Jacksonville,  Fla.- — CP,  1120  kc, 
500  w.,  1  kw.  LS,  unlimited  time,  facilities  of  WRUF. 

WMCA,  New  York — The  Commission  overruled  the  de- 
murrer to  notice  of  appearance  and  statement  of  facts 
to  be  proved ;  denied  the  motion  to  dismiss  in  Docket 
1855;  granted  a  continuance  of  hearing  for  period  of  60 
days  from  Jan.  24. 

FEBRUARY  3 

WJBK,  Detroit — Granted  modification  of  license  to  in- 
crease nighttime  power  from  50  to  100  w. 

WKAR,  E.  Lansing,  Mich. — Granted  modification  of 
license  to  change  specified  hours  of  operation  to  as  fol- 
lows :  daily  except  Sunday :  11  to  11 :45  a.m. ;  daily  ex- 
cept Saturday  and  Sunday,  1  to  2 :15  p.m.  ;  Mondays 
only,  12:30  to  1  p.m.,  CST. 

WCAU,  Philadelphia — Granted  modification  of  license 
to  change  name  to  WCAU  Broadcasting  Co. ;  also  same 
for  auxiliary  transmitter. 

WQAO-WPAP,  New  York — Granted  consent  to  volun- 
tary assignment  of  license  to  Marcus  Loew  Booking 
Agency. 

WAML,  Laurel,  Miss. — Authorized  to  begin  program 
tests  at  1  p.m.  Feb.  1. 

WSPA,  Spartanburg,  S.  C. — Granted  authority  to  take 
depositions  in  re  application  for  CP  at  hearing  on 
Feb.  14. 

NEW,  Abiline,  Texas — John  Tindale  granted  author- 
ity to  take  depositions  in  re  application  for  CP  at  hear- 
ing on  March  1. 

Set  for  hearing:  KDYL,  Salt  Lake  City — Modification 
of  license  to  change  frequency  from  1290  to  780  kc.  (fa- 
cilities of  KELW  and  KTM)  ;  KFAC,  Los  Angeles- 
Modification  of  license  to  change  frequency  from  1300  to 
780  kc.  ;  change  power  from  1  kw.  to  500  w.  night,  1  kw. 
D.,  and  increase  hours  of  operation  from  half  time  to 
unlimited  (facilities  of  KTM  and  KELW)  ;  WNBW, 
Carbondale,  Pa. — Renewal  of  license. 


The  following  applicants  were  granted  oral  arguments 
before  the  Commission  en  banc,  to  be  heard  March  8 : 
WFBM,  Indianapolis,  and  WSBT,  South  Bend,  Ind.  (Ex. 
Rep.  437)  ;  KLX,  Cal.  (Ex.  Rep.  441)  ;  NEW,  31st  St. 
Baptist  Church,  Indianapolis,  Ind.  (Ex.  Rep.  442)  ; 
NEW,  American  Legion,  Department  of  Missouri,  Al- 
bany, Mo.,  and  KFWF  and  WIL,  St.  Louis,  Mo.  (Ex. 
Rep.  443). 

WORC-WEPS,  Worcester,  Mass.  (Ex.  Rep.  407)— De- 
nied application  to  change  frequency  from  1350  to  1200 
kc,  and  to  increase  power  from  100  w.  to  250  w.,  un- 
limited time,  (facilities  of  WCDA.  WMSG,  WBNX  and 
WAWZ).  sustaining  Examiner  Hyde. 

NEW,  New  York — Denied  as  in  default  application  for 
CP  to  operate  on  1350  kc,  250  w.,  sharing  with  WCDA, 
WMSG  and  WAWZ  (facilities  of  WBNX),  sustaining 
Examiner  Hyde. 

WMSG,  New  York — Granted  renewal  of  license  to  oper- 
ate on  1350  kc,  250  w.  power,  sharing  with  WCDA, 
WBNX  and  WAWZ,  sustaining  Examiner  Hyde. 

WBNX,  New  York — Granted  renewal  of  license  to 
operate  on  1350  kc,  250  w.  power,  sharing  with  WMSG, 
WCDA  and  WAWZ,  sustaining  Examiner  Hyde. 

WAWZ,  Zarephath,  N.  J. — Granted  renewal  of  license 
to  operate  on  1350  kc,  250  w.,  sharing  with  WBNX, 
WMSG,  WCDA,  sustaining  Examiner  Hyde. 

WTEL,  Philadelphia  (Ex.  Rep.  433) — Denied  modifi- 
cation of  license  so  as  to  require  WCAM  to  enter  into 
a  time-sharing  agreement  with  WTEL  and  WHAT,  and 
to  increase  hours  of  operation  on  same  frequency  (1310 
kc),  and  power   (100  w.),  sustaining  Examiner  Hyde. 

WCAM,  Camden,  N.  J.— Granted  renewal  of  license  to 
operate  on  1280  kc,  500  w.,  sharing  with  WOAX  and 
WCAP,  sustaining  Examiner  Hyde. 

WHAT,  Philadelphia,  Pa.- — Granted  renewal  of  license 
to  operate  on  1310  kc,  100  w.,  one-third  time,  sharing 
with  WTEL,  sustaining  Examiner  Hyde. 

WHEF,  Kosciusko,  Miss.  (Ex.  Rep.  439) — ^Denied  ap- 
plication for  modification  of  CP  to  construct  a  station 
at  Jackson,  instead  of  Kosciusko,  Miss.,  sustaining  Ex- 
aminer Pratt. 

WJZ,  New  York — Special  authorization  for  increase 
of  power  from  30  kw.  to  50  kw.  granted  on  Jan.  13, 
1933,  suspended,  and  station  ordered  to  use  only  30  kw. 
power  pending  outcome  of  a  hearing  scheduled  because 
of  protest  of  WJR,  Detroit. 


FEBRUARY  7 

WBAA,  Lafayette,  Ind. — Granted  authority  to  operate 
additional  night  hours  during  February,  March  and 
April,  as  follows:  Feb.  20  and  27,  8  to  9  p.m.,  CST; 
Feb.  25  and  March  4,  7  to  9  p.m.,  CST,  and  March  25, 
1  to  3  a.m.,  CST,  April  no  additional  hours. 

WCAZ,  Carthage,  HI. — Granted  temporary  authority  to 
broadcast  on  Sundays,  pending  action  on  application  for 
modification  of  existing  license. 

KIEV,  Los  Angeles — Granted  authority  to  broadcast 
test  program  for  DX  purposes  on  morning  of  Feb.  5, 
12,  19  and  26,  between  hours  of  1  and  3  a.m.,  PST. 

WJZ,  New  York- — Special  experimental  authority  to 
increase  operating  power  from  30  kw.  to  50  kw.,  here- 
tofore set  for  hearing  because  of  protest  filed  by  WJR, 
withdrawn  from  hearing  docket  and  granted,  because 
WJR  has  withdra-svn  its  protest. 

WJBO,  Baton  Rouge,  La. — Special  authority  to  re- 
main silent  for  term  beginning  Feb.  3,  and  continuing 
until  completion  of  construction  authorized  under  CP, 
but  not  later  than  May  31. 

WMAL,  Washington,  D.  C. — Equipment  test  period 
extended  for  period  of  10  days  from  Feb.  2. 

Set  for  hearing:  WHBD,  Mt.  Orab,  Ohio — Application 
for  renewal  of  license. 

KSTP,  St.  Paul,  Minn. — Granted  increase  in  power 
until  local  sunset  from  10  kw.  to  25  kw.,  experimentally. 


FEBRUARY  10 

Applications  granted :  NEW,  Portland,  Me. — Chas.  W. 
Phelan,  D/B  as  Casco  Bay  Broadcasting  Co.  Granted  CP 
for  new  station  to  operate  on  1340  kc,  250  w.  night,  500 
w.  D.,  unlimited  time. 

WHO-WOC,  Des  Moines,  la. — Granted  CP  extension, 
CP  from  Feb.  16  to  May  15. 

WAGM,  Presque  Isle,  Me. — Granted  modification  of  li- 
cense to  change  specified  hours  of  operation,  9  a.m.  to 
1  p.m. ;  3  to  7  p.m.,  EST,  daily. 

KGKB,  Tyler,  Tex. — Granted  license  covering  changes 
in  equipment,  1500  kc,  100  w.  U. 

WROL,  Knoxville,  Tenn. — Granted  license  covering  i 
new  equipment  and  move  of  transmitter  locally,  1310  , 
kc.  100  w.  U. 

KREG,    Santa    Ana,    Cal. — Granted    license  covering 
changes  in  equipment,  1500  kc,  100  w.,  U.  , 

WPHR.  Petersburg,  Va. — Granted  authority  to  inter- 
vene in  hearing  on  CP  application  of  WRVA. 

KABC,  San  Antonio,  Tex. — Granted  authority  to  take 
depositions  on  renewal  of  license,  hearing  March  1.  [ 

WIBW,    Topeka,    Kans. — Granted    authority    to  take 
depositions  on  renewal  of  license,  a  hearing  March  6. 

Actions  on  examiners'  reports:  WNAX,  Yankton,  S. 
Dak.  (Rep.  No.  414) — Granted  application  for  CP  to 
install  new  equipment  and  increase  D.  power  from  1  kw. 
to  2Vs  kw.,  570  kc,  reversing  Examiner  Hyde. 

(Continued  on  page  27) 
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Davis  Bill  Altered 
To  Authorize  More 
New  Small  Stations 

Measure  Goes  to  Conference 
After  Senate  Approval 

ATTACHING  a  new  amendment 
to  authorize  the  licensing  of  new 
stations  of  250  watts  or  less  if  no 
interference  is  caused,  regardless 
of  the  Davis  amendment  or  the 
quota  regulations,  the  Senate  Feb. 
10  passed  the  Davis  omnibus  bill 
(H.  R.  7716)  amending  the  Radio 
Act.  Having  already  passed  the 
House,  the  measure  now  goes  to 
conference  to  compromise  the  dif- 
ferences of  the  two  bodies,  with 
final  approval  expected  by  its  spon- 
sors before  March  4.  Last  minute 
objections,  however,  may  block  its 
passage. 

Reinstated  in  the  bill  was  the 
provision  barring  foreign  station 
studios  in  the  United  States  un- 
less authorized  by  the  Radio  Com- 
mission. This  section  had  been 
eliminated  by  the  Senate  Inter- 
state Commerce  Committee  on  ob- 
jections raised  in  behalf  of  broad- 
casters and  interposed  by  Senators 
themselves.  Senator  Vandenberg, 
(R.)  of  Michigan,  fostered  its  re- 
instatement. Otherwise  the  por- 
tions of  the  measure  affecting 
broadcasting  remain  substantially 
as  they  were  reported  in  the  Jan. 
15  issue  of  Broadcasting. 

Terms  of  Measure 

IN  THE  CHARGE  of  Senator  Dill, 
(D.)  of  Washington,  the  measure 
was  rushed  through  the  Senate, 
with  the  understanding  that  cer- 
tain  controverted  portions  would 
be  adjusted  between   Senate  and 
House  conferees.    Senators  Couz- 
ens,  (R.)  of  Mich.,  Dill  and  Smith, 
(D.)  of  S.  C,  are  the  likely  Sen- 
ate conferees,  with  Reps.  Davis, 
(D.)  of  Tenn.,  author  of  the  mea- 
sure; Lehlbach,  (R.)  of  N.  J.,  and 
Bland,  (D.)  of  Va.,  probably  to  be 
named  by  the  House, 
i     Among    other    things,    the  bill 
prohibits  the  broadcasting  of  lot- 
teries; authorizes  the  Commission 
j  to  impose  a  fine  of  not  more  than 
!  $1,000  upon  stations  for  violation 
of  regulations;  broadens  the  equal- 
i  ity  requirements  of  stations  in  al- 
lowing political  candidates  to  use 
their  facilities;  makes  it  manda- 
tory for  the  Commission  to  hear 
oral  arguments  following  cases  be- 
fore examiners  and  broadens  and 
I  rewrites  appellate  provisions  so  as 
j  to  authorize  appeals  to  local  dis- 
i  trict  courts  from  commission  ac- 
I  tions  revoking  station  licenses  or 
I  imposing  fines.  All  such  appeals  are 
t  now  restricted  to  the  Court  of  Ap- 
ji  peals  of  the  District  of  Columbia. 

Adjusts  Alien  Proviso 

ON  MOTION  of  Senator  White, 
(R.)  of  Maine,  the  Senate  deleted 
from  the  bill  the  section  regard- 
ing alien  ownership  or  directors  of 
companies  holding  radio  licenses. 
It  was  definitely  understood,  how- 
ever, that  the  provision  would  be 
revamped  by  conferees  to  meet  all 
objections,  and  at  the  same  time 
protect  such  companies  as  I.  T.  & 

i  T.,  which  has  several  aliens  on  its 

j  boa  id. 

I      The  amendment  by  Senator  Nor- 


Commission  Decisions 

(.Continued  from  page  26) 

KGDA,  Mitchell,  S.  Dak. — Denied  appli- 
cation for  renewal  of  license  on  1370  kc, 
100  w.,  effective  20  days  from  this  date 
(Feb.  10),  and  denied  CP  to  move  sta- 
tion from  Mitchell  to  Aberdeen  and  oper- 
ate on  1420  kc,  100  w.,  unlimited  time, 
reversing  Examiner  Hyde. 

NEW,  Aberdeen,  S.  Dak.,  J.  B.  Taylor 
(Rep.  No.  456) — Denied  CP  to  construct 
new  station  at  Aberdeen  on  920  kc,  500 
w.  D.  hours,  (part  of  facilities  of  KSOO, 
Sioux  Falls).     Examiner  Pratt  sustained. 

KSOO,  Sioux  Falls,  S.  Dak. — Granted  re- 
newal on  1110  kc.  with  21/2  kw.  power, 
LT,  sustaining  Examiner  Pratt. 

WJAR,  Providence,  R.  I.  (Rep.  No.  438) 
— Granted  in  part,  application  for  modifi- 
cation of  license  to  permit  operation  upon 
present  assignment,  (890  kc,  500  w.  D., 
250  w.  night),  with  an  additional  250  w. 
night,  experimentally,  subject  to  with- 
drawal without  prior  notice  or  hearing 
should  objectionable  interference  be  caused. 
(Station  applied  for  1  kw.  day  and  night 
on  experimentally.)  Examiner  Pratt  re- 
versed. 

WEAN,  Providence,  R.  I. — Granted  in 
part,  application  for  modification  of  li- 
cense to  permit  operation  upon  present  as- 
signment with  additional  250  w.  night,  ex- 
perimentally, subject  to  the  withdrawal 
without  prior  notice  or  hearing  should  ob- 
jectionable interference  be  caused.  Exami- 
ner Pratt  reversed.  (Station  now  operates 
on  780  kc  with  500  w.  D.,  250  w.  night,  U. 
Station  applied  for  1  kw.  day  and  night 
on  experimentally). 

Set  for  hearing:  KTM,  Los  Angeles — 
Consent  to  voluntary  assignment  of  license 
to  Evening  Herald  Publishing  Co. 
(Hearst). 

KELW,  Burbank,  Cal. — Consent  to  vol- 
untary assignment  of  license  to  Evening 
Herald  Publishing  Co.  (Hearst). 

Application  dismissed  at  request  of  ap- 
plicant: WNBW,  Carbondale,  Pa. — Modifi- 
cation of  CP  to  change  location  and  move 
studio  to  Scranton,  Pa. 

Applications  denied  by  default:  WGST, 
Atlanta.  Ga. — CP  890  kc.  500  w.,  1  kw.  LS. 

WEBR,  Buffalo.  N.  Y. — Modification  of 
license,  1310  kc,  100  w..  250  w.  LS,  re- 
quested authority  to  use  auxiliary  trans- 
mitter. 

Retired  to  files:  WSYB.  Rutland.  Vt.— 
Modification  of  CP  retired  because  more 
than  30  days  have  elapsed  since  the  re- 
quired time  for  completion  and  no  exten- 
sion request  has  been  filed. 

Examiners'  Reports  .  .  . 

NEW,  Visual  Radio  Corp.,  Watsontown, 
Pa. — Examiner  Hyde  recommended  (Re- 
port 450  ;  Docket  1728)  that  application 
for  CP  to  operate  experimentally  on  2200 
to  2300  kc,  1  kw.  power,  be  denied  on 
grounds  that  applicant  failed  to  "make  a 
strong  showing  as  to  technical  ability  or 
as  tn  financial  ability." 

KGNO,  Dodge  City.  Kans. — Examnier 
Hyde  recommended  (Report  451  ;  Docket 
1726)  that  application  for  CP  to  change 
assignment  from  1210  kc.  to  1340  kc.  and 
to  increase  power  from  100  w.  to  250  w., 
unlimited,  be  denied  as  it  would  increase 
facilities  in  overquota  state  and  overquota 
zone. 

WEHC,  Emory,  Va. — Chief  Examiner 
Yost  recommended  (Report  452 ;  Docket 
1860)  that  application  for  CP  to  move 
to  Charlottesville  be  affirmed  as  provided 
in  conditional  grant  of  Nov.  3,  1932. 


beck,  (R.)  of  S.  D.,  which  would 
permit  more  local  stations,  reads: 
"That  the  Commission  may  grant 
applications  for  stations  not  exceed- 
ing 250  watts  of  power  if  the  Com- 
mission finds  that  such  stations  will 
serve  the  public  convenience,  interest, 
or  necessity,  and  that  their  operation 
will  not  interfere  with  the  fair  and 
efficient  radio  service  or  stations  li- 
censed under  the  quota  provisions  of 
the  section,  and  said  stations  may  be 
authorized  without  regard  to  the  quota 
restrictions  herein  provided." 

In  accepting  the  amendment 
Senator  Dill  said  he  could  not 
guarantee  its  adoption  in  confer- 
ence. Rep.  Davis  told  Broadcast- 
ing he  desired  more  time  to  study 
its  effects. 


THE  SERVICE  of  W6XA0,  Don 
Lee  System  television  station,  Los 
Angeles,  has  been  expanded  to  em- 
brace three  different  wave  lengths. 
The  channels  of  49,300  and  66,750 
kc.  have  been  added  to  the  44,500 
kc.  frequency. 


THE 

FOURTH 

MARKET 


I  lere  is  the  4th  Largest  Market  in  the 
United  States  which  can  be  blanketed 
at  a  single  cost  with  one  potent 
advertising  medium. 

''MICHIGAN'S  GREATEST 
ADVERTISING  MEDIUM'' 

10,000  WATTS  a^j^i^fin^r  ^"^^^^^ 


G.  A.  RICHARDS,  Pres. 
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GOODWILL  STATION,  Inc. 

DETROIT 
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A  Master  Gain  Control 


Low  Noise  Level 

Panel  at  Ground 
Potential 

Positive  Grip  Knob 

Negligible 

Frequency  Error 


Type  552  Volume  Controls  are  available  in  T- 
and  H-sections  with  impedances  of  200  or  500  ohms, 
and  in  L-sections  with  impedances  of  50,  200,  or  500 
ohms. 

Total  attenuation  30  db.  in  steps  of  1.5  db. 
PRICES: 

L-type  ^28.00 

T-type  34.00 

H-type  48.00 


For  Microphone  Mixer  Circuits 

Type  652 
I      Volume  Control 
I    is  a  slide-wire  type  of  at- 
j    tenuator  combining  com- 
pactness and  low  cost 
[    with   excellent  electrical 
I    and  mechanical  proper- 
I    ties.     It  uses  a  ladder- 
'    type  network  which  has  a 
'    linear  attenuation  charac- 
teristic and  nearly  con- 
'    stant     impedance.  The 
noise  level  is  extremely 
low. 

\  Impedance:   50,  200, 

or  500  ohms. 

Infinite  Attenuation: 
linear  from  0  to  45  deci- 
bels. 

PRICE:  ^12.50 

For  complete  details,  address  the  General  Radio 
Company,  Cambridge,  Massachusetts. 
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CAMBRIDGE  A,  MASSACHUSETTS 


Government  Petitions  Supreme  Court 
To  Review  Ruling  in  WIBO-WPCC  Case 

116  Cases  Before  Commission  Raise  Similar  Issue, 
Solictor  General  Says  ;  Other  Cases  Progress 


CLAIMING  that  116  separate 
cases  pending  before  the  Radio 
Commission  involve  substantially 
the  same  issue,  the  Department  of 
Justice  Feb.  3  filed  with  the  U.  S. 
Supreme  Court  a  petition  for  re- 
view of  the  decision  of  the  Court 
of  Appeals  of  the  District  of  Co- 
lumbia in  the  WIBO  case.  In- 
volving the  validity  of  the  Cim- 
mission's  quota  regulations  and  its 
right  to  remove  stations  summarily 
in  overquota  states  and  to  assign 
their  facilities  to  underquota  areas, 
the  case  is  regarded  of  prime  im- 
portance to  broadcasters. 

The  lower  court,  by  majority 
opinion,  reversed  the  Commission's 
decision  ordering  deletion  of  WIBO 
and  WPCC,  Chicago,  which  share 
time  on  the  560  kc.  wave,  in  favor 
of  WJKS,  Gary,  Ind.,  on  purely 
quota  grounds.  It  held  that  the 
decision  was  "arbitrary  and  capri- 
cious" and  that  the  Davis  Amend- 
ment to  the  Radio  Act,  under 
which  the  quota  regulations  were 
promulgated,  did  not  dictate  mathe- 
matical equality  in  the  state  and 
zone  distribution  of  facilities. 

Would  Increase  Power 

FINAL  adjudication  of  this  case 
in  the  commission's  favor,  it  is 
pointed  out,  would  mean  that  it 
could  exercise  a  free  hand  in  elim- 
inating facilities  in  the  27  over- 
quota  states  and  in  assigning  them 
to  underquota  areas,  regardless  of 
property  rights,  station  invest- 
ments and  public  service. 

Solicitor  General  Thomas  D. 
Thacher  declared  in  his  petition 
for  certiorari  that  WJKS,  located 
30  miles  from  Chicago,  represents 
an  investment  of  $75,000.  WIBO, 
he  stated,  represents  a  total  cost 
of  $346,362.  No  estimate  is  made 
of  the  value  of  WPCC. 

Contending  that  the  case  pi'e- 
sents  a  question  of  public  impor- 
tance which  should  be  decided  by 
the  highest  court,  the  Solicitor 
General  said  it  pertains  to  the 
manner  in  which  broadcastins:  fa- 
cilities shall  be  allocated  and  is  the 
first  case  in  the  courts  involving 
the  affirmative  application  of  the 
Davis  Amendment. 

"It  is  essentia  1,"  says  the 
Thacher  brief,  to  the  proper  dis- 


charge of  the  Commission's  duties 
that  this  court  shall  determine 
whether  the  Commission  may  re- 
fuse to  renew  licenses  and  there- 
by curtail  the  facilities  of  exist- 
ing stations,  in  order  to  bring 
about  a  fair  distribution  of  broad- 
casting facilities  among  the  states 
as  provided  in  the  Davis  Amend- 
m  e  n  t.  Substantially  the  same 
question  is  involved  in  116  separ- 
ate pi-oceedings  pending  before  the 
Federal  Radio  Commission,  in 
which  applications  have  been  filed 
requesting,  in  each  case,  the  re- 
assignment to  an  underserved 
state  or  zone  of  all  or  a  substan- 
tial part  of  the  facilities  now  li- 
censed to  a  station  in  an  over- 
quota  state  or  zone." 

A  petition  for  reconsideration 
of  the  Shuler  case,  raising  the 
issue  of  free  speech  on  the  air, 
was  filed  with  the  court  Feb.  9 
by  Louis  G.  Caldwell,  counsel  for 
KGEF,  Los  Angeles,  over  which 
the  Rev.  Robert  P.  Shuler  broad- 
cast the  utterances  that  led  to  his 
station's  deletion.  The  court  re- 
fused to  accept  the  petition  for 
review  of  the  lower  court's  ruling 
Jan.  16.  The  American  Civil  Lib- 
erties Union,  through  Morris  L. 
Ernst,  filed  a  brief  in  support  of 
the  Shuler  petition. 

On  petition  of  Paul  M.  Segal, 
counsel  for  WJJD,  Mooseheart,  111., 
the  Court  of  Appeals  on  Feb.  2 
granted  a  temporary  restraining 
order  from  the  Commission's  de- 
cision ordering  it  to  curtail  even- 
ing hour  operation  on  the  1130  kc. 
channel  assigned  to  KSL,  Salt 
Lake  City.  It  was  the  first  time 
since  the  Commission's  creation 
that  such  an  order  has  been  is- 
sued. This  temporary  order  was 
extended  until  Feb.  19  by  the  court 
to  afford  it  time  to  consider  Mr. 
Segal's  petition  for  a  stay  order. 
KSL  withdrew  its  consent  to  per- 
mit WJJD  to  use  the  frequency 
during  certain  night  hours,  claim- 
ing interference. 

On  Feb.  6  and  7,  the  Court  of 
Appeals  heard  oral  arguments  in 
volving  the  cases  of  WMCA  and 
WNYC,  New  York  City;  WOQ, 
Kansas  City,  and  KFH,  Wichita; 
and  KFPY,  Spokane,  Wash.  The 
first  case  has  to  do  with  the  Com 
mission's  decision  assigning  to 
WMCA  full  time 'on  570  kc,  the 


Frequency  Measuring  Service 

Many  stations  find  this  exact  measuring  service  of  great 
value  for  routine  observation  of  transmitter  perform- 
ance and  for  accurately  calibrating  their  own  monitors. 

MEASUREMENTS  WHEN  YOU  NEED  THEM  MOST 
R.  C.  A.  COMMUNICATIONS,  Inc. 
Commercial  Department 

A  RADIO  CORPORATION  OF  AMERICA  SUBSIDIARY 

66  BROAD  STREET  NEW  YORK,  N.  Y. 
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regional  wave  shared  by  that  sta- 
tion with  WNYC,  operated  by  the 
City  of  New  York.  The  action 
would  have  shifted  WNYC  to  a 
limited  time  assignment  on  810 
kc,  switching  WPCH,  New  York, 
owned  by  the  operators  of  WMCA, 
to  570  kc,  and  thereby  giving  this 
group  full  time  on  the  wave. 

In  the  WOQ  case,  the  issue  in- 
volved was  the  Commission's  de- 
letion of  that  station  more  than 
a  year  ago  for  alleged  violation 
of  regulations  and  assignment  of 
its  time  to  KFH,  with  which  it 
now  shares  facilities.  WOQ  is  on 
the  air  by  virtue  of  a  stay  order. 
The  KFPY  case  involves  a  protest 
by  that  station  from  a  commission 
decision  changing  the  assignments 
of  other  stations  in  that  state. 
Duke  M.  Patrick,  retiring  Com- 
mission general  counsel,  argued 
all  of  the  cases  in  the  Commis- 
sion's behalf. 

Two  appeals  have  been  dis- 
missed by  the  court  at  the  re- 
I  quest  of  appellants.  The  first  was 
on  motion  of  WBAK,  Harrisburg, 
Pa.,  which  had  appealed  from  the 
Commission  ruling  curtailing  its 
operating  hours.  KOMO,  Seattle, 
also  dismissed  its  appeal  from  the 
Commission's  action  changing  its 
operating  assignment. 


Building  Confidence 

{Continued  from  page  10) 

City,  headquarters  of  the  company. 

Surveys  had  proved  the  ade- 
quacy of  KSL  coverage  beyond 
question.      Even    the  Portland 


Oregonian  and  a  score  of  Ca- 
nadian newspapers,  from  1,000  to 
1,500  miles  removed  from  Salt 
Lake  City,  were  publishing  this 
station's  daily  program  in  response 
to  popular  request. 

The  decision  having  been  reached, 
the  program  set-up  became  mere- 
ly a  matter  of  outline.  KSL's 
program  staff  built  Western  fea- 
ture hours,  during  which  the  "con- 
fidential" financial  talks  were  given 
by  C.  Clarence  Neslen,  former 
mayor  of  Salt  Lake  City,  now  iden- 
tified officially  with  the  Westei-n 
Loan  &  Building  Co.  During  one 
experimental  period  Western  Loan 
was  induced  to  give  western  spon- 
sorship to  a  popular  eastern  CBS 
sustaining  feature. 

Results  were  almost  immedi- 
ately gratifying.  Withdrawals  by 
Western  Loan's  more  than  thirty 
thousand  patrons  were  reduced  to  a 
minimum.  Sales  representatives 
and  branch  managers  reported  cor- 
dial confidence  and  a  generous 
share  of  new  business,  the  times 
considered. 

Radio,  at  single-station  cost, 
telling  western  America  about  the 
Western  Loan  &  Building  Com- 
pany's forty-one  years  of  conserva- 
tive management  and  enviable  rec- 
ord of  growth  through  several 
business  depressions,  maintained 
confidence  in  Western  Loan  at  re- 
markably low  cost. 

The  experience  of  the  Western 
Loan  &  Building  Company  leads 
to  the  generalization  that  financial 
institutions  should  not  become  con- 
spicuous by  their  absence  from  ad- 
vertising media  in  times  of  eco- 
nomic stress. 


...  /^cmsA 


Life  hung  in  the  balance  for  an  Iowa 
mother's  precious  infant.  A  blood  trans- 
fusion .  .  .  the  right  type  of  blood  .  .  . 
was  necessary! 

Hospital  records  revealed  a  certain  man 
had  the  needed  type  ...  he  must  be  located! 
Immediately!  Telephone  calls  failed  ...  a 
frantic  appeal  over  KSO  brought  the  man  to 
the  hospital  within  thirty  minutes! 

Because  KSO  is  "next  door  to  the  news" 
t  enjoys  an  intense  listener  interest  18 
hours  every  day! 


Owned  and  Operated  By... 


The  Des  Moines  Register  and  Tribune 


Write  for  descriptive  circulai  

''KSO — Sells  Goods  in  Des  Moines" 


ORANGE  COUN4TY 

NEW  YORK. 


OPERATING 

"III  The  Public  Interest 
Convenience  and  Necessity 

WGNY  intends  to  prove  its  "public  service"  by 
serving  the  people  of  Orange  County,  New  York, 
in  catering  to  local  interests,  and  thus  providing 
a  type  of  program  previously  unavailable  in  this 
strictly  agricultural  community. 

Each  program,  whether  commercial  or  sustaining, 
must  contribute  to  the  education  and  entertainment 
of  our  listeners.  This  policy  now  being  established 
will  be  closely  adhered  to  in  the  future  to  assure 
a  satisfied  audience.  Each  advertiser  will  thus 
enjoy  a  background  of  goodwill  created  by  a 
station  primarily  organized  to  serve  the  public. 

Completely  RCA  equipped 
33  1/3 — 78  r.p.m.  Turntables. 

1210  Kilocycles  50  Watts 

CHESTER  •  ORANGE  COUNTY  •  NEW  YORK 
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21,781 
Letters 

from  Four 

Announcements 

65%    from  Michigan; 
19%  from  Ohio 

•  It  wasn't  an  unusual 
free  offer  that  brought 
this  flood  of  letters  from 
listeners  in  all  parts  of  the 
United  States  and  Canada 
— merely  an  announce- 
ment that  CKOK  would 
send  a  photo  of  Honey- 
Boy  and  Sassafras  to  any- 
body requesting  one. 

•  The  announcement  went 
on  the  air  only  4  times,  and 
in  one  week  we  received 
21,781  letters  from  33 
states,  and  the  requests  still 
pour  in. 

•  Honey  -  Boy  and  Sassafras, 
CKOK's  famous  blackface  de- 
tective team,  have  taught  thou- 
sands of  housewives  in  the 
CKOK  area  that  Taystee  Bread 
is  "The  Best  Loaf  of  Bread  in 
Town". 

•  Ask  Purity  Bakeries  Cor- 
poration what  they  think  of 
CKOK  coverage  —  and  effec- 
tiveness. 


5,000Watts  540Kc.  555.6Meters 

INTERNATIONAL 
CLEARED  CHANNEL 

Columbia  Basic  Network 

Union  Guardian  Building, 
Detroit,  Michigan 

Guaranty  Trust  Building, 
Windsor,  Ontario 
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Substantial  Saving 
Credited  to  Merger 

Sykes  Says  Commission  Staff 
Has  Reached  Minimum 

FROM  AN  appropriation  of 
$1,112,080  during  the  last  fiscal 
year  ton  one  of  $780,427  for  the 
fiscal  year  beginning  July  1  is 
the  economy  achieved  in  federal 
regulation  of  radio  by  virtue  of 
the  consolidation  of  the  Radio  Di- 
vision of  the  Department  of  Com- 
merce with  the  Radio  Commission. 

This  reduction  of  almost  30  per 
cent,  indicative  of  the  economies 
that  can  be  effected  by  eliminating 
overlapping  and  duplication,  has 
been  brought  about  by  the  Com- 
mission since  last  summer  when 
it  took  over  the  Radio  Division. 
These  economies  were  worked  out 
under  the  Commission's  direction, 
and  in  cooperation  with  the  vari- 
ous divisions,  by  James  W.  Bald- 
win, secretary. 

$331,653  is  Saved 

"WHEN  the  question  of  consoli- 
dating the  two  agencies  was  be- 
fore Congress  last  session,  Mr. 
Baldwin  estimated  that  such  a 
fusion  would  effect  a  total  savings 
of  $122,145.  Actually,  the  appro- 
priation for  1934,  as  approved  by 
the  House,  is  $331,653  less  than 
the  total  of  the  1932  appropria- 
tions for  the  two  separate  units. 

The  official  hearings  before  the 
House  appropriations  committee  on 
the  Commission's  appropriations, 
just  released,  disclose  the  extent 
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to  which  the  Commission  has 
"trimmed"  its  overhead.  Acting 
Chairman  Sykes  told  the  commit- 
tee that  the  Commission  has  re- 
duced its  personnel  and  curtailed 
its  activities  "to  a  point  which 
cannot  at  this  time  be  exceeded 
without  danger  to  effective  regu- 
lation." 

Cites  Wave  Parley 

OF  PARTICULAR  significance 
was  his  reference  to  the  forthcom- 
ing North  American  conference, 
destined  to  entail  a  broadcasting 
reallocation.  The  view  has  been 
frequently  expressed  that  to  re- 
duce the  Commission's  personnel 
further  would  undermine  the  Com- 
mission's efficiency  and  seriously 
retard  the  working  out  of  the  im- 
pending revised  allocation. 

"There  are  a  number  of  prob- 
lems being  considered  which  are 
of  major  importance  and  about 
which  there  has  been  no  public  an- 
nouncement," Judge  Sykes  told  the 
committee.  "Again,  a  North 
American  Conference  to  adjust  the 
broadcast  spectrum  must  be  ar- 
ranged at  an  early  date.  All  of 
these  matters  will  tax  the  Com- 
mission and  its  staff,  and  when 
this  work  is  concluded  the  Com- 
mission's actions  will  doubtless  be 
subject  to  prolonged  litigation. 
Any  further  reductions  at  this 
time  would  render  the  Commission 
incapable  of  handling  these  prob- 
lems." 


AN  AMENDMENT  to  the  Illinois 
sales  tax  bill  (S.  156)  now  pending 
in  the  state  senate,  would  impose 
a  tax  on  broadcasting  companies 
and  advertising  agencies.  It  is 
scheduled  for  final  action  this 
month. 
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Third  Chain  Plan 

(^Continued  from  page  6) 
hookups   under  the  tentative 
scheme  and  at  the  present  rates 
charged  by  A.  T.  &  T. 

In  some  quarters  it  was  believed 
that  the  plan  embraces  outlets  in 
only  the  major  markets  and  that 
the  network  project  does  not  con- 
template the  use  of  stations  in  the 
less  profitable  areas  of  the  south 
or  far  west,  where  long  and  ex- 
pensive wire  hauls  would  be  nec- 
essary to  reach  markets  of  doubt- 
ful value.  This  restricted  plan 
would  follow  the  idea  of  several 
previous  network  schemes  to  cover 
only  larger  cities  and  markets  with 
as  short  wire  hauls  between  out- 
lets as  possible. 

In  connection  with  the  Wynn 
project  came  an  announcement 
Feb.  10  by  T.  W.  Richardson,  vice 
president  and  director  of  Amalga- 
mated, that  he  is  instituting  a  suit 
against  Ed  Wynn  and  Ota  Gygi  to 
compel  specific  performance  of 
stock  agreement.  He  alleges  Wynn 
and  Gygi  have  "through  conspiracy 
gained  control  of  Amalgamated" 
and  thereby  have  deprived  him  of 
his  interests. 

Richardson  claimed  that  Wynn 
and  Gygi  had  failed  in  their  mil- 
lion dollar  capitalization  plan,  and 
after  four  months,  had  advised 
Richardson  that  they  found  it  nec- 
essary to  turn  over  Amalgamated 
to  a  group  of  out-of-town  business 
men  "who  will  test  out  their  theo- 
ries of  chain  broadcasting  over  a 
few  stations  connected  by  wire  be- 
tween New  York  and  Baltimore." 
Richardson  declared  he  objects  to 
this  disposal  of  his  interests  and  to 
abandonment  of  his  "chain  system 
plan". 


CLASSIFIED 

ADVERTISEMENTS 

Classified  advertisements  in 
Broadcasting  cost  7e  per  word  for 
each  insertion.  Cash  must  accom- 
pany order. 

Forms  close  28th  and  13th  of 
month  preceding  issue. 


For  Sale 

Half  or  full  intereet  in  100  watt  East- 
ern  Station,  unlimited  time,  in  twentieth 
National  Metropolitan  Area.  Reasonable. 
Box  78,  Broadcasting. 

Situations  Wanted 

Young  man  with  seven  years'  experience 
radio — thirty-two  months  as  station  direc- 
tor and  commercial  manager  of  southern 
regional  station  desires  connection  with 
station  in  need  of  good  producer  and  or- 
ganizer.    Box  76,  Broadcasting.  

Versatile  Announcer  eight  years  theatre ; 
six  years  radio.  Now  employed.  Produc- 
tion ;  Continuity ;  Publicity.  Record  Al. 
Salary  within  reason.  Locate  anywhere. 
Address  Box  79,  Broadcasting.  

Sales  Manager  desires  change,  excellent 
background  of  sales  promotion  and  man- 
agement. Knowledge  of  programs  and 
merchandising  plans.  Managing  sales  well 
known  station — 15  days'  notice.  Clean 
record ;  best  references.  Box  77,  Broad- 
casting^^  

Production  Manager  of  thousand  watt 
station  desires  change  in  location.  Have 
been  with  same  station  three  years.  Thor- 
oughly grounded  in  modern  radio  produc- 
tion and  merchandising  principles.  Young, 
married,  sober  and  capable.  Salary  ex- 
pected will  be  dependent  upon  future  pos- 
sibilities. Best  of  references.  Box  80, 
Broadcasting.  

Microphone  Service 

Sensational  Microphone  Value  —  Univer- 
sal Model  "Y" — Experimenters  single-but- 
ton, watch  model  type.  200  ohms.  Pure 
Gold  Spot  Center  Diaphragm.  Only  $2.00, 
including  valuable  1933  general  catalog 
with  diagrams.  Universal  Microphone  Co., 
Ltd.,  Inglewood,  California. 
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A  World's  Record 
for  WBBM? 


(Can  any  other  radio  station  equal  or  better  it?) 


Six  Days  a  Week  foi*  !^ix  and  a  Half  Years 
One  W^BBM  Advertiser  lias  Sponsored 
Two  Fifteen -minute  Broadeast!^  a  Day 
^*Witli  consistently  profitable  results,** 


i 


For  six  and  a  half  years,  the  E.  Burnham  Beauty  Establishment  has  sponsored 
two  broadcasts  a  day  (morning  and  afternoon),  six  days  a  week,  over  WBBM 
...  a  world-record,  we  believe,  for  consistency,  frequency,  and  results! 

No  need  to  ask  this  advertiser  "Does  it  pay?"  Contract  renewals  tell  their  own 
story. 

And  tell  the  story  for  all  other  WBBM  advertisers  as  well, 

WBBM — with  more  local  commercial  accounts  (including  national  advertisers 
using  WBBM  locally)  than  the  five  other  major  stations  in  Chicago  combined 
— regularly  receives  renewed  contracts  from  three  out  of  four  advertisers. 

The  proof  of  the  pudding  (as  somebody  must  have  said)  is  in  the  repeating! 

For  information  on  rates  and  open  time  over  Chicago's  most  effective  station, 
write  to 


WBBM 


Chicago 

410  North  Michigan  Avenue 


RADIO  SALES,  IXC,  485  Madison  Avenue,  Xew  Yori£ 
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Covero^ 

in  the 
Worlds 
Greatest 
Market 

That's 

But  don't  just  take 
our  word  for  it. 

Ask  us  to  send  facts  and  figures 
proving  the  broadcasting  area  cov- 
erage of  WOR,  as  developed  by 
field  intensity  survey  just  completed 
by  Edgar  H.  Felix,  and  at  the  same 
time  ask  for  definite  evidence  of 
the  selling  and  pulling  power  of 
WOR,  in  an  area  that  has  the  big- 
gest buying  potential  of  any  in  the 
world — ^the  New  York  Metropolitan 
Area. 

Truly,  WOR  oifers  coverage — 
guaranteed  coverage,  ivhere  Cover- 
age pays. 


.  /fcVOMKERS 


BERLIN  • 


WOR 


^meriat's  Xeadinq  Independent  Station  Servinq 
Oteaterllewjerseq  andltewifork  Wetn^itanMrea 

Bamberger  Broadcasting  Service,  Inc. 

Newark,  New  Jersey 

New  York  Office :  1440  Broadway  New  York  City 

Chicago  Office:  William  G.  Rambeau,  360  N.  Michigan  Ave.,  Chicago,  III. 
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MEASURE  . 
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WCCO  RANKS  "FIRST  "  IN  TWIN  CITIES 


ON  THE  SAME  PROGRAM- BROADCAST 
AT  THE  SAME  TIME  OF  THE  DAY- ON  ALTER- 
NATE DAYS  OF  THE  SAME  WEEK-WCCO 
PULLED  300%  MORE  INQUIRIES  THAN  ITS 
NEAREST  COMPETING  TWIN  CITY  STATION. 

The  same  person  did  the  broadcasting  on  both  stations.  The 
same  continuity,  the  same  sound  effects  were  used. 


The  broadcasts  were,  you  see,  identical 
RESULTS! 


with  one  exception 


WCCO  outpulled  the  other  stations  by  better  than  a  3-to-l 
ratio. 


Unquestionably,  50,000  watts  (full  time  on  a  cleared  channel) 
plus  the  full  prestige  of  the  finest  network  and  local  presenta- 
tions, has  won  first  ranking  for  WCCO.  Not  only  in 
the  Twin  Cities — but  in  the  entire  State  of  Minne- 
sota, Western  Wisconsin,  Northern  Iowa,  South  Da-  ^ 
kota,  and  North  Dakota. 

Buy  WCCO  — for  coverage,  for  RESULTS!  ^ 


NORTHWESTERN  BROADCASTING,  Inc. 

MINNEAPOLIS,  MINN. 

RADIO  SALES,  Inc.,  485  Madison  Avenue,  New  York  City 

410  North  Michigan  Avenue,  Chicago 
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Exclusive  National  Representatives 
EDWARD  PETRY  AND  COMPANY 
New  York -Chicago -San  Francisco 


Owned    and    Operated  by 

THE    NATIONAL    LIFE   &   ACCIDENT    INSURANCE    COMPANY,  INC. 
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The  MOST  POWERFUL  Station  In  An  Area 

of  160,000  Square  Miles 


With  25,000  Watts 

(5  times  its  previous  power"^ 

WHAM  Now  DOMINATES  Central,  Western,  and 
Southern  New  York,  Northern  Pennsylvania,  East- 
ern Ohio  and  the  Province  of  Ontario,  Canada! 

On  March  4,  1933,  WHAM,  the  Stromberg-Carlson  Station  at  Rochester,  N.  Y.,  by  authority  of  the  Federal 
Radio  Commission,  increases  its  power  from  5,000  watts  to  25,000  watts,  clear  channel.  Now,  with  a  single 
station,  advertisers  can  deliver  their  messages  to  one  of  the  largest  industrial  and  farming  areas  on  the  North 
American  Continent. 


STATION 
PREFERENCE 


POTENTIAL 
MARKET 


TALENT 
FACILITIES 


Founded  in  1922,  WHAM  was  the  pioneer  broadcasting  station  in  Rochester.  In 
1925  it  became  associated  with  the  Basic  Blue  Network  of  the  National  Broad- 
casting Company.  For  eight  years  it  has  carried  many  of  the  most  popular  chain 
programs. 

Within  a  400  mile  radius  of  Rochester  is  only  8.9%  of  the  land  area  of  the  coun- 
try, but  in  this  area  are  found: 

36.14%  of  the  total  population 

36     %  of  the  radio  receiving  sets  in  use 

40.17%  of  the  residential  telephones 

59.37%  of  the  nation's  manufacturing 

53.2  %  of  the  income  tax  returns  showing  incomes  over  $5,000 

WHAM's  production  staff  is  made  up  of  seasoned  musicians,  singers,  and  actors 
who  have  won  an  enviable  reputation  for  quality  in  the  production  of  all  types  of 
programs  .  .  .  classical,  popular  and  dramatic. 

The  station  has  originated  many  programs,  both  commercial  and  sustaining,  for 
the  National  Broadcasting  Company.  No  matter  what  type  of  program  you  may 
have  in  mind,  the  staff  of  WHAM  can  produce  it  in  a  manner  that  cannot  be  ex- 
celled anvwhere. 


TRANSCRIPTIOIVS 


ASSOCIATED  NBC 


Programs  made  exclusively  for  broadcasting  are  acceptable  when  quality  of  re- 
cordings and  program  contents  meet  station's  approval.  Western  Electric  Double 
Turntable,  33  1/3  R.P.M.,  lateral  and  vertical  pick-up  equipment  is  used. 

Write  for  rates,  open  time,  and  complete  market  data  on  the  prosperous  area 
WHAM  serves. 

STATION  WHAM 

Sagamore  Hotel,  Rochester,  N.  Y. 

Owned  and  Operated  by  the  Stromberg-Carlson  Telephone  Manufacturing 
Company  •  Operating  Power:  25,000  watts,  260.7  meters,  1150 
kilocycles    •     Clear  Channel     •     Full  Time      •      Associated  N.  B.  C. 
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^^War  Plans''  Laid  to  Protect  Broadcasting 


By   SOL  TAISHOFF 


Baldwin  Resigns  to  Represent  NAB  at  Wave  Parley; 
Copyright  Fight  Stimulated  by  Newton  D.  Baker's  Aid 


SPURRED  by 
the  enthusiastic 
response  of  sta- 
tions to  the  plea 
for  funds,  the 
NAB  board  of  di- 
rectors at  a  spe- 
c  i  a  1  meeting  in 
Washington  Feb. 
20  and  21  laid 
„  ,  "war    plans"  to 

Mr.  Baldwin  protect  advertis- 
ers, agencies  and  broadcasters  alike 
from  attacks  by  unfriendly  groups 
and  to  speed  up  the  movement  to- 
ward a  thoroughly  stabilized  broad- 
casting industry. 

An  unexpected  action,  destined 
to  have  far-reaching  effects,  was 
the  retention  by  the  board  of 
James  W.  Baldwin,  secretary  of 
the  Federal  Radio  Commission,  to 
represent  the  industry  at  the  forth- 
coming North  American  Radio 
Conference  at  Mexico  City  at 
which  broadcasting  channel  alloca- 
tions will  be  considered.  While 
largely  a  technical  matter,  the  re- 
sults of  these  discussions  will  be  re- 
flected directly  in  station  opera- 
tions, since  the  wave  assignments 
of  stations  and  their  consequent 
service  areas  are  involved.  Mr. 
Baldwin  resigned  his  post  at  the 
Commission,  effective  Mai'ch  1,  to 
accept  the  posi- 
tion, and  comes  to 
the  NAB  in  a 
permanent  ca- 
pacity. 

Copyright 
again  was  one  of 
the  main  issues 
before  the  board, 
called  into  extra- 
ordinary session 
by  President  A. 
J.  McCosker, 
WOR,  Newark. 
With  advertisers 
and  agencies,  as 
well  as  broad- 
casters,  natural- 
ly concerned  with 
the  copyright  sit- 
uation and  the 
added  burden  of 
radio  expenses  it 
is  entailing,  the 
board  laid  its 
plans  in  such  a 
way  as  to  give 
full  assurance 
that  every  effort 


will  be  made  to  protect  them 
against  the  "assaults"  by  the 
American  Society  of  Composers, 
Authors  and  Publishers,  and  the 
other  copyright  groups. 

In  strictest  confidence,  the  board 
learned  of  the  plans  of  Newton  D. 
Baker,  recently  retained  as  the 
NAB  copyright  counsel,  and  how 
Oswald  F.  Schuette,  NAB  copy- 
right director,  is  coordinating  his 
activities  to  dove-tail  with  those  of 
the  famous  Cleveland  attorney. 
The  Baker  plans  were  recounted 
by  Joseph  S.  Hostetler,  his  law 
partner,  and  were  enthusiastically 
received  by  the  board. 

Music  Bureau  Indorsed 

THE  PROPOSAL  for  a  Radio 
Program  Foundation,  incorporated 
under  the  NAB  and  designed  to 
become  the  reservoir  of  radio- 
owned  music  and  other  program 
material,  was  indorsed  by  the 
board  and  a  special  committee  was 
designated  to  carry  forward  the 
project.  Presented  at  the  NAB 
convention  in  St.  Louis  last  No- 
vember, the  plan  was  referred  to 
the  board  for  consideration.  Ulti- 
mately, it  is  believed  this  founda- 
tion may  relieve  the  industry  from 


its  dependence  upon  ASCAP  for 
copyrighted  music. 

With  the  retention  of  Mr.  Bald- 
win, the  industry  was  given  full 
assurance  that  their  interests  will 
be  adequately  protected  in  the 
fight  for  existence  that  faces  it  at 
the  forthcoming  North  American 
conference.  Details  of  the  NAB 
plans  and  position  at  this  confer- 
ence, likely  to  involve  enlargement 
of  the  broadcast  band  below  550 
kc,  like  the  copyright  plans,  are 
being  kept  secret  for  obvious  rea- 
sons. 

To  work  out  the  final  details  in 
anticipation  of  the  conference  and 
to  advise  Mr.  Baldwin,  a  special 
committee  was  appointed  by  Mr. 
McCosker.  It  consists  of  Henry  A. 
Bellows,  CBS  Washington  vice 
president;  John  W.  Guider,  attor- 
ney for  Don  Lee,  Los  Angeles; 
Louis  G.  Caldwell,  attorney  for 
WGN,  Chicago;  Philip  G.  Loucks, 
NAB  managing  director;  F.  M. 
Russell,  NBC  Washington  vice 
president,  and  Mr.  McCosker.  Mr. 
Loucks  will  act  as  spokesman  for 
the  industry  at  the  preparatory 
conferences  being  held  periodically 
at  the  State  Department  with  other 
American  radio  interests  involved, 
and  with  Senator  Wallace  White, 


Photo  by  Harris  &  Ewing 

NAB  BOARD — This  is  the  first  group  picture  of  the  new  NAB  board  of  directors  as  it  met  in  Wash- 
ington Feb.  20  and  21.  Seated,  left  to  right— Walter  J.  Damm,  WTMJ;  William  S.  Hedges,  WMAQ; 
President  A.  J.  McCosker,  WOR;  Treasurer  Arthur  B.  Church,  KMBC;  J.  Thomas  Lyons,  WCAO; 
I.  Z.  Buckwalter,  WGAL;  Managing  Director  Philip  G.  Loucks.  Standing,  left  to  right — Louis  G. 
Caldwell  (proxy  for  Quin  A.  Ryan,  WGN) ;  Joseph  S.  Hostetler,  Cleveland,  law  partner  of  Newton  D. 
Baker;  Gardner  Cowles,  Jr.,  KSO;  E.  B.  Craney,  KGIR,  Butte;  W.  W.  Gedge,  WMBC,  Detroit;  T.  C. 
Ward,  WLAC;  Donald  Flamm.  WMCA;  Henry  A.  Bellows,  WCCO;  H.  K.  Carpenter,  WPTF;  John  W. 
Guider  (proxy  for  Leo  Tyson,  KHJ)  and  Frank  M.  Russell  (proxy  for  George  F.  McClelland,  WEAF). 


Jr.,  (R.)  of  Maine,  and  Judge  E. 
0.  Sykes,  who  have  been  named 
American  delegates  to  the  confer- 
ence. 

Station  Response  Gratifying 

MR.  BALDWIN  joins  the  NAB  in 
a  permanent  capacity,  though  his 
present  assignment  is  confined  to 
the  North  American  conference, 
which  he  will  attend  as  the  repre- 
sentative of  broadcasters  at  large. 
Upon  completion  of  that  assign- 
ment the  board  will  determine  his 
future  duties  probably  at  the  next 
convention  in  November. 

Following  the  long  two-day  ses- 
sions, which  were  attended  by  all 
but  two  directors,  Mr.  McCosker 
declared  it  a  most  successful  meet- 
ing. The  response  of  stations  to 
the  plea  for  funds,  handled  large- 
ly by  Isaac  D.  Levy,  WCAU,  Phila- 
delphia, has  been  most  gratifying, 
he  said,  adding  that  the  amount  of 
money  remitted,  indicated  and 
pledged  meets  expectations  and  is 
sufficient  to  carry  out  the  program 
mapped  at  St.  Louis  and  confirmed 
at  the  Washington  sessions.  Mr. 
Baldwin's  retention  carries  that 
program  to  final  fruition. 

Extensions  of  NAB  activities  in 
its  main  offices,  under  Mr.  Loucks, 
were  sanctioned  by  the  board,  to  be 
worked  out  in  the  discretion  of  the 
managing  director.  Designed  to 
further  trade  association  services 
to  members  and  to  related  busi- 
ness groups,  the  expansion  includes 
the  creation  o  f 
engineering,  pro- 
gram and  com- 
mercial depart- 
ments, which 
have  been  con- 
templated for  sev- 
e  r  a  1  years  and 
which  now  are 
crystallizing.  In 
the  hiring  of  J. 
C.  McNary  a  few 
week  ago  as  NAB 
s  t  a  ff  engineer, 
the  first  phase  of 
the  plan  was  car- 
ried out. 

The  program 
department,  still 
in  the  formative 
stage,  would  take 
the  nature  of  an 
exchange,  to 
which  stations 
could  go  for  ideas 
in  program  build- 
ing. Stations 
would  be  asked 
to  submit  to  this 
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department  novel  program  ideas  to 
establish  the  reservoir.  This  de- 
partment might  become  an  adjunct 
of  the  projected  Radio  Program 
Foundation.  The  commercial  de- 
partment, also  in  an  embryonic 
stage,  has  as  its  objective  setting 
up  a  reservoir  of  commercial  in- 
formation on  stations,  rates  and 
statistics  for  the  benefit  of  agen- 
cies and  national  advertisers,  and 
possibly  also  an  "open  time"  bu- 
reau. Briefly,  these  functions 
would  involve  studies  of  station 
contracts,  rates  and  rate  cards, 
sales  promotion,  sales  manage- 
ment, merchandising,  station  pro- 
motion, distribution,  coverage,  re- 
search, statistical  services,  busi- 
ness indices  and  cost  data. 

The  board  adopted,  with  modifi- 
cations, the  standard  order  blank 
for  spot  broadcasting,  proposed  by 
the  American  Association  of  Ad- 
vertising Agencies,  after  confer- 
ences between  its  radio  committee 
and  the  commercial  section  of  the 
NAB.  This  is  reported  fully  else- 
where in  this  issue. 

Pursuant  to  the  board's  action, 
authorizing  incorporation  of  the 
Radio  Program  Foundation,  Mr. 
Schuette  sent  a  special  bulletin  to 
all  cooperating  broadcasting  on 
Feb.  23,  in  which  he  described  the 
purposes  of  the  Foundation.  "From 
the  standpoint  of  the  controversy 
between  the  broadcasting  industry 
and  ASCAP",  he  said,  "this  step 
was  the  most  important  action 
taken  at  the  ineeting  of  the  NAB 
board." 

Declaring  that  the  RPF  is  not 
necessarily  hostile  to  ASCAP,  Mr. 
Schuette  said  its  chief  purposes 
will  be: 

1.  The  Radio  Program  Foundation 
will  be  the  medium  through  which  the 
music  of  independent  composers  and 
publishers  not  affiliated  with  the 
American  Society  of  Composers,  Au- 
thors and  Publishers — both  American 
and  foreign — will  be  made  available 
for  use  by  the  broadcasting  industry. 

2.  Through  its  direct  control  by  the 
broadcasting  industry,  the  RPF  will 
be  in  more  intimate  touch  with  the 
great  American  public  and  therefore 
better  able,  in  many  ways,  to  satisfy 
its  musical  requirements  than  the 
limited  membership  of  the  American 
Society,  or  any  similar  organization, 
has  been  able  to  do. 

3.  The  RPF  will  also  be  in  a  posi- 
tion to  secure  music  written  primarily 
for  the  microphone  rather  than  for 
the  requirements  of  the  stage  or 
dance  hall  to  which  much  of  ASCAP's 
music  has  been  limited. 

4.  The  RPF  will  serve  as  a  registra- 
tion bureau  for  continuities  and  other 
literary  features   of  radio  programs. 

Only  Leo  J.  Fitzpatrick,  WJR, 
first  vice  president,  and  John  Shep- 
ard,  III,  Yankee  Network,  second 
vice  president,  were  absent.  Mr. 
Fitzpatrick  cancelled  his  reserva- 
tion at  the  eleventh  hour  because 
of  the  illness  of  his  mother,  while 
Mr.  Shepard  was  prevented  from 
attending  due  to  urgent  business 
in  Boston. 

Revenues  Drop 

NETWORK  revenues  slumped  con- 
siderably in  January,  according  to 
National  Advertising  Records, 
which  showed  that  during  January 
the  combined  income  of  NBC  and 
CBS  from  time  sales  amounted  to 
$2,789,402  as  compared  to  $3,984,- 
289  during  the  same  month  of 
1932.  NBC  started  the  year  with 
a  first-month  income  of  $1,839,345, 
as  compared  with  $2,635,447  dur- 
ing January,  1932.  CBS's  January 
income  was  $950,057,  which  com- 
pares with  $1,348,842  in  the  same 
month  of  last  year. 


Mullen,  Nebraska 
Attorney  Considers 
Commission  Post 

Starbuck  Denies  Resigning  ; 
Reynolds  Acting  Secretary 

ARTHUR  F.  MULLEN,  promi- 
nent Nebraska  attorney  and  floor 
leader  for  President-elect  Roose- 
velt at  the  Democratic  National 
Convention  last  July,  is  consider- 
ing acceptance  of  a  proffer  of  the 
fourth  zone  Radio  Commissioner- 
ship,  with  the  possibility  of  becom- 
ing chairman  of  the  body. 

From  highly  authoritative  sources 
Broadcasting  has  learned  that  the 
Nebraska  attorney  has  been  given 
the  alternative  of  accepting  the 
post  himself  after  March  4  or  of 
naming,  for  the  incoming  Presi- 
dent's approval,  his  candidate  for 
the  post. 

Mr.  Mullen  had  been  mentioned 
for  Attorney  General,  and  it  is  not 
revealed  whether  he  favors  taking 
the  commissionership  for  himself. 
Should  he  decline  the  post,  it  is  un- 
derstood he  will  consider  favorably 
recommending  the  selection  of  John 
M.  Henry,  manager  of  KOIL, 
Omaha-Council  Bluff^s. 

This  would  definitely  eliminate 
Prof.  J.  C.  Jensen,  director  of 
WCAJ,  of  Nebraska  Wesleyan 
University,  Republican,  recently 
appointed  by  President  Hoover  to 
succeed  Maj.  Gen.  Saltzman,  who 
resigned  last  July.  Herbert  L.  Pet- 
tey,  of  Kansas  City,  who  handled 
the  radio  details  of  the  Democratic 
campaign,  is  also  understood  to 
have  been  eliminated  as  a  candi- 
date. 

Reynolds  Acting  Secretary 

FURTHER  evidence  that  the  Com- 
mission will  undergo  a  sweeping 
reorganization  came  with  the  resig- 
nation of  James  W.  Baldwin,  of 
Indiana,  as  its  secretary.  Highly 
successful  in  his  three-year  tenure 
as  secretary,  Mr.  Baldwin  accepted 
a  call  from  the  NAB  to  serve  as 
its  representative  at  the  forthcom- 
ing North  American  wave  length 
conference  and  to  become  one  of  its 
permanent  officials  after  that  as- 
signment. 

With  Mr.  Baldwin's  departure, 
eff'ective  March  1,  John  B.  Rey- 
nolds, of  Minnesolia,  becomes  act- 
ing secretary.  He  is  regarded 
favorably  by  the  Commission  and 
stands  an  excellent  chance  after 
March  4  of  being  elevated  to  that 
post,  unless  Democratic  patronage 
demands  interfere. 

Sykes  Term  Expires 

REPORTS  widely  current  that 
Commissioner  William  D.  L.  Star- 
buck,  a  Democrat  from  the  first 
zone,  has  resigned  to  accept  an 
aeronautical  post,  were  denied  by 
the  commissioner.  His  term  does 
not  expire  until  Feb.  23,  1934.  The 
resignation  rumor  had  spread 
through  the  Commission  and  into 
the  Capitol  itself,  but  was  flatly 
disclaimed  by  Mr.  Starbuck. 
Stories  also  were  current  that  the 
incoming  administration  might  ef- 
fect certain  changes  among  the 
Commissioners. 

Acting  Chairman  E.  0.  Sykes 
stepped  out  of  office  as  third  zone 
(Continued  on  page  25) 
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Study  of  U.  S.  Incomes 
To  Aid  Mart  Charting 

PURSUANT  to  a  Senate  resolu- 
tion, the  Bureau  of  Foreign  and 
Domestic  Commerce,  Department 
of  Commerce,  has  begun  a  study 
of  the  national  income  for  the 
years  1929,  1930  and  1931— a  study 
which,  when  completed,  will  pro- 
vide a  further  index  to  purchasing 
power  that  may  be  used  in  calcu- 
lating markets.  It  is  to  be  com- 
pleted by  the  end  of  this  year. 

The  study  will  break  down  in- 
come by  industrial  sources  and  by 
form  of  payment,  seeking  to  de- 
termine the  income  froni  each  in- 
dustry and  whether  payments  are 
made  in  the  form  of  wages,  sal- 
aries, net  profit,  interest,  divi- 
dends, rents,  etc.  State,  county 
and  municipal  as  well  as  federal 
incomes  will  be  included. 


Will  Use  Spots 

STARTED  in  latter  February  with 
a  test  newspaper  campaign  in  De- 
troit the  Detroit  White  Lead 
Works,  Chicago,  (lacquers)  begin- 
ning March  15,  will  extend  its 
campaign  to  include  spot  radio  an- 
nouncements. The  campaign,  di- 
rected by  J.  V.  Carr,  general  sales 
manager,  is  designed  to  introduce 
a  new  product  called  "Synthocote", 
a  preparation  for  cleaning  lino- 
leum. Henri,  Hurst  &  McDonald, 
Inc.,  Chicago,  is  handling  the  ac- 
count. 


WBS  in  Hollywood 

FIRST  of  the  transcriptions  to  go 
into  production  at  the  Hollywood 
studios  of  the  World  Broadcasting 
System  was  "Tarzan  of  the  Apes," 
produced  for  Signal  Oil  Co.  and 
Fould's  Milling  Co.  The  studios 
are  located  at  1040  Las  Palmas 
Ave.,  with  Pat  Campbell  in  charge. 


INCREASING  the  station  member- 
ship to  223,  the  NAB  board  of  di- 
rectors at  its  meeting  in  Washing- 
ton Feb.  20  and  21,  approved  19 
applications  for  membership.  The 
new  members  are  WNBH,  WMAS, 
WSAR,  WEVD,  KVOS,  KPQ, 
WRBL,  WAPI,  WBCM,  WMAZ, 
KMED,  KUJ,  KGFK,  KGGF, 
WJKS,  KWWG,  WCAX,  WMC, 
and  KGMB. 


Third  Chain  Plans 
Fail  To  Materialize 
As  Rumors  Persist 

Edsel  Ford's  Name  Is  Linked 
With  Ed  Wynn  Project 

ALTHOUGH  dozens  of  stations 
have  been  approached  with  various 
propositions  for  joining  "third  net- 
works" of  sundry  descriptions,  in- 
quiries by  Broadcasting  during 
the  last  fortnight  have  failed  to 
yield  conclusive  proof  that  any  one 
of  the  projects  is  definitely  under 
way  with  substantial  backing.  The 
so-called  Ed  Wynn  group,  which 
had  hoped  vainly  to  get  started 
Feb.  15,  remains  the  main  topic  of 
speculative  discussion.  This  project 
now  appears  to  be  complicated 
with  internal  friction  caused  by 
the  filing  of  a  damage  suit  by  one 
of  its  prime  movers,  as  reported  in 
the  Feb.  15  issue  of  Broadcasting. 

The  name  of  Edsel  Ford,  the 
automobile  manufacturer,  cropped 
into  the  discussions  concerning  the 
Wynn-Trendle  project,  which  pro- 
posed combining  several  third  chain 
enterprises  and  which  was  said  to 
have  the  backing  of  "five  Detroit 
Millionaires",  unnamed.  While 
this  report  lacks  official  confirma- 
tion, it  was  said  that  Mr.  Ford  had 
advanced  some  money  for  initiating 
the  project. 

Roosevelt  Name  Used 

EVEN  the  name  of  James  Roose- 
velt, son  of  the  President-elect, 
who  is  in  the  advertising  agency 
business  in  New  York,  has  been 
linked  indirectly  to  a  third  chain 
scheme.  One  responsible  broad- 
caster estimated  that  in  the  last 
year  or  so  several  hundred  thou- 
sand dollars  have  been  spent  on 
options  that  were  never  exercised 
and  on  other  phases  of  new  chain 
plans,  including  considerable  tra- 
veling expenses  of  "agents." 

The  consensus  now  seems  to  be 
that,  while  a  new  network  is  not 
entirely  out  of  question,  it  is  cer- 
tainly remote.  In  the  first  place, 
between  $5,000,000  and  $7,000,000 
might  be  necessary  to  perfect  an 
organization  sufficiently  compre- 
hensive to  offer  a  program  service 
approaching  that  provided  by  ex- 
isting networks.  Secondly,  most 
of  the  stations  considered  in  the 
front  rank  in  their  markets  al- 
ready have  chain  affiliations,  al- 
though there  are  notable  excep- 
tions. Consequently,  the  dealings 
of  the  new  enterprise  with  its  af- 
filiated stations  would  have  to  be 
sufficiently  attractive  to  win  over 
from  the  existing  networks  certain 
of  their  outlets. 

One  of  the  propositions  recently 
oflFered  numerous  stations  dealt 
with  a  projected  chain  designed  to 
cover  only  the  primary  markets  in 
the  east  and  middlewest,  entailing 
reasonably  short  wire  hauls.  Fos- 
tering this  was  Jack  T.  Adams,  of 
the  former  Adams  Broadcasting 
Service,  New  York,  and  later  iden- 
tified with  the  Whetstone  group. 
Adams  was  understood  to  have 
claimed  the  financial  support  of 
two  "Florida  millionaires",  like  the 
"Detroit  millionaires"  also  un- 
named, in  a  plan  which  would  have 
linked  stations  in  Boston,  New 
York,  Pittsburgh,  Cleveland,  De- 
troit, Chicago,  St.  Louis,  Philadel- 
phia and  Washington. 
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Agency-Radio  Order  Forms  Approved 

Broadcasters  Endorse  Standard  Agreements  Drawn 
To  Facilitate  the  Handling  of  Spot  Business 


Mr.  Loucks 


TO  FACILITATE 
the  placing  of 
spot  broadcast- 
casting,  and  to 
bring  about  uni- 
formity in  con- 
tractual relations 
between  advertis- 
ing agencies  and 
stations,  the  NAB 
Board  of  Direc- 
tors at  its  special 
meeting  in  Washington  Feb.  20  and 
21  approved  a  standard  order  blank 
for  spot  broadcasting.  The  Radio 
Committee  of  the  American  Asso- 
ciation of  Advertising  Agencies  al- 
ready has  given  tentative  approval 
to  the  blank,  which  it  originally 
proposed  in  collaboration  with  the 
NAB  commercial  committee. 

Of  greatest  significance  was  the 
writing  of  a  new  clause  into  the 
proposed  standard  conditions  fix- 
ing the  respective  rights  and  lia- 
bilities of  advertisers  and  stations 
in  such  contingencies  as  libel, 
slander,  unfair  competition,  unfair 
trade  and  the  like.  Designed  to 
protect  stations  from  possible  pu- 
nitive action,  this  clause  has  been 
the  subject  of  much  discussion  be- 
tween the  A.A.A.A.  and  NAB 
committees. 

Modeled  After  Others 

THE  FORM  is 
modeled  after 
other  standard 
forms  bearing 
A.A.A.A.  endorse- 
ment. Approxi- 
mately 96  per 
cent  of  the  news- 
papers and  about 
100  per  cent  of 
the  magazines 
are  understood  to  Mr.  Gamble 
use  forms  of  similar  nature. 

Philip  G.  Loucks,  NAB  manag- 
ing director,  explained  in  connec- 
tion with  the  action  that  use  of 
the  blank  is  not  mandatory  upon 
any  station  or  advertiser.  Sta- 
tions, he  said,  are  at  liberty  to 
utilize  the  form,  or  to  alter  any 
sections  not  considered  consistent 
with  their  own  business  practice.s 
and  principles.  The  NAB  conven- 
tion at  St.  Louis  last  fall,  he  de- 
clared, agreed  that  such  a  form 
should  be  worked  out  and  referred 
the  entire  matter  to  the  NAB 
board. 

Can  Adjust  Items 

MR.  LOUCKS  said  further  that  it 
has  been  agreed  by  the  committee 
of  the  A.A.A.A.  and  the  NAB  com- 
mercial committee  that  if  any  of 
the  terms  of  the  blank  prove  im- 
practicable, they  will  be  adjusted 
by  mutual  consent.  The  blank  has 
been  the  subject  of  conferences  be- 
tween the  two  committees  for  more 
than  a  year,  and  Frederick  R. 
Gamble,  A.A.A.A.  executive  secre- 
tary, explained  its  purposes  at  the 
St.  Louis  convention. 

Regarding  rates,  the  form  depre- 
cates the  practice  of  "rate-chisel- 
ing".    It  provides  that  all  rates 


Proposed  Standard  Order  Blank  for  Spot  Broadcasting 
(Standard  Conditions  1932. > 


NAME  OF  ADVERTISING  AGENCY 
ADDRESS 
CITi' 


TO  management  of  station 


city  and  state 


PLEASE  FURNISH  IfROADCASTING  FACILITIES  TO  (ADVERTISER) 
FOR  [product] 

-LENGTH  OF  BROADCAST^       ,  HOUR  ,      ,  E 


ORDER  NO. 


NAME  OF  PBOGRAM 
-TIMES  PER  WEEK-^       ^TOTAL  NO.  TIMES-^ 


COMMENCEMENT  DATE 


EXPIRATION  DATE 


PROGRAM  MATERIAL  ARRANGEMENTS 
(A)  CO.MMERCIAL  ANNOUNCEMENTS 


(B)  CONTINUITY 


(CI  CUE  SHEETS 


(D)  TRANSCRIPTIONS 


(E)  ADDITIONAL  INSTRUCTIONS 


BATES: 

Per  broadcait;  Station  Charee  !  Talent*   Line  Service  S  Other  Charges  f   Total  J  „ 

ToUl  for  Broadcasts:  Sution  Charge  J   Talent  $  Line  Service*  Other  Charges  S  GraT\d  Total  I  


LESS  TIME  DISCOUNT: 


LESS  AGENCY  CO  HMISSION:    I5','e  o(  Station  Charge : 
 %  o(  Talent  Charge 


LESS  CASH  DISCOUNT:  29£  of  net  time 
if  paid  by  th  of  month  following 


cbai 


Subject  to  standard  c 


Standard  Order  Blank  for  Spot  Broadcas 


NAME  OF  ADVERTISING  AGENCY,  per.. 


"A.A.A.A.  Form" 


L  Association  of  Advertising  Agent 


Blank  Ko.  t. 


shall  be  published  and  that  there 
shall  be  "no  secret  rebates  or 
agreements  affecting  rates." 

The  tentative  language  of  the 
form,  as  agreed  to  by  the  NAB 
board,  is  published  below  in  full 
text.  Changes  in  phraseology  and 
clearing  up  of  ambiguities  will  be 
worked  out  by  Mr.  Loucks  in  co- 
operation with  Mr.  Gamble: 

L  PAYMENT 

fa)  The  agency  agrees  to  pay,  and 
the  broadcasting  station  agrees  to  hold 
the  agency  solely  liable  for  payment, 
for  the  broadcasting  covered  by  this 
order  unless  expressly  other  xoise 
agreed   to   in  writing. 

(b)  The  agency  agrees  to  pay  for 
advertising  covei'ed  by  this  contract, 
at  the  office  of  the  broadcasting  sta- 
tion or  of  its  representative,  on  the 
last  day  of  the  month  following  th.-xt 
in  which  the  advertising  is  done  un- 
less otherwise  stipulated  on  the  face 
of  this  contract;  or,  when  cash  dis- 
count is  deducted  but  payment  date 
not  specified,  on  the  fifteenth  of  the 
month  following. 

fc)  In  all  cases  date  of  payment 
is  material  and  unless  otherwise  stipu- 
lated the  particular  date  on  the  en- 
velope properly  addressed  to  the 
broadcasting  station  or  to  its  repre- 
sentative shall  be  considered  the  date 
when  payment  was  made. 

(d)  Station's  invoices  for  broadcast- 
ing covered  by  this  order  shall  be  in 
accordance  with  the  stations'  log  and 
shall  so  state  on  each  such  invoice. 

fe)  Invoices  should  be  rendered  not 


less  often  than  monthly  but  failure  to 
so  shall  not  constitute  breach  of  con- 
tract. 

(f)  The  station  reserves  the  right 
to  cancel  the  order  at  any  time  upon 
default  by  the  agency  in  the  payment 
of  bills,  or  other  breach,  or  in  the 
event  of  any  material  violation  on  the 
part  of  the  agency  of  any  of  the  con- 
ditions herein  named;  and  upon  such 
cancellation  all  broadcasting  done 
hereunder  and  unpaid  shall  be- 
come immediately  due  and  payable. 
In  case  of  delinquency  in  payments 
the  station  shall  have  the  right  to 
change  the  requirements  as  to  terms 
of  payment  for  further  broadcasting 
under  this  contract  as  it  may  see  fit. 

IL  TERMINATION 

(a)  This  agreement  may  be  termi- 
nated by  either  party  by  giving  the 
other  two  weeks'  notice,  unless  other- 
wise stipulated  on  the  face  of  this 
order.  If  the  agency  terminates  the 
agreement  it  will  pay  the  station  ac- 
cording to  the  station's  published  rates 
for  the  lesser  number  of  periods,  for 
all  services  previously  rendered  by  the 
station.  If  the  station  terminates  the 
agreement;  either,  the  agency  and  the 
station  will  agree  on  a  satisfactory 
substitute  day  or  time  at  the  rates  in 
effect  at  the  time  this  agreement  was 
made,  or,  the  agency  will  pay  the  sta- 
tion according  to  the  rates  specified 
herein,  for  all  services  previously  ren- 
dered by  the  station;  that  is,  the 
agency  shall  have  the  benefit  of  the 
same  time  discounts  which  the  agency 
would  have  earned  had  it  been  allowed 
to  complete  the  contract.  In  the  event 
{Continued  on  page  28) 


Bourjois'  Success 
Based  on  Linking 
Program,  Products 

Perfume  Woven  in  Episodes, 
Name  of  Radio  Feature 

By  LeGRAND  L.  REDFIELD 
Vice  President 
Redfield-Coupe,  Inc.,  Advertising 

IN  ANY  DISCUSSION  of  the 
power  of  radio  advertising,  the  re- 
sults of  the  "Evenings  in  Paris" 
programs  of  Bourjois,  Inc.,  New 
York,  over  a  period  of  more  than 
four  years  presents  an  interesting 
example  of  what  may  be  achieved 
through  intelligent  and  consistent 
employment  of  this  medium.  This 
is  best  borne  out  by  the  fact  that 
the  "Evening  in  Paris"  series  of 
perfume  and  other  toilet  acces- 
sories not  only  was  introduced  to 
the  women  of  America  solely 
through  broadcasting,  but  that  by 
means  of  the  "Evening  in  Paris" 
program  it  was  built  up  with  sur- 
prising speed  to  a  country-wide 
success  that  actually  justifies  the 
term  "sensational." 

History  of  Program 

FROM  the  size  and  responsiveness 
of  its  audience,  it  seems  evident 
that  Bourjois  has  the  knack  of 
selecting  entertainment  best  calcu- 
lated to  strike  the  popular  fancy. 
The  original  program  depicted  two 
engaging  young  couples  touring 
famous  Parisian  night  resorts,  en- 
joying realistic  evenings  in  Paris 
and  contributing  their  talent  to 
the  entertainment.  After  approxi- 
mately two  years,  this  was  changed 
to  a  straight  musical  (vocal  and 
orchestra)  presentation  with  an 
amusing  French  master  of  cere- 
monies, Pierre  Brugnon.  This  also 
was  continued  for  two  complete 
seasons. 

Last  September,  beginning  their 
fifth  consecutive  year  on  the  air, 
the  sponsors  departed  from  the 
musical  type  of  program  and  in- 
augurated a  series  of  mystery 
dramas  called  "Mysteries  in 
Paris."  This  decision  was  made 
after  an  extensive  study  of  the 
current  popular  trend  in  radio  di- 
version. Since  facts  now  point  to 
a  very  substantial  increase  in  the 
number  of  Bourjois  listeners,  this 
is  another  tribute  to  the  sponsors' 
keen  discernment  of  the  public 
taste. 

Commercial  Aspects 

THE  GROWING  popularity  of 
"Mysteries  in  Paris"  is  doubtless 
in  some  measure  due  to  the  bright 
comedy  with  which  the  many 
wierd  situations  are  relieved.  The 
writers  have  managed  to  mingle 
original  humor  with  breath-taking 
thrills  and  the  result  is  indeed 
highly  pleasing.  Even  when  the 
villainous  "Octopus"  is  executing 
one  of  his  most  dastardly  coups. 
Nana,  the  heroine's  elderly  com- 
panion, manages  to  get  herself 
into  some  ludicrous  predicament. 

From  the  commercial  standpoint, 
one  important  element  in  the  suc- 
cess of  this  perennial  Monday  eve- 
ning radio  feature  is  the  intimate, 
(Continued  on  page  31) 
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Cigarette  Makers  Seen  Cutting 
Radio  Time  During  Price  War 

Lucky  Strike  Going  Off  NBC  This  Summer; 
Curtailments  Expected  to  be  Temporary 


STATION  ON  WHEELS 

Short  Wave  Transmitter  Aboard 
 Film  Special  Train  


SEVERE  curtailments  in  the  ad- 
vertising appropriations  of  leading 
cigarette  manufacturing  clients, 
one  of  the  largest  classes  of  users 
of  the  radio,  are  foreseen  as  a  re- 
sult of  the  current  price  war  de- 
clared by  the  "big  four"  group  of 
manufacturers  to  olfset  the  inroads 
of  non-advertised  10-cent  brands. 

Newspaper  and  periodical  adver- 
tising is  already  feeling  the  effects 
in  reduced  or  cancelled  space  or- 
ders. That  radio  will  be  hit  seemed 
assured  after  the  announcement  on 
behalf  of  the  American  Tobacco 
Co.  that  its  Lucky  Strike  programs 
on  NBC  will  all  terminate  this 
summer. 

No  Unity  Uncovered 

LIGGETT  &  MYERS  Tobacco  Co. 
(Chesterfields)  has  made  known 
no  plans  for  cutting  its  radio  ex- 
penditures, nor  has  P.  Lorillard  Co. 
(Old  Gold),  both  current  CBS  ac- 
counts. Reports  are  current  in 
New  York,  however,  that  the  for- 
mer will  slowly  drop  some  of  its 
six-nights-a-week  15-minute  pro- 
grams, and  that  the  Old  Gold  ac- 
count may  also  be  trimmed. 

R.  J.  Reynolds  Tobacco  Co. 
(Camels),  formerly  a  large  radio 
user,  has  not  been  on  the  air  for 
some  months. 

Rumors  that  the  three  radio-us- 
ing cigarette  accounts  were  acting 
in  concert  in  their  radio  curtail- 
ment plans  were  generally  dis- 
counted and  lacked  any  official  con- 
firmation. Due  to  the  highly  com- 
petitive condition  of  the  trade,  it 
is  regarded  unlikely  that  they 
could  get  together.  The  chief  prob- 
lem facing  all  of  them  is  how  to 
meet  the  new  wholesale  price  re- 
duction of  50  cents  to  $5.50  per 
thousand,  which  has  caused  retail 
prices  to  drop  from  15  cents 
straight,  or  two  packages  for  a 
quarter,  to  12,  11%,  11  and,  in  the 
case  of  the  A.  &  P.  Stores  and 
chain  drug  stores,  to  10  cents  per 
package  or  $1  a  carton. 

Cut  Called  Temporary 

IN  VIEW  of  the  fact  that  6  cenlis 
per  package  goes  toward  taxes, 
the_  cigarette  manufacturers  and 
their  agencies  declare  that  reduced 
advertising  expenditures  are  inevi- 
table. Their  hope  lies  in  driving 
out  the  low-priced  brands  and  re- 
turning to  normal  budgets,  per- 
haps next  autumn. 

Lucky  Strike  recently  withdrew 
its  Saturday  night  dance  hour  on 
the  NBC-WEAF  network,  and  the 
spot  was  immediately  sold  as  a 
dance  period  to  Hudson  Motor  Car 
Co.  Its  Tuesday  night  series  of 
crime  dramatizations  and  music 
are  said  to  be  scheduled  to  continue 
four  more  times  and  then  to  be 
dropped.  The  Thursday  night 
broadcasts  by  Jack  Pearl,  it  is 
stated,  will  be  continued  until  June 
when  Pearl  goes  to  Hollywood  to 
do  a  motion  picture. 

Lord  &  Thomas,  New  York, 
handles  the  Lucky  Strike  account. 
Officials  of  the  agency  and  network 
have  refused  to  discuss  the  situa- 


tion, although  informal  advices 
from  NBC  are  to  the  effect  that 
Lucky  Strike's  curtailment  is  a 
temporary  expedient  and  that  the 
account  will  be  back  on  the  air  in 
a  substantial  way  next  autumn  and 
winter. 

The  Chesterfield  account  is 
handled  by  Newell-Emmett,  Inc., 
New  York,  and  the  Old  Gold  ac- 
count is  handled  by  Lennen  &  Mit- 
chell, New  York.  Chesterfield  on 
Jan.  2  renewed  its  9-9:15  p.m.  spot, 
six  nights  weekly,  on  64  CBS  sta- 
tions for  52  weeks.  Old  Gold's  con- 
tract for  the  Wednesday  night 
10-10:30  period,  with  Fred  War- 
ing's  Pennsylvanians,  started  early 
in  February  and  is  scheduled  for 
13  weeks.  Both  have  four-week 
cancellation  clauses,  so  that  it  is 
unlikely  Old  Gold  at  least  will  drop 
the  remaining  eight  or  nine  pro- 
grams of  its  series. 

American  Tobacco  Co.  in  1932 
was  first  among  all  NBC  sponsors 
in  expenditures,  using  .$1,851,194 
worth  of  network  time.  The  cigar, 
cigarette  and  tobacco  classification 


WARNER  BROTHERS'  "Forty- 
second  Street"  special  train,  which 
left  Los  Angeles  Feb.  21  on  a 
transcontinental  tour  en  route  to 
the  Roosevelt  inauguration,  is 
equipped  with  a  250-watt  short 
wave  station  in  the  baggage  car. 
At  each  of  the  15  larger  cities  in 
which  the  six-car  train  stops  the 
station  transmits  programs  to  the 
major  broadcasting  units  in  the 
vicinity  for  rebroadcasting. 

Frank  Murphy,  electrical  super- 
visor of  Warner  Brothers'  First 
National  Studios,  and  Leslie  Hew- 
itt, chief  engineer  of  KFWB, 
Warner  Brothers'  Hollywood  sta- 
tion, built  the  station.  William 
Ray,  assistant  manager  of  KFWB, 
is  handling  each  broadcast  as  an- 
nouncer and  director. 


for  both  NBC  and  CBS  combined 

last  year  represented  $6,245,223 
worth  of  time,  as  compared  with 
$5,371,117  in  1931.  Radio  adver- 
tising in  1932  took  42.6  per  cent 
of  the  Lucky  Strike  appropriation, 
40.2  per  cent  of  Chesterfield,  17  per 
cent  of  Camel  and  .02  per  cent  of 
Old  Gold.  Cigar  and  other  tobacco 
accounts  are  not  believed  to  be  af- 
fected by  the  cigarette  price  war. 


Appraisal  of  Radio  Markets  is  Aided 
In  Trade  Surveys  Made  by  Government 

Report  on  Distribution  in  Less  Populated  Areas  Out; 
Final  Results  on  National  Census  Ready  Soon  ' 


FIFTY-THREE  per  cent  of  the 
potential  retail  consumers  in  the 
United  States,  and  45  per  cent  of 
the  retail  establishments,  are  lo- 
cated in  rural  America  or  in  cities 
up  to  10,000  population,  according 
to  a  final  report  from  the  U.  S. 
Department  of  Commerce's  census 
of  distribution  titled  "Analyzing 
the  Small  City  and  Rural  Market 
Area."  This  newly  issued  report 
is  available  from  the  Department 
of  Commerce  for  10  cents. 

It  shows  that  these  retailers  do 
30  per  cent  of  the  total  retail  busi- 
ness of  the  United  States.  In  1929 
this  amounted  to  $15,000,000,000. 
The  report  was  prepared  to  as- 
sist distributors  and  research  or- 
ganizations in  analyzing  this  mar- 
ket, and  should  be  highly  valuable 
to  advertisers,  agencies  and  sta- 
tion commercial  departments.  Di- 
vided into  three  sections,  the  first 
part  gives  a  description  of  what  is 
included  in  the  small  city  and  rural 
market  area,  together  with  main 
facts  concerning  its  retail  trade 
and  related  data;  the  second  part 
presents  greater  detail  regarding 
distribution  and  related  economic 
data  in  six  specially  selected  Ne- 
braska counties,  and  the  third  part 
presents  detailed  data  on  distribu- 
tion in  other  counties  in  the  small 
citv  and  rural  market  area. 

The  Department  of  Commerce 
also  announces  that  publication  of 
the  final  results  of  the  first  nation- 
wide census  of  distribution  is  near- 
ing  completion  and  should  be  avail- 
able shortly.  Among  these,  con- 
taining information  hitherto  un- 
published, in  addition  to  the  state 


figures  which  have  been  published, 
are  final  United  States  summaries 
for  "Retail  Distribution"  (20 
cents),  "Wholesale  Distribution" 
(20  cents),  "Distribution  of  Sales 
of  Manufacturing  Plants"  (15 
cents) ,  "Wholesale  Hardware 
Trade"  (5  cents),  "Multiple  Types 
of  Wholesaling",  a  study  of  estab- 
lishments engaged  in  two  or  more 
types  of  wholesaling  (5  cents), 
"Distribution  of  Livestock"  (5 
cents) . 

Reports  are  now  available  sep- 
arately for  each  state  and  the  Dis- 
trict of  Columbia  for  both  Whole- 
sale Trade  and  Construction,  while 
separate  final  reports  for  retail 
distribution  are  now  available  for 
two-thirds  of  the  states.  These 
documents  are  valuable  to  anyone 
calculating  potential  markets.  All 
of  the  state  reports  will  shortly  be 
completed. 

Another  report  that  has  been 
completed  is  "Distribution  of  Sales 
of  Manufacturing  Plants"  (15 
cents)  and  it  shows  that  manufac- 
turing plants  in  the  United  States 
sell  30.8  per  cent  of  their  produc- 
tion to  wholesalers,  29.1  per  cent 
to  industrial  and  other  large  con- 
sumers, 19.6  per  cent  direct  to  re- 
tailers, 16.8  per  cent  to  their  own 
wholesale  branches,  2  per  cent  to 
their  retail  branches  and  1.7  per 
cent  direct  to  household  consumers. 
Distribution  of  sales  in  1929  to 
the  value  of  $59,354,616,000  are 
shown,  and  separate  data  is  given 
for  30  industries,  with  59  charts 
showing  production  of  representa- 
tive industries  that  did  $100,000,- 
000  business  or  more  in  1929. 


Fay 


WHAM  and  KPO  Plan 
Dedication  Ceremonies 
For  50  Kw.Transmitters 


TWO  NEW 
50,000-watt  trans- 
mitters will  soon 
be  in  operation 
with  the  dedica- 
tion  of  more 
powerful  broad- 
casting equip- 
ment at  KPO, 
San  Francisco, 
and  WHAM,  Ro- 
chester, N.  Y. 
The  latter  will  operate  with  25,000 
watts.  KPO  is  one  of  NBC's  Pa- 
cific coast  key  stations,  while 
WHAM  is  affiliated  with  the  NBC- 
WJZ  network. 

Coincident  with  ceremonies 
attending  the  inauguration  of 
Franklin  D.  Roosevelt  as  Presi- 
dent, WHAM  will  celebrate  its  in- 
crease in  power  from  5,000  watts 
on  the  evening  of  March  4  with 
a  special  program  in  which  NBC 
stars  will  participate. 

The  WHAM 
transmitter  is  of 
Stromberg  -  Carl- 
son design  and 
was  constructed 
at  a  cost  of  more 
than  $200,000.  It 
is  housed  in  an 
addition  to  the 
plant  used  since 
1927  by  the  sta- 
tion for  its  5,000- 
watt  equipment,  which  will  be  re- 
tained as  an  auxiliary.  William 
Fay  is  manager  of  the  Rochester 
station.  He  has  been  in  radio  since 
1924,  first  with  WGY,  Schenectady, 
and  later  with  WMAK,  Buffalo.. 

KPO's  50,000-watt  transmitter, 
which  will  go  into  operation  in 
April,  was  designed  by  the  engi- 
neering department  of  the  General 
Electric  Co.,  Schenectady,  J.  J. 
Farrell,  who  aided  in  the  design, 
is  supervising  the  construction  in 
collaboration  with  Alfred  H.  Sax- 
ton,  chief  engineer  of  the  NBC 
Pacific  division.  Exhaustive  tests 
were  conducted  under  the  direction 
of  J.  W.  Baker,  engineer  at  KGO, 
Oakland,  before  the  site  was  chosen 
20  miles  out  of  San  Francisco  near 
the  town  of  Belmont. 

The  transmitter  is  of  the  latest 
design  found  in  the  standard  RCA- 
Victor  equipment.  Thirty-seven 
tubes  are  utilized,  together  with 
a  T-type  antenna. 


Saxton 


Hudson  Signs  Quickly 

NO  SOONER  had  the  American 
Tobacco  Co.,  (Lucky  Strike) 
dropped  its  Saturday  night  period 
on  the  NBC-WEAF  network,  10- 
11  p.m.,  than  B.  A.  Rolfe,  former 
leader  of  the  Lucky  Strike  orches- 
tra, was  given  the  spot  for  a  sus- 
taining period  called  the  "Satur- 
day Night  Dancing  Period."  Offi- 
cials of  the  Hudson  Motor  Car  Co., 
Detroit,  were  asked  by  Douglas 
Storer,  radio  executive  of  the 
Blackman  Co.,  New  York  agency, 
to  hear  the  program,  and  within 
20  minutes  they  were  signed  for 
the  sponsorship  for  a  13-week 
series,  which  started  Feb.  25.  NBC 
officials  say  it  was  the  fastest 
selling  of  an  account  on  their 
records. 
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1933  Survey  Reveals  16,809,562  Radios 


Nearly  5,000,000  Homes  Equipped  Since  U.  S.  Census; 
Greatest  Gains  Shown  in  States  Lagging  In  1930 


NINE  MILLION  radios,  nearly 
5,000,000  of  them  going  into  homes 
that  never  had  a  radio  before,  have 
been  sold  in  the  United  States  since 
the  U.  S.  Census  Bureau's  official 
radio  census  of  1930.  As  of  Jan. 
1,  19.33,  there  were  16,809,562 
homes  with  radios,  or  56.2  per  cent 
of  all  households  in  the  United 
States.  With  an  average  of  3.6 
persons  per  family  (excluding  chil- 
dren under  6  years  of  age),  this 
represented  an  audience  of  60,- 
514,428. 

These  are  a  few  of  the  facts 
adduced  by  CBS  in  a  hew  survey 
of  radio  audiences  titled  "The 
Flood  Hits  the  Valleys",  compiled 
under  the  direction  of  John  Karol, 
CBS  chief  statistician.  Presented  as 
an  addition  to  its  other  basic  broad- 
casting data,  CBS  completed  this 
study  with  the  cooperation  of  five 
leading  radio  set  manufacturers, 
representing  over  60  per  cent  of 
all  radio  set  sales  since  the  1930 
radio  census;  783  radio  disti-ibu- 
tors  and  dealers  in  48  states,  who 
contributed  actual  records  of  re- 
placement sales  in  1930-31-32,  and 
A.  P.  Hilrose  and  the  McGraw-Hill 
Publishing  Co.,  publishers  of  Radio 
Retailing. 

Distribution  Changes 

THE  INCREASE  of  39.5  per  cent 
in  the  number  of  homes  equipped 
with  radios  since  the  1930  census, 
or  4,760,800  to  be  exact,  is  not 
nearly  so  surprising  as  the  locus 
of  that  increase.  The  CBS  report 
reveals  radio  homes  by  states,  as 
did  the  U.  S.  Census  Bureau's  re- 
port, but  some  wide  variations 
from  the  government  census  re- 
turns are  to  be  noted — to  the  grat- 
ification especially  of  radio  station 
operators  and  program  sponsors 
in  states  which  showed  a  low  ra- 
tio of  radios  to  homes  in  the  1930 
census. 

The  story  of  increased  radio 
ownership  and  audience  by  sec- 
tions and  states  is  most  elo- 
quently told  in  the  map  and 
its  accompanying  figures  and 
by  the  state-by-state  tabula- 
tion published  herewith  through 
the  courtesy  of  CBS. 
The    CBS   study   shows  that 
8,920,000  radios  were  sold  in  the 
21  months  between  April  1,  1930 
and  Jan.  1,  1933.    Of  these,  46.6 
per  cent  were  replacements,  and 
4,760,800  went  to  homes  that  pre- 
viously had  no  radios.     In  other 
words,  about  one  out  of  every  two 
radios  sold  in  that  interim  went 
into  hitherto  non-radio  homes. 

"While  an  ideal  statistical  prem- 
ise," explains  the  study  with  re- 
gard to  the  fact  that  the  manufac- 
turers who  contributed  data  repre- 
sented only  60  per  cent  of  national 
set  sales,  "would  require  the  rec- 
ords of  all  manufacturers,  careful 
investigation  indicates  that  the  dis- 
tribution of  sales  by  the  minority 
of  manufacturers  who  are  not  rep- 
resented in  these  data  would  not 
vary  significantly  from  these  ra- 
tios.   It   is    clearly  inconceivable 


flow  To  Localize  Census  Figures 

(State  by  State  Tables  on  Next  Page) 

TABLES  showing  the  increases  in  radio  homes  by  states  since 
the  1930  census  will  be  found  on  the  next  page.  To  calculate  1933 
station  coverage  for  a  particular  city,  county  or  region,  it  is  sug- 
gested that  the  percentage  of  increase  for  the  state  as  a  whole 
(as  shown  in  the  fourth  column)  be  used  to  project  forward  the 
government's  1930  figures  for  such  individual  cities  and  counties, 
as  released  in  the  separate  state,  city  and  county  census  figures 
issued  by  the  U.  S.  Census  Bureau. 


that  any  variations  in  the  indi- 
vidual sales  of  smaller  manufac- 
turers could  keep  the  'flood'  from 
sweeping  down  into  the  'valleys' 
— could  reverse  the  inevitable  trend 
toward  higher  proportions  of  set 
sales  where  market  saturation  was 
lowest. 

Re  Replacement  Sales 

"MUCH  the  same  point  can  be 
made  about  the  records  of  replace- 
ment sales  from  783  representa- 
tive dealers.  Again  the  trend  is 
unmistakable.  Records  from 
scores  of  dealers  within  any  given 
state  (1)  show  close  agreement 
with  each  other  within  each  12- 
month  period,  (2)  differ  sharply 
from  those  of  other  states  where 
saturation  was  at  different  levels, 
(3)   differ  less   sharply  from  re- 


placement records  for  the  previous 
or  following  year. 

"Such  consistency  is  often  its 
own  best  evidence,  both  of  ade- 
quacy and  accuracy,  but  no  claim 
to  precision  at  the  right-hand  side 
of  any  decimal  point  could  reason- 
ably be  made." 

CBS  calls  its  study  "a  graphic 
snapshot  of  a  giant  in  action." 
It  reveals,  it  is  stated,  a  "trend 
which  adds  coiled  springs  of  inner 
strength  to  radio's  steady  growth 
.  .  .  Unique  among  all  media, 
radio,  with  no  'subscription  efforts,' 
loops  its  'circulation'  in  widening 
spirals  with  every  million  new 
homes — a  d  d  i  n  g  strength  where 
strength  is  needed,  massing  new 
radio  listeners  wherever  ownership 
has  lagged." 

It  was  to  be  expected  that  the 


southeastern  states,  which  made 
the  poorest  showing  in  1930, 
should  by  1933  make  the  best 
showing  so  far  as  increases  in 
"radio  population"  are  concerned. 
For  one  thing,  the  wide  disparity 
between  homes  with  radios  and 
homes  without  radios  revealed  by 
the  Census  Bureau  gave  the  radio 
manufacturers  and  dealers  some- 
thing to  "shoot  at";  since  1930 
they  have  been  able  to  concentrate 
on  markets  for  which  they  had 
more  or  less  exact  data.  States 
like  Michigan  and  Iowa,  which 
were  high  in  the  1930  government 
report,  gained  by  as  little  as  20 
per  cent,  whereas  states  like  Flor- 
ida and  Louisiana,  which  were  ex- 
ceedingly low  in  the  government 
report,  gained  as  much  as  40  per 
cent. 

More  Accurate  Than  U.  S. 

FOR  ANOTHER  thing,  the  CBS 
survey,  based  as  it  was  largely  on 
known  sales  in  the  interim  between 
April,  1930,  and  January,  1933,  was 
less  likely  to  have  the  degree  of 
eiTor  known  to  exist  in  the  gov- 
ernment's figures.  It  is  well  known 
that  thousands  upon  thousands  of 
citizens,  replying  to  the  census 
enumerators'  questions  in  1930, 
either  failed  to  answer  the  ques- 
tion "Have  you  a  radio?"  or  de- 
liberately replied  in  the  negative, 
wrongly.  In  South  Carolina,  for 
example,  a  proposal  had  been  made 
in  the  legislature  to  tax  all  radios 
— something  extremely  reprehen- 
sible to  the  average  American 
listener. 

Throughout  the  country,  too, 
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Notable  Increases  in  Radio  Ownership 
Since  April,  1930 


states  Listed 
Alphabetically 

%  of  Radio 
Ownership  as  of 
Census  April,  1930 

Number  of  Radio 
Homes  as  of 
Census  April,  1930 

New  Homes  Equipped 
with  Radios 
Since  Census 

%  increase  in 
Number  of  Radio 
Homes  Since  Census 

Number  of  Radio 
Homes  as  of  i 
January,  1933  | 

%  of  Radio  I 
Ownership  as  of  1 
January,  1933  1 

A  1 Q  fid  n%  Q 

9.5 

56,235 

45,900 

81.6 

102,135 

17.3 

18.1 

19,167 

13,100 

68.3 

32,267 

30.4 

9.1 

40,096 

35,300 

88.0 

75,396 

17.2 

52.0 

836,705 

231,000 

27.6 

1,067,705 

66.3 

37.8 

100,959 

55,700 

55.2 

156,659 

58.6 

Connecticut 

54.7 

212,779 

71,400 

33.6 

284,179 

73.1 

Delaware 

45.9 

27,114 

16,300 

60.1 

43,414 

73.5 

District  of  C/Olumbia 

53.9 

67,640 

43,700 

65.1 

111,340 

88.7 

r  lorioa 

15.4 

58,128 

79,900 

137.5 

138,028 

36.7 

Georgia 

9.9 

64,543 

66,400 

102.9 

130,943 

20.1 

Idd^o 

30.3 

32,772 

13,100 

40.0 

45,872 

42.5 

Illinois 

55.6 

1,072,995 

287,000 

26.7 

1,359,995 

70.5 

Indiana 

41.6 

351,090 

127,000 

36.2 

478,090 

56.7 

Iowa 

48.5 

308,448 

63,000 

20.4 

371,448 

58.4 

Kansas 

38.9 

189,398 

54,200 

28.6 

243,598 

50.0 

Kentucky 

18.3 

111,217 

58,300 

52.4 

169,517 

27.8 

Louisiana 

11.2 

54,135 

77,700 

143.5 

131,835 

27.2 

iTiame 

39.2 

77,618 

33,700 

43.4 

111,318 

56.3 

Maryland 

42.9 

165,149 

73,000 

44.2 

238,149 

61.8 

Massachusetts 

57.6 

588,552 

201,000 

34.2 

789,552 

77.3 

Michigan 

50.6 

597,629 

139,000 

23.3 

736,629 

62.4 

Minnesota 

.  47.3 

286,886 

77,700 

27.1 

364,586 

60.1 

Mississippi 

5.4 

25,357 

22,100 

87.2 

47,457 

18.7 

Missouri 

37.4 

351,298 

216,000 

61.5 

567,298 

60.4 

Montana 

31.9 

43,442 

18,100 

41.7 

61,542 

45.1 

Nebraska 

47.9 

164,159 

39,600 

24.1 

203,759 

59.4 

Nevada 

30.6 

7,795 

4,300 

55.2 

12,095 

47.5 

New  Hampshire 

44.4 

53,022 

21,200 

39.9 

74,222 

62.2 

New  Jersey 

63.4 

624,865 

194,000 

31.1 

818,865 

83.1 

New  Mexico 

11.5 

11,348 

7,500 

66.1 

18,848 

19.1 

New  York 

57.9 

1,825,723 

675,000 

37.0 

2,500,723 

79.4 

North  Carolina 

11.2 

72,059 

56,000 

77.7 

128,059 

19.9 

iNortn  JJaKota 

40.9 

59  246 

9(\  'inn 

34.6 

79,746 

ft 

Unio 

47.7 

809442 

327,000 

40.4 

1,136,142 

66.9 

Oklahoma 

21.6 

121,702 

48,400 

39.7 

170,102 

30.2 

Oregon 

43.5 

115,948 

44,400 

38.3 

160,348 

60.2 

Pennsylvania 

48.1 

1,075,127 

488,000 

45.4  1,563,127 

69.9 

Knode  island 

57.1 

94,480 

41,300 

43.7 

135,780 

82.1 

South  Carolina 

7.6 

27,889 

26,800 

96.1 

54,689 

14.9 

ksoutn  Liakota 

44.2 

71,245 

16,500 

23.2 

87,745 

54.5 

Tennessee 

14.3 

85,962 

97,800 

113.8 

183,762 

30.6 

Texas 

18.6 

256,804 

178,000 

69.3 

434,804 

31.5 

Utah 

41.1 

47,632 

24,100 

50.6 

71,732 

61.8 

Vermont 

44.6 

39,783 

12,700 

31.9 

52,483 

58.8 

Virginia 

18.2 

96,307 

87,000 

90.3 

183,307 

34.6 

Washington 

42.3 

179,493 

69,900 

38.9 

249,393 

58.8 

West  Virginia 

23.3 

87,042 

67,200 

77.2 

154.242 

41.2 

Wisconsin 

51.0 

363,265 

87,800 

24.2 

451,065 

63.4 

Wyoming 

34.1 

19,372 

6,200 

32.0 

25,572 

45.0 

TOTAL 

40.3  12,048,762  4,760,800 

39.5  16,809,562 

56.2 

propaganda  has  frequently  gone 
forth  about  the  way  most  foreign 
countries  support  their  broadcast- 
ing systems,  namely,  by  radio  set 
taxes.  This  deterred  set  owners 
in  all  parts  of  the  country  from 
answering  the  radio  question  prop- 
erly, for  they  feared  the  radio  cen- 
sus might  be  a  forerunner  of  a 
similar  system  here. 

Every  section  showed  a  gratify- 
ing increase  in  radioized  homes 
since  April,  1930,  as  shown  by  the 
map.  If  the  interim  increases  are 
relatively  low  for  some  sections,  it 
is  chiefly  because  of  the  high 
standing  those  sections  already  had 
in  1930.  The  report  shows  that 
the  proportion  of  sales  by  states 
since  April,  1930,  has  varied  in- 
versely to  the  previous  degi'ee  of 
saturation. 

Thus,  the  southwestern  states 
show  a  60  per  cent  increase,  the 
mountain  states  48  per  cent,  the 
north  central  states  34  per  cent 
and  the  Pacific  coast  states  31  per 
cent.  Thus,  also,  in  the  southeast, 
the  state  of  Mississippi,  which 
with  only  5.4  per  cent  of  its  homes 
having  radios  in  1930,  shows  18.7 
per  cent  of  its  homes  with  radios 
in  1938.  New  Jersey's  1930  per- 
centage leadership  of  63.4  per  cent 
is  wrested  away  from  it  by  the 
District  of  Columbia  in  1933,  which 
shows  88.7  per  cent — nearly  nine 
out  of  10! 

The  1930  census  showed  only 
nine  states  and  the  District  of  Co- 
lumbia as  having  50  per  cent  or 
more  of  its  homes  equipped  with 
radios.  The  1933  count  shows  28 
states  and  the  District  of  Colum- 
bia with  50  per  cent  or  more  of 
their  homes  equipped  with  radios 
— a  remarkable  increase.  Only 
seven  states  have  less  than  25  per 
cent. 

These  figures  are  invaluable  to 
advertisers,  advertising  agencies 
and  stations  in  calculating  poten- 
tial audience.  Taken  together  with 
known  market  and  distribution 
data,  with  authentic  station  cov- 
erage surveys  and  with  capable 
estimates  of  listener  habits,  they 
furnish  an  invaluable  guide  to  any 
sponsor  planning  a  radio  campaign. 
That  they  are  subject  to  error  is, 
of  course,  unavoidable,  but  it  is 
more  than  likely  that — knowing 
the  high  degree  of  error  in  the 
1930  government  census — the  new 
count  may  be  accepted  as  an  irre- 
ducible minimum  rather  than  a 
hopeful  maximum. 


Borden  Makes  Plans 

AS  SOON  as  a  standardized  car- 
ton for  its  products  can  be  de- 
signed and  manufactured  the  Bor- 
den Ice  Cream  Co.,  Chicago,  plans 
to  go  on  the  air  over  a  national 
network.  Its  initial  move  in  that 
direction  was  made  in  Chicago  Feb. 
17  with  the  sponsorship  on  WMAQ, 
of  a  15-minute  act,  "Mr.  Twister", 
which  is  to  run  until  March  17.  If 
by  that  time  a  satisfactory  uniform 
carton  has  been  decided  upon,  it  is 
understood  the  program  will  be  ex- 
tended to  an  NBC  network.  The 
Borden  Company  controls  or  owns 
ice  cream  plants  in  several  key 
cities  with  each  plant  marketing 
its  products  under  respective 
names.  "Mr.  Twister",  originated 
by  Jim  Jordan,  is  a  "brain  teaser" 
and  riddle  program  that  has  been 
a  WMAQ  sustaining  feature  for 
several  months.  The  account  is 
handled  by  Aubrey  &  Moore,  Chi- 
cago. 


Furniture  Firms  Sell 

RADIO  is  being  used  effectively  by 
furniture  companies  in  the  west 
mid-continent  area,  with  some  de- 
voting as  much  as  50  per  cent  of 
their  advertising  appropriations  for 
this  medium,  according  to  a  report 
of  the  Department  of  Commerce. 
The  average  expenditure  for  radio 
by  the  firms  using  the  medium  is 
17  per  cent.  The  report  states 
that  newspapers,  direct  mail,  bill- 
boards and  radio,  in  the  order 
given,  are  the  advertising  media 
found  most  generally  productive  of 
results  in  this  area.  Copies  of 
"Furniture  Distribution  in  the 
West  Mid-Continent"  are  obtain- 
able for  15  cents  from  the  Depart- 
ment of  Commerce,  Washington. 


Bernie  on  Tour 

BEN  BERNIE  and  his  orchestra 
are  carrying  the  banner  of  Blue 
Ribbon  Malt  into  theaters  on  the 
Publix  circuit  in  a  12-week  tour  of 
the  eastern  half  of  the  country, 
which  began  Feb.  27.  Harold  0. 
Totten,  NBC-WMAQ  sports  broad- 
caster, has  been  assigned  to  accom- 
pany Bernie  as  press  representa- 
tive on  the  request  of  the  adver- 
tiser. Totten  will  travel  with  the 
orchestra  until  the  opening  of  the 
baseball  season  in  Chicago,  April 
12,  when  he  will  return  to  handle 
the  baseball  broadcasts  for  the 
summer.  Bernie  and  the  orchestra 
are  to  return  to  Chicago  in  time 
for  the  opening  of  the  World's 
Fair. 


Canadian  Commission 
Won't  Renew  Licenses 
Of  Obsolete  Stations 

By  JAMES  MONTAGNES 

HITTING  at  obsolete  broadcasting 
in  Canada,  whose  equipment  dates 
back  five  years  or  more,  the  Ca- 
nadian Radio  Commission  has  an- 
nounced that  unless  new  equipment 
is  provided  by  these  stations,  their 
licenses  will  not  be  renewed  April 
1,  the  beginning  of  the  fiscal  year 
in  Canada. 

At  the  same  time  the  Commis- 
sion will  insist  more  forcefully  on 
the  Canadian  government  regula- 
tion that  advertising  must  form 
only  5  per  cent  of  any  program. 
This  will  be  a  body  blow  at  spot 
advertising,  which  is  bringing  a 
good  income  to  many  Canadian 
stations  today. 

Canadian  radio  stations  have 
since  1929  been  shy  of  investing 
money  in  equipment  that  was  not 
absolutely  necessary,  since  there 
was  considerable  uncertainty  until 
a  few  months  ago  as  to  the  gov- 
ernment's nationalization  of  broad- 
casting. Now  that  it  has  been 
definitely  stated  by  the  Commission 
that  no  government-owned  stations 
will  take  the  air  until  money  is 
freer  for  this  purpose,  broadcast- 
ers are  beginning  to  spend  some 
money  on  improved  equipment. 

On  the  major  programs  adver- 
tising has  already  lessened,  and 
the  shorter  periods  will  have  to 
make  snappier  lines  to  put  their 
message  across  in  the  allotted  time. 

The  Commission  has  $1,000,000 
to  spend  on  improving  broadcasting 
and  expects  to  spend  half  this 
amount  on  symphonic  and  band 
programs  as  a  starter,  each  of 
these  concei'ts  costing  between 
$2,000  and  $2,500  for  national 
hook-ups.  Income  from  radio  li- 
censes at  $2  each  is  estimated  at 
approximately  $1,500,000  for  the 
coming  fiscal  year,  and  this  will  go 
entirely  to  the  Commission,  which 
is  now  located  in  a  suite  of  offices 
in  the  new  National  Research 
Building  at  Ottawa. 


Canada's  Radio  Budget 
$562,975  Over  1932-3 

CANADA'S  estimated  radio  budget 
for  the  fiscal  year  1933-34  provides 
for  an  increase  of  $562,975  in  ap- 
propriations or  a  total  of  $2,159,- 
375,  according  to  a  report  to  the 
Department  of  Commerce  from 
Commercial  Attache  Lynn  W. 
Meekins,  Ottawa. 

Estimates  indicate  that  $100,000 
will  go  to  the  Canadian  Radio 
Broadcastiiig  Service,  $679,550  to 
construction  and  maintenance  of 
ship-to-shore  stations,  $280,400  to 
the  general  improvement  of  recep- 
tion conditions  and  $199,425  for 
the  maintenance  and  operation  of 
the  Northwest  Territories  radio 
system  by  the  Department  of  Na- 
tional Defense. 


HERR  WILHELM  WAGNER,  as- 
sociated with  German  broadcasting 
since  1923,  has  succeeded  Prof. 
Friedrich  Georg  Knopfe  as  director 
of  the  Berlin  Funk-Stunde,  who 
has  resigned  after  serving  in  that 
post  since  its  creation  10  years  ago. 
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Why  Dealer  Cooperation  is  Important 

Retail  Men  Held  Enthusiastic  But  Often  Uninformed 
By  Radio  Sponsors  of  Products  They  Handle 


By  E.  P.  H.  JAMES 
Sales  Promotion  Manager,  NBC 

SUPPOSE  you 
operate  a  grocery 
store  and  I  am 
Mrs.  Consumer.  I 
listen  in  to  the 
radio  program  of 
the  Doe  Cereal 
Company.  I  en- 
joy the  program 
and  decide  I  will 
„    ^  have  to  try  a  box 

Mr.  James  Cereal 
some  time.  One  morning  as  I  ap- 
proach your  store  I  see  a  poster 
in  the  window,  featuring  this  pro- 
gram. Inside,  on  the  counter  and 
elsewhere,  I  see  furthur  displays 
tying-in  the  product  and  the  pro- 
gram. 

These  tie-ins  remind  me  forcibly 
of  my  favorable  interest  in  Doe 
Cereal  and  impel  me  to  go  through 
with  my  intention  of  buying  a 
package.  Maybe  I  needed  this 
final  reminder  at  the  point  of  sale 
to  make  me  a  purchaser. 

The  same  condition  holds  true 
whether  it  be  the  Doe  Cereal  Com- 
pany and  a  grocery  store,  or  any 
other  kind  of  manufacturer  and 
any  other  kind  of  retail  store.  To 
get  fullest  possible  results  from 
his  program,  the  broadcast  adver- 
tiser should  keep  his  dealers  sup- 
plied with  live  information  and  tie- 
in  material  concerning  his  radio 
campaign. 

Dealers  Cooperative 

DEALERS  are  really  enthusiastic 
about  radio.  Ask  a  few  of  them 
yourself,  and  you  will  find  them 
ready  and  willing  to  display  such 
material. 

Dealers  want  to  know  about 
broadcast  advertising,  because  they 
know  it  is  a  real  sales  help  to 
them.  Any  advertiser  who  does 
not  appreciate  the  tremendous 
power  of  broadcast  advertising  in 
connection  with  dealer  relations,  is 
missing  one  of  the  chief  attributes 
of  the  medium.  Almost  daily,  the 
National  Broadcasting  Company  is 
receiving  evidence  of  dealer  inter- 
est in  broadcast  advertising  pro- 
grams, and  by  this  we  mean  an 
interest  which  expresses  itself  in 
active  cooperation  with  manufac- 
turers, and  in  a  real  desire  for 
display  material  or  other  selling 
helps,  tied-in  with  the  broadcast 
advertising  program. 

Quite  apart  from  the  desirability 
of  giving  dealers  adequate  display 
material,  it  is  important  that  they 
at  least  be  made  thoroughly  fa- 
miliar with  your  radio  activities. 
They  can  turn  this  knowledge  to 
good  account  in  talking  with  their 
customers,  and  in  moving  goods 
fi  'om  their  stock.  This  is  no  "the- 
ory." It  is  borne  out  by  the  ex- 
perience of  many  broadcast  adver- 
tisers who  have  remained  active 
on  the  air  throughout  the  depres- 
sion— who  have  continued  broad- 
cast advertising  very  largely  be- 


RETAIL  DEALERS  are  eager  to  make  special 
displays  of  radio- advertised  products  if  they  are 
informed  about  the  broadcast  program,  according 
to  Mr.  James,  and  if  store  displays  are  not  num- 
erous the  advertiser,  rather  than  the  dealer,  is  to 
blame.  Even  occasional  post  cards  reminding  re- 
tail men  of  a  program  and  suggesting  special  win- 
dow arrangements  have  been  found  effective  by  a 
drug  store  chain.  More  elaborate  campaigns  to  en- 
list the  co-operation  of  the  dealers  are  suggested 
as  a  means  of  increasing  sales. 


cause  of  its  very  potent  influence 
upon  dealers. 

Advertisers  Lax 

IN  VIEW  of  this  keen  dealer-inter- 
est, it  is  unfortunate  that  a  better 
job  is  not  being  done  by  more  ad- 
vertisers to  cash  in  on  the  dealer 
cooperation  which  lies  within  their 
grasp. 

Recently,  a  local  chain  drug 
store  organization  wrote  to  a  num- 
ber of  broadcast  advertisers,  ask- 
ing them  what  arrangements  they 
had  made  to  keep  the  trade  in- 
formed about  their  broadcast  ad- 
vertising programs.  The  replies 
they  received  disclosed  many  varied 
attitudes  toward  this  important 
phase  in  merchandising.  Some 
advertisers  called  attention  to  bul- 
letins, salesmen's  portfolios,  broad- 
sides and  other  merchandising  aids 


which  they  used  to  acquaint  dealers 
with  their  broadcast  advertising 
campaign.  However,  their  replies 
indicated  that  while  they  had  used 
one  or  more  of  these  methods,  they 
felt  that  an  inadequate  job  had 
been  done,  and  indicated  that  in 
the  final  analysis,  the  burden  of 
notifying  and  educating  the  deal- 
ers was  allowed  to  rest  on  the 
shoulders  of  manufacturers'  and 
jobbers'  salesmen.  The  thorough- 
ness of  each  individual  salesman 
determined  the  success  of  their 
merchandising  activities. 

A  few  indicated  that  they  had 
used  trade  paper  advertising  to 
reach  the  dealers,  while  others 
simply  trusted  in  the  hope  that 
consumer  demand  would  itself  give 
the  dealer  all  the  information  he 
needed  about  their  broadcast  ad- 
vertising. 

Some  advertisers  had  launched 


"Middle  Aisle"  of  WBAL  Exhibit  of  Radio  Products 


MORE  THAN  8,000  persons  visited 
an  exhibition  of  radio-advertised 
products,  staged  by  WBAL,  Balti- 
more, in  the  auditorium  of  the 
May  Company's  department  store 
in  February.  More  than  40  adver- 
tisers, including  local  sponsors  as 
well  as  NBC-WJZ  clients,  were 
represented  in  the  exhibit  without 
cost  to  them. 

The  May  Company  and  WBAL 


advertised  the  exhibit  in  news- 
paper displays,  on  posters  and  over 
the  air.  The  radio  station  had  a 
large  display  of  pictures  showing 
the  inside  of  its  studios  and  trans- 
mitting plant  at  the  exhibition. 

Purnell  H.  Gould,  commercial 
representative  of  WBAL,  conceived 
the  idea  and  developed  it  in  cooper- 
ation with  F.  R.  Huber,  director, 
and  Stanley  W.  Barnett,  manager. 


their  radio  campaign  with  a  volley 
of  dealer  mailings  and  salesmen's 
portfolios,  explaining  the  purpose 
of  their  campaign  and  invoking 
the  dealer's  cooperation.  However, 
there  was  a  lack  of  follow-up.  It 
is  clearly  of  the  utmost  impor- 
tance that  a  consistent  follow-up 
be  used,  since  the  dealer's  memory 
is  notoriously  short  and  he  needs 
stimulation  from  time  to  time. 

Post  Card  Will  Do 

THE  DRUG  STORE  chain  which 
conducted  this  questionnaire  of 
broadcast  advertisers  suggests  that 
monthly  reminder  cards  be  sent 
out  to  dealers  and  jobbers  cover- 
ing the  high  spots  of  the  radio 
campaign,  advising  them  of 
changes  in  the  stations  or  in  the 
program,  and  giving  them  sugges- 
tions and  ideas  for  window  and 
counter  tie-in  material.  It  is  un- 
doubtedly a  practical  suggestion 
for  some  advertisers. 

The  recent  increase  in  postal 
rates  and  the  desire  to  keep  down 
the  cost  of  a  series  of  mailings 
should  not  blind  the  advertiser  to 
the  very  great  importance  of  mak- 
ing certain  that  every  one  of  his 
dealers  and  salesmen  be  kept  in- 
formed of  the  power  of  his  radio 
program  to  give  them  something 
of  unusual  interest  to  talk  about 
and  to  help  them  make  sales.  A 
government  post  card  will  do  the 
job.  The  time  of  the  program,  the 
station  or  network  broadcasting  it, 
and  details  of  interest  about  the 
program  should  be  a  basic  part  of 
every  message. 

The  influence  of  the  dealer  on 
the  success  of  your  sales  campaign 
should  not  be  overlooked,  and 
when  he  shows  an  interest  in  cash- 
ing in  on  one  particular  advertis- 
ing medium — as  he  shows  in  the 
case  of  broadcast  advertising — a 
well  planned  and  up-to-date  cam- 
paign of  dealer  information  should 
not  be  postponed  or  set  aside. 


With  Ball  Teams 

ACCOMPANYING  the  Chicago 
Cubs  and  White  Sox  on  their  an- 
nual training  trips  to  Catalina  and 
Pasadena  in  February  were  Pat 
Flanagan,  sports  announcer  of 
WBBM,  Chicago,  and  John  O'Hara, 
sports  announcer  of  WJKS,  Gary, 
Ind.  Pat  Flanagan'  s  "Sport 
Hunches"  preceding  the  home 
games  of  the  Cubs  and  White  Sox 
will  be  sponsored  for  13  weeks  by 
Nunn-Bush  Shoe  Co.,  Milwaukee, 
account  being  handled  by  Neiser 
MeyerhofF,  Milwaukee. 


Special  Auditions 

NBC  is  holding  daily  auditions  for 
radio  talent  in  the  hope  of  un- 
earthing new  and  attractive  fea- 
tures for  both  radio  and  stage.  The 
best  of  the  daily  auditions  are  held 
each  Monday  night  and  presided 
over  by  a  special  committee  con- 
sisting of  representatives  of  the 
NBC's  Artists'  Bureau  and  pro- 
gram and  publicity  department. 


"THERE  she  goes!  The  North- 
west Airways  eastbound  mail  and 
passenger  plane!"  This  daily  spot 
announcement  is  heard  at  11:10 
a.m.  over  KFYR,  Bismarck,  N.  D., 
as  the  plane  passes  over  the  city 
on  its  scheduled  run.  It  is  used  to 
augment  the  regular  advertising 
schedule  of  Northwest  Airways 
over  the  station. 
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Radio  Journalism  on  the  Job  at  Miami 

CBS  "Covers"  Attempted  Assassination  of  Roosevelt 
In  Record  Time,   With  First-hand  Accounts 


Mr.  Hill 


By  EDWIN  C.  HILL 
CBS  News  Commentator 

COLUMBIA  "cov- 
ered" s  p  e  e  d  il  y 
and  thoroughly 
the  attempt  a  t 
Miami,  Fla.,  t  o 
assassinate  the 
President-elect.  I 
had  arrived  a  t 
the  Madison  Ave- 
nue headquarters 
for  my  regular 
evening  talk.  Just 
before  I  was  to  go  to  the  micro- 
phone I  was  informed  of  what  had 
taken  place,  only  a  few  minutes  be- 
fore, down  in  Florida.  With  little 
more  than  the  biggest  news  of  all 
— that  Mr.  Roosevelt  was  safe  and 
uninjured — I  put  the  first  bulletin 
on  the  air.  And  here  is  the  story 
of  how  CBS  was  able  to  score  one 
of  the  biggest  beats  in  20  years. 

WQAM,  CBS  outlet  at  Miami, 
was  broadcasting  President  -  elect 
Roosevelt's  reception  in  the  city. 
Edwin  K.  Cohan,  Columbia's  tech- 
nical director,  happened  to  be 
spending  his  vacation  at  Miami.  At 
the  time  of  the  broadcast  he  was 
on  Miami  Beach,  listening  to 
WQAM  through  a  portable  receiv- 
ing apparatus.  As  Mr.  Roosevelt 
finished  his  short  talk,  the  popping 
of  pistol  shots  and  the  whole  ex- 
cited clamor  were  picked  up  by  the 
microphone.  Cohan  heard  enough 
to  guess  what  had  happened.  He 
ran  to  his  car  and  speeded  for 
WQAM,  breaking  all  records  be- 
tween the  two  points. 

CBS  Gets  Busy 

HE  PUT  through  a  long  distance 
call  to  CBS  headquarters  in  New 
York,  and  while  waiting  for  his 
connection  verified  the  essential 
facts.  With  his  emphatic  state- 
ment of  the  truth  and  accuracy  of 
those  facts,  I  was  able  to  put  the 
news  on  the  air  at  10:30  p.m.  as  a 
rather  startling  introduction  to 
"The  Human  Side  of  the  News." 

In  the  meantime,  the  CBS  organ- 
ization in  New  York  was  humming 
like  a  dynamo.  The  publicity  di- 
rector, Paul  White,  summoned  from 
Brooklyn,  hastened  to  the  studio 
and  took  charge  of  his  end  of  the 
preparations  for  further  news. 
Vice  President  Lawrence  Lowman 
was  in  authoritative  charge  of  sub- 
sequent developments.  Under  his 
instructions,  Cohan,  at  Miami, 
swiftly  arranged  to  give  CBS  lis- 
teners an  eye-witness  account  of 
the  attempt  on  the  life  of  the  Pres- 
ident-elect. 

Round-about  Hookup 

A  SEEMINGLY  circuitous  wire 
route  was  found  to  be  the  speediest 
way  of  linking  Miami  to  the  chain 
so  that  WQAM  could  originate  a 
broadcast.  Reversal  of  the  regular 
network  facilities  would  take  too 
long.  Therefore  it  was  decided  to 
employ  a  special  line.  The  part  of 
the  Dixie  leg  from  Denmark,  S.  C, 
to  Miami  was  reversed.  The  per- 
manent loop  from  Denmark  to 
Nashville,  fortunately,  could  be  em- 
ployed without  reversal.  From  the 


Tennessee  city  to  Dayton,  0.,  it 
was  necessary  to  install  a  special 
radio-line,  where  the  program 
could  make  contact  with  the  round- 
robin  circuit.  Obviously,  in  broad- 
casting a  straight  line  is  not  al- 
ways the  shortest  distance  between 
two  points.  From  Dayton  the  pro- 
gram was  fed  into  New  York,  then 
retransmitted  to  the  entire  net- 
work. 

At  midnight,  I  was  on  the  air 
again.  It  was  one  of  the  exciting 
moments  of  my  radio  career  when 
I  said,  "...  and  the  next  voice 
you  will  hear  will  be  that  of  Co- 
lumbia's representative  in  Miami, 
Florida."  After  an  imperceptible 
pause,  Cohan's  words  came  through 
clearly. 

Eyewitness  Account 

AT  MIAMI,  Fred  W.  Mizer,  man- 
ager of  WQAM,  who  had  just 
passed  through  the  thrilling  ex- 
perience of  being  at  Mr.  Roose- 


velt's elbow  when  the  shots  were 
fired,  followed  Cohan  on  the  air 
with  his  eye-witness  story.  Mizer 
had  been  in  charge  of  the  Bay 
Park  broadcast.  He  was  just  un- 
hooking a  lapel  microphone  from 
Mr.  Roosevelt's  coat  when  the  bul- 
lets began  to  sing.  He  was  thor- 
oughly qualified  to  give  a  clear 
word  picture  of  what  had  occurred 
— all  the  more  vivid  because  of  his 
natural  excitement. 

As  Mizer  finished  talking,  Nor- 
man MacKay,  WQAM  program  di- 
rector, returned  from  the  Nourma- 
hal,  Vincent  Astor's  yacht  to  which 
Mr.  Roosevelt  had  been  driven  im- 
mediately after  the  shooting.  Mac- 
Kay  had  gone  there  to  offer  to  the 
President-elect  the  facilities  of  the 
CBS  network.  Mr.  Roosevelt  took 
immediate  advantage  of  the  offer 
and  gave  MacKay  a  message  to  be 
broadcast — his  personal  assurance 
to  the  people  that  he  was  unhurt. 

Immediately  after  the  conclusion 
of  the  eye-witness  broadcast  from 


THEY  VAS  DERE,  SHARLIE! 

Fred  Mizer  Witnessed  Shooting  and  Described  It  on  Air; 
 WQAM  Manager  in  Line  of  Fire  


Mr.  Mizer 

"hot  on  the  job'' 


THOSE  who  were 
tuned  to  the  radio 
the  night  of  the 
attempted  assas- 
sination of  Presi- 
dent-elect Roose- 
velt, and  those 
who  may  have 
seen  later  news- 
reels  of  the  oc- 
currence, know 
that  radio  was 
to  give  the  Amer- 
ican public  first-hand  information 
of  the  shooting.  Scores  of  stations 
had  the  first  news  in  many  cities, 
generally  getting  their  flashes 
from  their  newspaper  tieups,  but 
it  remained  for  WQAM,  Miami,  to 
have  its  men  right  on  the  spot  at 
the  time — indeed,  right  in  the  line 
of  the  assassin's  fire. 

The  radio  re- 
porter that  got 
the  thrill  that 
comes  once  in  al- 
most any  report- 
er's lifetime  by 
giving  the  n  a  - 
tional  audience  a 
first-hand  ac- 
count  of  the 
shooting,  was 
Fred  Mizer,  man- 
ager and  announcer  of  WQAM, 
Miami.  If  anyone  doubts  he  was 
there,  let  him  witness  the  various 
newsreels  in  which  a  white-clad 
figure  can  be  perceived  taking  the 
lapel  microphone  from  Mr.  Roose- 
velt's hand  just  as  the  President- 
elect had  finished  his  address  to 
the  Miami  gathering  and  the 
WQAM  audience. 

As  narrated  by  Edwin  C.  Hill  on 
this  page,  Mr.  Mizer  was  only  too 
well  qualified  to  give  the  CBS 
audience  an  eyewitness  account.  It 
was  a  coincidence,  too,  that  E.  K. 


Mr.  MacKay 


Mr.  Cohan 


Cohan,  CBS  technical  director, 
happened  to  be  in  Miami  vacation- 
ing at  the  time  and  was  enabled 
not  only  to  introduce  Mr.  Mizer 
but  to  arrange  the  hookup  details. 
Acting  as  reporter  also  was  Nor- 
man MacKay,  advertising  and  pro- 
gram director  of  WQAM,  who  ob- 
tained the  reassuring  message 
from  Mr.  Roosevelt  that  was 
broadcast  to  the  American  people 
to  tell  them  he  was  unhurt. 

Mr.  Mizer  has 
been  manager  and 
chief  announcer 
of  WQAM  since 
its  inception  in 
1921.  Born  in 
Rome,  N.  Y., 
Aug.  10,  1895,  he 
was  educated  in 
the  public  schools 
of  Newark  and 
attended  business 
college  there.  In  1914  he  joined 
the  Fidelity  Trust  Co.  When  the 
United  States  entered  the  war,  he 
enlisted  in  the  cavalry.  Upon  his 
discharge  he  went  to  Florida  with 
a  wholesale  grocery  house.  In  1920 
he  became  office  manager  for  the 
Electrical  Equipment  Co.,  operator 
of  WQAM,  which  he  helped  found. 

Mr.  MacKay  is  a  native  of 
Providence,  R.  I.,  and  was  gradu- 
ated with  the  1922  class  at  Brown 
University.  In  college  he  was  ac- 
tive in  music  and  drama.  Follow- 
ing graduation,  he  conducted  a 
dance  orchestra,  sold  real  estate, 
stocks  and  bonds  and  newspaper 
advertising.  In  1925  he  married 
and  immediately  went  to  Florida 
to  write  publicity  during  the  real 
estate  boom.  He  joined  the  Miami 
Herald  staff  shortly  afterward, 
and  in  1929  was  offered  the  adver- 
tising and  program  directorship  of 
WQAM. 


Miami,  I  gave  a  list  of  the  injured 
and  the  news  of  Mrs.  Roosevelt's 
receiving  the  message  in  New 
York.  With  the  story  pretty 
thoroughly  covered,  except  for 
some  details  that  were  still  un- 
known even  in  Miami,  Columbia 
closed  the  broadcast  of  this  re- 
markable event.  While  Columbia's 
audience  was  the  beneficiary  Of  one 
of  the  greatest  "beats"  in  many 
years,  the  chances  are  that  the 
broadcast  acted  as  a  spur  to  news- 
paper circulation.  Past  experience 
indicates  that  people  are  eager  to 
read  at  leisure,  and  with  a  multi- 
plicity of  detail  not  always  avail- 
able to  these  sudden  and  exciting 
air  broadcasts,  the  full  details  of 
what  they  had  heard  over  the  air. 


County  Paper  on  Radio 
In  Defiance  of  Warning 
By  State  Press  Group 

ON  THE  DAY  after  the  secretary 
of  the  Nebraska  Press  Association 
had  warned  country  newspaper 
publishers  against  radio  as  "the 
monster"  which  was  keeping  them 
from  getting  national  advertising, 
the  Wayne  (Neb.)  Herald  signed 
a  contract  for  an  hour's  time  daily 
on  WJAG,  operated  by  the  Nor- 
folk (Neb.)  Daily  News. 

Wayne  has  a  population  of  2,360 
and  is  35  miles  from  Norfolk;  the 
broadcasts  are  conducted  via  re- 
mote control.  E.  W.  Huse,  owner 
of  the  Wayne  Herald,  a  14-page 
weekly,  announced  editorially: 

"The  expense  is  considerable 
and  the  responsibility  is  large,  but 
possible  benefits  are  inestimable. 
The  idea  is  to  bring  to  Wayne 
County  communities  the  larger 
advantages  that  they  deserve.  The 
Herald  believes  the  broadcasting 
instrumentality  now  turned  to 
avail  will  serve  a  most  valuable 
purpose  in  emphasizing  the  advan- 
tages of  Wayne  county  and  in 
making  the  growing  city  of  Wayne 
more  useful  and  more  attractive. 
As  an  entirely  new  venture  in  the 
weekly  newspaper  field,  we  can 
only  conjecture  on  accruing  re- 
sults. 

Hobgoblins  of  Fear 

"  'GOING  on  the  air'  as  radio  fans 
would  say,  instead  of  just  staying 
up  in  the  air,  as  the  depression 
would  suggest,  will  be  in  harmony 
with  attacks  on  hobgoblins  of  fear 
— in  harmony  with  efforts  to  re- 
store confidence  as  a  basis  for 
market  upturns.  If  better  times 
be  just  in  the  offing,  the  new  ser- 
vice will  be  functioning,  thus  en- 
abling the  Wayne  territory  the 
better  to  tune  in  on  the  wave  of 
prosperity  as  it  returns." 

A.  C.  Thomas,  manager  of 
WJAG,  commented  on  the  attack 
on  radio  by  the  Nebraska  Press 
Association's  secretary  thus: 

"The  secretary  of  the  Nebraska 
Press  Association,  as  he  grows 
older,  will  learn  that  you  can't 
build  permanently  by  tearing 
down.  He  will  learn  that  radio  is 
an  established  advertising  medium, 
the  same  as  magazines  and  bill 
boards,  which  this  same  associa- 
tion has  fought  unsuccessfully  in 
the  past.  He  will  learn  that  it 
doesn't  pay  to  use  questionnaires 
to  survey  radio  programs  which 
originate  in  Ventura,  Cal.,  and 
leave  space  only  for  critical  re- 
marks and  none  for  commenda- 
tion." 
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A  Juvenile  Program  That  Pleases  Adults 


By  CLARK  KINNAIRD 

Eastern  Director,  Hearst  Radio  Service 


*^^Cowboy  Tom"  Sells  Typewriters  Locally,  Then  Nationally ; 
Novel  Merchandising  Plan  Held  Secret  of  Success 


Kinnaird 


A  TYPEWRITER 
distributor  used 
a  children's  pro- 
gram on  a  single 
500 -watt  station 
to  sell  a  $41  prod- 
uct directly  to 
the  public,  and  in 
10  weeks  nearly 
$75,000  in  sales 
resulted  at  a  cost 
of  less  than  5 
per  cent  for  time  and  talent.  Back 
of  this  program  is  a  story  that 
should  be  of  interest  to  every  ad- 
vertising agency  and  station  pro- 
gram builder. 

The  program  is  "Cowboy  Tom's 
Roundup".  The'  station  is  WINS, 
New  York.  The  sponsor  who  got 
the  results  (and  is  still  getting 
them!)  is  Walter  Drey,  New  York 
distributor  of  Monarch  typewrit- 
ers, a  product  of  the  Remington- 
Rand  Corp. 

Starts  on  Both  Nets 

MOST  of  the  country  knows  about 
this  program  now,  because  the 
phenomenal  results  obtained  from 
the  program  on  WINS  led  the 
Remington-Rand  Corp.  to  arrange 
for  its  presentation  nationally. 
One  Sunday  in  December,  radio 
history  was  made  when  an  inde- 
pendent station  fed  the  same  com- 
mercial program  to  both  the  NBC 
and  CBS  networks.  The  sponsor 
intended  to  continue  the  program 
'on  both  chains,  but  one  network 
declined  to  carry  a  feature  broad- 
cast by  the  other. 

"Cowboy  Tom's  Roundup"  is  not 
a  distinctly  juvenile  program. 
That's  why  it's  such  a  success. 
Last  month  WINS  staged  a  birth- 
day party  for  the  Roundup  at  the 
Roxy  theater.  The  admission 
charge  of  25  cents  went  to  the 
New  York  American  Unemploy- 
ment Relief  Fund.  Half  of  the 
2,000  attending  were  adults.  We 
watched  them  going  in,  and  many 
of  them  were  unaccompanied  by 
children. 

But  this  isn't  the  answer,  per- 
haps, as  to  why  the  program  is 
selling  typewriters.  The  answer 
is  the  merchandising  plan  that  our 
station  suggested  to  the  distribu- 
tor which  was  to  sell  the  type- 
wi'iters  for  "ten  cents  a  day."  The 
buyer  pays  $3  down  and  70  cents 
a  week — 10  cents  a  day.  That 
small  amount  appeals  to  children 
and  they  find  it  easy  to  sell  the 
idea  to  their  parents.  Also,  we 
sell  the  listeners  the  idea  that  a 
typewriter  helps  the  kids  learn  to 
spell  and  makes  school  work  more 
interesting. 

Origin  of  the  Program 

"THIS  has  given  rise  to  specula- 
tions as  to  just  what  is  the  secret 
of  "Cowboy  Tom's"  unusual  pull- 
ing power.  As  one  who  had  a  part 
in  the  inception  and  development 


A  NEW  YORK  typewriter  distributor  found  a  chil- 
dren's program  so  successful  in  selling  his  product 
that  the  manufacturer  assumed  sponsorship  on  a 
national  scale.  The  story  of  this  feature's  origin 
and  development  reveals  the  secret  of  adult  pat- 
ronage of  a  juvenile  program.  More  important, 
perhaps,  is  the  plan  suggested  by  WINS  to  offer 
typewriters  for  ten  cents  a  day,  a  sales  figure  small 
enough  to  lure  children  and  win  over  parents. 
"Cowboy  Tom's  Roundup"  now  has  two  New  York 
sponsors,  besides  a  national  sponsor  over  CBS. 


of  the  program,  I  have  been  asked 
to  answer  the  question. 

"Personality"  doesn't  answer  the 
question.  The  secret  lies  in  the 
formula  upon  which  the  program 
is  based.  When  WINS  was  estab- 
lished in  January,  1932,  as  the 
successor  to  WGBS,  it  was  obvious 
that  its  first  need  was  a  good  chil- 
dren's program.  It  was  also  obvi- 
ous that  if  we  started  a  program 
we'd  have  to  make  it  unique  and 
extraordinarily  attractive  if  we 
expected  to  take  listeners  away 
from  popular  juvenile  programs  on 
the  larger  stations  in  the  late 
afternoon. 

We  didn't  want  another  radio 
"uncle".  We  didn't  want  to  be  con- 
descending to  the  children.  We 
didn't  want  to  be  reminding  them 
constantly  that  they  are  "little 
folks".  And,  most  important  of 
all,  we  wanted  a  children's  pro- 
gram that  parents  would  be  will- 
ing for  the  children  to  hear.  This 
last  point  is  important  because 
some  programs  that  are  aimed  at 
children  and  interest  them  bore 
parents.  The  result  is  that  par- 
ents see  to  it  that  the  receiver  is 
tuned  to  another  station.  In  a 
one-set  home,  children  don't  get 
to  listen  to  children's  programs  if 
parents  don't  like  them. 

Children  Gave  Inspiration 

I  SAW  some  boys  playing  "Cow- 
boy and  Injun"  in  a  crowded  city 
street  and  that  gave  me  the  idea. 
As  originally  planned,  the  program 
was  to  be  laid  around  a  campfire 
in  the  west,  where  wanderers 
would  tell  and  sing  of  their  ad- 
ventures. I  had  noticed  how  my 
own  boys  were  particularly  at- 
tracted by  train  effects  on  the  air, 
so  an  arriving  and  departing  train 
effect  was  worked  out  at  the  open- 
ing and  closing. 

To  make  the  program  exciting, 
plenty  of  noisy  effects  were  pro- 
vided. The  hero  obviously  had  to 
have  a  name  that  denoted  courage 
and  alertness,  so  the  character  was 
dubbed  Tom  Keene.    The  program 


was  known  as  "Tom  Keene's 
Roundup"  until  we  learned  to  our 
surprise  that  there  was  a  movie 
player  featured  in  western  pictures 
who  bore  that  cognomen,  so  we 
shortened  it  to  "Cowboy  "Tom". 

When  several  scripts  had  been 
outlined,  announcers  at  the  station 
were  given  auditions  for  the  part 
of  Tom.  None  of  them  was  satis- 
factory. Then  fate  brought  us  an 
ideal  man  for  the  part — -George 
Martin,  who  had  resigned  as  edi- 
tor of  Farm  and  Fireside  a  few 
months  before  and  who  is  a  na- 
tive of  the  Nebraska  plains.  His 
career  in  the  magazine  and  news- 
paper fields  had  given  him  a  wide 
knowledge  of  the  interests  of  chil- 
dren. When  it  was  first  suggested 
that  he  do  a  children's  program, 
he  was  hesitant  to  try  it.  He  was 
afraid  he  couldn't  be  like  the  chil- 
dren's entertainers  who  were  al- 
ready on  the  air.  That  was  just 
what  wasn't  wanted. 

Building  the  Cast 

MARTIN,  or  Cowboy  Tom,  which 
he  became  the  last  week  in  Janu- 
ary, 1932,  immediately  injected 
elements  into  the  idea  that  made 
it  appeal  to  parents,  too.  We  im- 
mediately discovered  that  he  was 
a  good  story-teller,  but  he  couldn't 
sing,  and  songs  were  an  element 
we  wanted  in  the  program.  A 
rangy  Canadian  cowboy,  Doug  Mc- 
Tague,  was  making  an  occasional 
appearance  on  the  station.  I  sug- 
gested that  he  appear  with  Cow- 
boy Tom  as  a  guest  performer 
one  afternoon.  He  did.  He  be- 
came a  regular  performer  from 
that  day.  Cowboy  Tom  developed 
the  singer  into  one  of  the  stars 
of  the  program.  Children  don't 
care  anything  about  songs  of  love 
or  sentiment.  They  want  to  hear 
lyrics  that  tell  a  story  or  paint  an 
adventurous  picture.  So  Doug 
stuck  to  songs  of  the  range. 

The  core  of  the  cast  was  com- 
pleted a  few  weeks  later  when  Joe 
Shunatona,  chief  of  the  Pawnee- 
Otoe  Tribe  of  Oklahoma,  volun- 


teered his  services.  He  created 
the  character  "Skookum",  who  pro- 
vides the  comedy  element.  Since 
that  time  only  one  change  has 
been  made  in  the  cast:  Tex  Rit- 
ter,  "The  Lone  Star  Ranger",  re- 
placed McTague  when  the  latter 
had  to  return  to  Canada. 

Huge  Club  Membership 

ORIGINALLY  the  program  was 
on  15  minutes  a  day,  five  days  a 
week.  From  the  beginning  the 
name  of  every  new  member  of  the 
Roundup  was  read  over  the  air. 
This  soon  began  to  take  up  so 
much  time  that  it  was  necessary 
to  increase  the  program  to  30 
minutes,  six  times  a  week. 

Parents  wanted  their  children  to 
join  because  we  asked  every  mem- 
ber to  pledge  to  "watch  out  for 
the  cars"  and  to  be  "careful  in 
crossing  streets".  Saturday  broad- 
casts were  omitted  until  a  demand 
from  listeners  made  it  necessary 
for  Cowboy  Tom  to  appear  on  this 
day  too.  But  instead  of  a  late 
afternoon  hour,  a  morning  period 
was  chosen,  as  it  was  found  more 
children  were  home  then.  It  is  no 
longer  possible  to  read  the  names 
of  all  the  new  members  of  the 
WINS  Roundup  Clubs,  for  they 
come  in  at  the  rate  of  5,000  to 
6,000  a  month. 

By  early  summer,  "Cowboy 
Tom's  Roundup"  had  assumed  its 
present  form:  that  of  a  wild  west 
variety  show,  presented  by  authen- 
tic characters,  sincere  in  its  man- 
ner, entertaining  in  its  routine,  in- 
formal in  its  showmanship. 

Test  Shows  Popularity 

THE  FIRST  test  of  the  program's 
pulling  power  was  made  in  August. 
Martin  wanted  to  hold  a  big  party 
for  members  before  school  opened. 
The  management  of  Luna  Park, 
Coney  Island,  cooperated  by  pro- 
viding a  special  combination  ticket 
for  Roundup  members,  to  be  ob- 
tained only  on  presentation  of  the 
membership  card  and  payment  of 
83  cents. 

The  party  was  plugged  daily  for 
three  weeks.  This  would  repre- 
sent an  advertising  outlay  of  $750. 
Nearly  15,000  boys  and  girls  turned 
out  for  the  party,  paying  83  cents 
for  their  tickets,  representing  at 
least  $12,500  spent  at  Luna  Park. 

This  proof  of  the  spending 
power  of  the  audience  clinched  a 
contract  with  Bost  Toothpaste  Co. 
Through  contests  conducted  on  the 
Roundup  this  firm  was  able  to 
prove  such  a  great  demand  for 
its  product  that  the  Woolworth 
Stores,  which  had  refused  to  han- 
dle the  toothpaste  previously, 
bought,  and  are  continuing  to  buy, 
large  quantities  of  it.  Other  out- 
lets for  the  toothpaste  were  also 
obtained. 

Broadcast  Schedules 

MEANWHILE    the    WINS  com- 
mercial   department   had  worked 
out   the   merchandising   plan  for 
{Continued  on  imo^  ^i) 
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How  Musical  Programs  Make  Sales 

Wide-awake  Director  Must  Know  Audience's  Tastes; 
Price  Quotations  Expected  to  Reduce  Announcements 


Mr.  Paige 

By  RAYMOND  PAIGE* 
Music  and  Program  Director 
KHJ,  Los  Angeles 

"SAY  IT  with  music"  has  gradu- 
ally come  into  its  own  so  far  as 
radio  is  concerned. 

Most  advertising  agency  execu- 
tives have  long  recognized  this 
fact.  Of  course  in  the  gradual 
process  of  building  up  finer  and 
broader  musical  broadcasts,  a  few 
near-sighted  sponsors  have  per- 
haps dwelt  a  bit  longer  on  sales 
talks  than  necessary.  But  the  re- 
cent action  of  the  networks  in  al- 
lowing reference  to  prices  has  al- 
ready exerted  a  tremendous  influ- 
ence in  cutting  down  sales  talks. 

The  trend  of  recent  months 
apparently  points  toward  a  1933 
policy  in  which  sponsors  will  prac- 
tically eliminate  sales  talks,  as 
such,  and  will  depend  to  a  far 
larger  extent  on  direct  reference 
to  price.  This  will  naturally  make 
it  possible  to  devote  more  time  and 
attention  to  musical  portions  of  the 
broadcast  menu. 

Program  Carefully  Planned 

ONCE  upon  a  time  practically 
every  program  on  the  air  was 
created  by  gathering  a  few  orches- 
tral tunes,  plus  a  smattering  of 
vocal  effort  and  the  usual  run  of 
commercial  plugs.  Gradually  each 
program  supervisor  devoted  more 
attention  to  making  each  selection 
fit  more  or  less  into  the  program 
theme.  Considerable  effort  was  ex- 
pended to  make  a  suitable  tie-in 
between  the  sponsor's  product  and 
the  type  of  the  broadcast. 

Today  the  radio  program  man- 
ager meets  in  daily  conference 
with    the    sales    department  and 

*Mr.  Paige  was  signally  honored  by 
being  invited  to  become  a  guest  conductor 
at  the  famed  Hollywood  Bowl  last  sum- 
mer What  is  more,  he  was  called  back 
tor  two  return  engagements.  He  was  the 
first  radio  director  to  appear  in  the  bowl. 
Twice  a  week  he  is  heard  over  CBS  as 
he  directs  two  programs  originating  in 
Los  Angeles  and  going  eastward.  One  of 
these,  "California  Melodies,"  (midnight 
Saturdays,  EST)  has  been  on  the  air  for 
some  time  while  the  new  "Omar  Khay- 
yam" series  (Thursdays  at  9:30  p.m., 
EST)    started  early  in  October. 


THE  MODERN  trend  in  radio  programs  is  to  let 
music  do  most  of  the  talking  that  was  recently  done 
by  long-winded  announcers,  says  this  distinguished 
conductor  and  program  director.  Whereas,  in  the 
old  days  an  orchestra  and  perhaps  a  soloist  were 
linked  with  a  commercial  announcement  more  or 
less  haphazardly,  today  the  progressive  program 
manager  tries  to  adjust  every  program,  even  to  the 
music,  to  the  tastes  of  his  audience. 


carefully  studies  each  individual 
problem  of  program  structure.  A 
charting  is  made  of  each  point  to 
be  made  in  mapping  out  the  course 
of  procedure.  The  problem  is 
clearly  defined ;  the  type  of  people 
to  be  reached,  their  buying  habits, 
seasonal   qualties,  type  of  talent 


and  perhaps  a  dozen  other  items 
that  must  be  listed  for  each  com- 
mercial program. 

It  would  be  difficult  to  say  what 
numbers  make  the  biggest  hit  over 
the  air  today.  All,  of  course,  have 
their  following. 

The  Tschaikovsky  "Overture  of 


MUSIC  ESSENTIAL  TO  RADIO 

No  Matter  What  be  the  Commercial  Program, 
 It  Provides  Background,  Says  Teacher  


CALLING  music  "the  essential  at- 
mosphere" of  a  radio  program, 
David  Grosch,  vocal  instructor  of 
Kansas  City,  recently  devoted  one 
of  his  weekly  "Sing  Talks"  over 
KMBC,  Kansas  City,  to  explaining 
the  reasons  why  an  advertiser 
must  usually  include  some  music 
in  his  radio  program,  no  matter 
how  little  connection  it  would  seem 
to  have  with  his  product.  Mr. 
Grosch  said,  in  part: 

"A  well-known  manufacturer  of 
rubber  tires  talks  to  his  radio 
audience  weekly,  but  preceding  his 
talk  a  noted  singer,  a  great  artist, 
entertains  you,  thrills  you  with 
his  beautiful  singing.  An  orches- 
tra made  up  of  musicians  who 
have  given  their  lives  to  music 
plays  not  only  accompaniments 
but  orchestral  works  of  many  of 
the  great  composers.  May  I  ask, 
if  music  is  not  essential,  why 
doesn't  this  great  manufacturer 
attract  you  by  using  the  odor  of 
rubber  and  sending  it  to  you  over 
your  radio  set? 

Soothes  Tired  Nerves 

"OF  COURSE  he  can't,  but  if  he 
could,  would  it  be  pleasurable  ? 
And  again,  on  another  program, 
you  hear  a  short  talk  about  pow- 
dered soap,  followed  by  a  serial, 
a  mystery  drama,  which  is  pre- 
ceded by  what?  Why,  by  music, 
the  atmosphere,  the  thing  which 
essentially  is  a  part  of  the  pro- 
duction would  be  lost  entirely  if 
it  were  not  for  the  musical  ac- 
companiment. 

"Then  another  program  is  of- 
fered by  a  great  public  utility, 
which  furnishes  you  with  light 
when  all  around  is  darkness.  Some 
wonderful  phenomena  are  pre- 
sented all  referring  to  light,  arti- 
ficial light,  but  withal  there  must 


be  music — the  program  would  be 
incomplete  without  it. 

"Again  we  listen  in,  and  here 
we  have  a  great  oil  refining  com- 
pany, purveyors  of  oil  and  its  by- 
products, and  what  do  they  do  ? 
Do  they  permit  you  to  smell  the 
oil  or  to  taste  it?  Oh  no!  That 
would  be  unpleasant.  On  the  con- 
trary, they  please  you;  they  sooth 
your  tired  nerves  with  music. 
Music  first,  oil  afterwards. 

Necessity,  Not  Luxury 

"WHEN  we  travel,  shall  it  be  by 
bus  ?  Yes,  it  shall.  But  how  do 
we  advertise  it?  How  do  we  ap- 
proach the  public  ?  Do  we  do  it 
by  opening  the  cutout  or  by  allow- 
ing the  possible  patrons  to  smell 
the  exhaust  fumes  ?  Certainly 
not.  We  advertise  our  bus  con- 
veniences by  music,  written  by  in- 
telligent, painstaking  musicians 
and  performed  by  trained  musi- 
cians under  the  able  direction  of 
another  personal  friend  who  plans, 
arranges  for  them,  and  conducts 
them  in  performance. 

"Again  I  say,  music  is  more 
than  a  luxury;  it  is  a  necessity. 
Patrick  Henry  said,  'Give  me  lib- 
erty, or  give  me  death.'  But  do 
we  stand  and  uncover  our  heads 
for  that  saying  ?  We  do  not.  We 
uncover  to  the  strains  of  'The  Star- 
Spangled  Banner'  or  of  'America.' 
Within  the  past  few  months  there 
passed  to  his  eternal  rest  a  musi- 
cian who  inspired,  who  stirred  our 
very  souls  with  his  strong,  thrill- 
ing, rhythmic  and  melodic  compo- 
sitions. I  am  speaking  of  John 
Phillip  Sousa.  Did  propaganda 
spur  us  to  victory  in  the  great 
World  War  more  than  the  musical 
compositions  of  Sousa  ?  It  did 
not." 


1812"  never  wanes  in  radio  inter 
est.  Gershwin's  new  "An  Ameri- 
can in  Paris"  creates  a  vivid  im- 
pression, though  it  can  only  be 
played  with  special  permission. 
Wagner's  "Tannhauser  Overture" 
is  another  popular  favorite.  These 
are  naturally  some  of  the  stand- 
ards and  should  not  be  confused 
with  the  popular,  airy  tunes  of  the 
day.  Most  of  these  are  here  today 
and  gone  tomorrow. 

Since  we  are  living  in  a  world 
in  which  conditions  are  constantly 
changing  radio  programs,  too, 
must  be  in  a  state  of  fluctuation. 
For  instance,  our  "California  Mel- 
odies" transcontinental  was  origi- 
nally created  as  a  more  or  less 
straight  dance  broadcast.  But 
more  recently  an  orchestral  pro- 
gram immediately  followed  the 
melodies  and  it  became  necessary 
to  revamp  the  featui'e  completely. 
This  was  done  and  the  new  crea- 
tion brings  the  variety  of  a  popu- 
lar symphony,  the  studio  orchestra, 
a  gypsy  ensemble,  the  sweet  music 
aggregation  (no  drums),  organ 
and  individual  vocalists. 

Studying  Changing  Tastes 

THE  EVER-CHANGING  trend  of 
the  times  must  be  studied  consis- 
tently and  constantly  by  advertis- 
ing agencies  as  they  select  the  sta- 
tions, study  their  sponsor's  prod- 
uct and  the  potential  and  actual 
market.  But  the  radio  stations, 
too,  must  devote  considerable 
thought  and  effort  along  similar 
lines.  Their  merchandise  activity 
must  be  extended  as  an  adjunct 
to  that  of  the  agency. 

The  broadcaster  knows  his  pub- 
lic, what  artist  personnel  he  can 
draw  from,  the  musical  library 
collection,  the  "coverage"  of  the 
station,  the  best  time  on  the  air 
for  certain  types  of  commodities,  i 
and  other  necessary  information.  \ 

Best  of  all,  the  station  staff 
knows  what  has  been  done  along 
similar  lines  in  the  past.  This  is 
extremely  valuable,  not  as  a  means 
of  copying,  but  of  avoiding  the 
stereotyped  phrases  and  procedure 
of  past  performances. 

The  advertising  dollar  brings 
more  than  it  has  in  a  decade.  But, 
at  the  same  time,  appropriations 
are  smaller  than  usual.  So  it  be- 
hooves the  creator  of  each  program 
to  get  the  most  out  of  every  sec- 
ond on  the  air. 


Jolson  Off  Air 

NEW  YORK  radio  editors  were 
told  by  Al  Jolson  that  a  disagree- 
ment with  his  sponsors,  Chevrolet, 
led  to  a  cessation  of  his  contract 
after  the  Feb.  24  performance, 
though  it  was  due  to  expire  April 
7.  He  stated  he  intended  to  stage 
scenes  from  "The  Jazz  Singer", 
I'ecount  his  romance  with  Ruby 
Keeler  (Mrs.  Jolson),  etc.,  but  the 
sponsors  intervened.  He  will  prob- 
ably be  succeeded  by  a  variety  pro- 
gram on  NBC,  featuring  another 
big  name  comedian. 


FORMER  PRINCE  L  e  n  n  a  r  t, 
grandson  of  King  Gustav  of 
Sweden,  who  gave  up  his  title  to 
marry  a  commoner,  is  to  be  con- 
nected with  the  official  Swedish 
broadcasting  service  as  author  and 
producer  of  sketches,  according  to 
reports  from  Stockholm. 
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WRC 


COVERAGE 

INWASHINGTON-D-C 


In  1932,  over  one  hundred  and  fifty  local 
advertisers  used  the  facilities  of  WRC 
•  •  •  definite  testimony  to  the  resultful 
coverage  of  this  station. 


For  More  Complete  Details  •  Write  STATION  WRC  •  WASHINGTON  •  D  •  C  -  or 


NBG  LOCAL  SERVICE  BUREAU 
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711  FIFTH  AVENUE  ■  NEW  YORK  CITY. 
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NBC    BASIC    RED    NETWORK  OUTLET 


the  important  centers  and  their 
suburbs  in  eastern  New  York  State: 

SCHENECTADY 
ALBANY 
TROY 
UTICA 
SARATOGA  SPRINGS 
GLENS  FALLS 

and  ofFers  a  PLUS  coverage  through- 
out New  York  State  and  into  New  England 


For  complete  details  write  General 
Electric  Station  WGY,  Schenectady,  N.Y.,oi 


NBC 


LOCAL  SERVICE  BUREAU 

711  FIFTH  AVENUE 
NEW  YORK  CITY 


LOCATED  IN  SCHENECTADY,  NEW  YORK 
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Davis  Bill  Assures  Increase 
In  Stations,  Cut  Political  Rates 

Omnibus  Measure  Enactment  Due  Without 
Features  Objectionable  to  Broadcasters 


The  bill  passed  the  House 
Feb.  25,  and,  as  BROADCAST- 
ING went  to  press.  Senator 
Dill  announced  that  he  was 
certain  of  its  passage  by  the 
Senate. 

WITH  AN  EVEN  chance  of  pass- 
age prior  to  the  adjournment  of 
Congress  March  4,  the  Davis  omni- 
bus bill  (H.  R.  7716),  amending 
the  Radio  Act  of  1927,  was  unani- 
mously approved  by  Senate  and 
House  conferees  Feb.  21  after 
agreement  had  been  reached  on  a 
series  of  amendments  designed  to 
eliminate  all  opposition.  As  now 
written,  the  bill  is  not  regarded 
as  objectionable  to  the  broadcast- 
ing industry. 

Conferees  included  in  the  bill  a 
modified  version  of  the  Norbeck 
amendment  to  authorize  licensing 
of  low-power  stations  without  re- 
gard for  existing  quota  regulations. 
Instead  of  accepting  the  Norbeck 
proposal  that  stations  of  not  more 
than  250  watts  be  licensed  any- 
where if  no  interference  is  caused, 
the  conference  reduced  the  maxi- 
mum power  to  100  watts  and  elimi- 
nated the  clause  providing  that 
the  quota  restrictions  be  waived. 

Political  Time  Rates 

AMENDMENT  of  the  political 
equality  section  of  the  radio  law 
(Section  14)  was  ordered  to  pro- 
vide that  rates  charged  for  time 
used  by  political  speakers  shall  not 
exceed  the  rates  regularly  charged 
commercial  advertisers  and  shall 
not  be  discriminatory.  The  con- 
ferees also  ordered  that  the  equality 
requirement  shall  not  apply  to  offi- 
cials of  government  agencies  using 
the  radio,  throwing  open  the  radio 
to  anybody  opposed  to  their  state- 
ments. However,  the  allocation  of 
time  by  stations  either  to  candi- 
dates or  officials  is  not  incumbent. 

To  the  section  the  following 
language  was  also  added:  "Fur- 
thermore, it  shall  be  considered  in 
the  public  interest  for  a  license,  so 
far  as  possible,  to  permit  equal 
opportunity  for  presentation  of 
both  sides  of  a  public  question." 

The  appellate  provision,  which 
had  aroused  the  opposition  of  Sena- 
tor White,  (R.)  of  Maine,  was  re- 
vised and  is  understood  to  conform 
with  his  views.  Instead  of  allowing 
appeals  from  decisions  of  the  Radio 
Commission,  involving  revocation 
of  licenses  or  assessment  of  fines, 
to  all  federal  district  courts,  the 
amendment  provides  for  appeals  to 
the  nine  circuit  courts  of  appeal 
throughout  the  country  and  to  the 
Court  of  Appeals  of  the  District  of 
Columbia. 

Eliminated  from  the  bill  alto- 
gether was  the  proposed  new  sec- 
tion barring  foreign  station  studios 
in  the  United  States  unless  author- 
ized by  the  Radio  Commission. 
This  section  was  aimed  at  stations 
now  being  operated  across  the  bor- 
der in  Mexico. 

Retained  in  the  measure  was  the 
proviso  that  stations  be  fined  a 
maximum  of  $1,000  for  violations 
of  Commission  regulations.  The 
conferees  added  a  new  section  pre- 


scribing that  all  such  fines  collect- 
ed by  the  Commission  be  turned 
into  the  U.  S.  Treasury. 

Ban  on  Lotteries 

THE  BILL  prohibits  the  broad- 
casting or  advertising  of  lotteries 
or  gift  enterprises — a  provision 
sponsored  by  newspapers  and  un- 
opposed by  the  NAB,  since  the 
practice  is  virtually  non-existent 
now;  makes  it  mandatory  for  the 
Commission  to  hear  oral  arguments 
following  cases  tried  before  ex- 
aminers, when  such  arguments  are 
requested,  and  amends  miscella- 
neous other  provisions  of  the  origi- 
nal radio  law. 

To  meet  the  objections  of  the 
Navy,  the  conferees  rewrote  Sec- 
tion 8,  dealing  with  alien  owner- 
ship, to  provide  that  the  Commis- 
sion shall  refuse  licenses  to  any 
company,  corporation  or  associa- 
tion of  which  any  officer  or  more 
than  one-fifth  of  the  directors  are 
aliens. 

Regarding  the  Norbeck  amend- 
ment. Rep.  Davis  told  Broadcast- 
ing that  if  the  Commission  admin- 
isters it  in  accordance  with  the  in- 
tent of  Congress  it  "will  not  do  any 
harm."  The  purpose,  he  said,  is 
to  allow  construction  of  low-pow- 
ered stations  in  communities  not 
now  receiving  adequate  local  ser- 
vice, which,  he  insisted,  does  not 
mean  the  "overloaded"  sections  of 
the  east  but  the  under-served  areas 
of  the  west  and  possibly  the  south. 

As  amended,  this  provision  now 
reads : 

"That  the  Commission  may  also 
grant  applications  for  additional 
licenses  for  stations  not  exceeding 
100  watts  of  power  if  the  Commis- 
sion finds  that  such  stations  will 
serve  the  public  convenience,  inter- 
est or  necessity,  and  that  their 
operation  will  not  interfere  with 
the  fair  and  efficient  radio  service 
of  stations  licensed  under  the  pro- 
visions of  the  section." 


Bill  Seeks  2-Year 
Inquiry  into  Radio 

APPOINTMENT  of  a  special 
mixed  commission  to  make  a  two- 
year  study  of  broadcasting  in  this 
country  and  in  other  nations,  and 
to  submit  recommendations  for 
legislation  pertaining  to  the  "fu- 
ture administration,  management, 
control,  and  financing  of  radio 
broadcasting",  was  introduced  in 
the  House  (H.  Con.  Res.  51)  Feb. 
22  by  Rep.  Fulmer,  (D.)  of  S.  C. 
Rep.  Fulmer  declared  he  did  not 
expect  the  measure  to  pass  at  this 
session,  which  ends  March  4,  but 
simply  desired  to  get  it  publicized 
in  advance  of  reintroducing  it  at 
the  forthcoming  special  session. 

Like  the  McFadden  resolution  on 
chain  operations,  introduced  a  few 
days  earlier,  the  Fulmer  measure 
apparently  is  sponsored  by  inter- 
ests opposed  to  commercial  radio. 
The  phraseology,  in  the  opinion  of 
trained  legal  observers,  smacks  of 
a  combination  of  the  more  radical 


ALL-AMERICAN  TEAM  I 

Radio  Editor's  Popularity  Poll 

 Reveals  Several  Repeaters  ' 

THE  SECOND  annual  Ail-Ameri- 
can Radio  Team,  announced  by 
James  Cannon,  radio  editor  of  the 
New  York  World-Telegram,  on 
the  basis  of  votes  cast  by  127  radio 
editors  in  the  United  States  and 
Canada,  reveals  some  of  the  names 
that  graced  the  team  last  year. 

"This  seems  significant  and 
proves  that  kilocycle  popularity 
does  not  wane  as  rapidly  as  most 
people  believe,"  Mr.  Cannon  ob- 
serves. 

Among  the  repeaters  are  Guy 
Lombardo,  the  Philadelphia  Or- 
chestra, Morton  Downey,  the  Bos- 
well  Sisters,  Amos  'n'  Andy,  Ted 
Husing  and  Jesse  Crawford. 

Among  those  who  made  the 
greatest  gains  in  popularity  are 
Ruth  Etting,  who  last  year  ran  far 
behind  Kate  Smith,  Edwin  C.  Hill, 
who  was  an  easy  winner  in  the 
news  commentator  class,  and  Law- 
rence Tibbett,  who  was  far  and 
away  the  leader  among  male  sing- 
ers of  classical  and  semi-classical 
music. 

The  All- American  team  follows: 

Dance  Orchestra  Guy  Lombardo 

Symphony  Orchestra  Philadelphia 

Popular  Male  Singer  Morton  Downey 

Popular  Woman  Singer  Ruth  Etting 

Male  Classical  and  Semi-Classical 

Singer  Lawrence  Tibbett 

Feynale  Classical  and  Semi-Classical 

Singer  Jessica  Dragonette 

Feminine  Harmony  Team 

Boswell  Sisters 

Male  Harmony  Team  Mills  Brothers 

Dialogue  Act  Amos  'n'  Andy 

Master  of  Ceremonies  Ben  Bernie 

Sports  Announcer  Ted  Husing 

Studio  Announcer  David  Ross 

News  Commentator  Edwin  C.  Hill 

Organist  Jesse  Crawford 

Instrumental  Soloist  David  Rubinoff 

All  Dramatic  Program-March  of  Time 
Musical  Program  Bourdon's  Orchestra 
with  Jessica  Dragonette 

Foremost  Comedy  Act  Jack  Pearl 

Children's  Program  Skippy  and 

Little  Orphan  Annie 
Women's  Home  Advice 

Ida  Bailey  Allen 
Stage  Entertainer  Making  Most 

Radio  Progress  Eddie  Cantor 


of  the  educational  and  press  inter- 
ests combating  broadcasting. 

The  preamble  of  the  resolution 
states  that  there  is  general  agree- 
ment that  the  present  system  of 
broadcasting  and  the  government 
supervision  thereof  could  be  im- 
proved, and  that  there  is  great  di- 
vergence of  opinion  as  to  how  this 
supervision  can  best  be  procured. 
The  proposed  commission  would 
settle  these  points. 

The  commission  would  consist 
of  two  members  of  the  Senate,  two 
members  of  the  House,  one  per- 
son each  representing  labor,  edu- 
cation, religion,  the  press,  the  home 
and  the  radio  industry.  Congress 
would  appoint  its  own  members 
through  the  presiding  officers  of 
the  respective  houses  during  the 
next  Congress.  Other  members 
would  be  appointed  by  the  Presi- 
dent, with  the  commission  electing 
its  own  chairman. 

The  commission  would  be  em- 
powered to  subpoena  witnesses  and 
take  testimony  under  oath,  and 
would  be  accorded  the  assistance 
of  experts  and  clerks.  Expenses  of 
the  Commission  would  not  exceed 
$25,000,  one  half  of  which  would 
be  paid  from  the  contingent  funds 
of  Senate  and  House. 


J.H.  Steinman 
are   John  F. 


Mason-DixonGroup,Inc. 
Links  Five  Delaware, 
Pennsylvania  Stations 

FORMATION  of 
the  Mason-Dixon 
Radio  Group,  Inc., 
comprising  five 
stations  in  Penn- 
sylvania and  Del- 
aware, was  an- 
nounced Feb.  24 
by  J.  Hale  Stein- 
man, president. 
Headquarters  are 
at  Lancaster,  Pa., 
and  other  officers 
Steinman,  vice  president;  Isaac  Z. 
Buckwalter,  secretary  and  trea- 
surer; Clair  R.  McCullough,  gen- 
eral manager,  and  Austin  E.  Mc- 
Cullough, director. 

Stations  under  the  management 
of  the  Mason-Dixon,  for  which  a 
special  group  card  rate  has  been 
drawn  up,  are  WORK,  York,  Pa.; 
WGAL,  Lancaster,  Pa.;  WAZL 
Hazleton,  Pa.,  and  WDEL  and 
WILM,  Wilmington,  Del. 

WGAL  is  affili- 
ated with  the 
Lancaster  Intel- 
ligencer -  Jour- 
nal and  Lancas- 
ter New  Era,  of 
which  the  Stein- 
man Brothers  are 
publishers.  M  r  . 
Buckwalter, 
„  ,  ,  treasurer  of  the 
Mr.  Buckwalter   gj-oup,   is  also 

general  manager  and  advertising 
director  of  the  Lancaster  newspa- 
pers and  is  a  director  of  the  NAB. 

Called  the 
Mason  -  Dixon 
Group  because 
the  historic 
Mason-Dixon  line 
runs  through  the 
approximate  cen- 
ter of  its  service 
area,  the  stations 
offer  program 
service  in  Penn-  ,  ,  . 
sylvania.  New  Mr.  McCullough 
Jersey,  Maryland,  District  of  Co- 
lumbia, Delaware,  Virginia  and 
West  Virginia.  Their  time  is  of- 
fered individually  or  in  a  group. 
Each  station  is  equipped  with 
modern  apparatus  throughout, 
operating  with  100  per  cent  modu- 
lation, using  RCA  frequency  moni- 
tors. All  have  turntables  for  both 
78  and  33  1/3  r.p.m.  transcrip- 
tions. 

Offering  an  intensive  coverage 
of  the  populous  industrial  and 
agricultural  communities  on  the 
eastern  Mason-Dixon  area,  the 
group,  on  the  basis  of  the  1930  U. 
S.  census,  covers  a  territory  of  ap- 
proximately 500,000  families  hav- 
ing 260,000  radio  sets. 


WMAL  Lease  Approved 

OPERATION  of  WMAL,  Washing- 
ton, by  NBC,  under  a  five-year 
lease  as  its  Blue  network  outlet, 
was  approved  by  the  Radio  Com- 
mission Feb.  28.  Action  followed 
a  hearing  before  the  Commission 
sitting  en  banc  Feb.  15.  Details 
of  the  transaction  were  covered  in 
the  Feb.  1  issue  of  Broadcasting. 
The  Commission  has  not  yet  acted 
in  the  case  of  WJSV,  CBS  Wash- 
ington outlet,  against  which  a  pro- 
test was  lodged  by  the  Navy,  al- 
leging interference  with  its  experi- 
mental operations. 
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Making  Things  Hum 

FROM  a  motley,  disorganized  lot,  American 
broadcasters  are  rapidly  being  welded  into  a 
homogeneous  unit  under  the  leadership  of 
President  Alfred  J.  McCosker  of  the  NAB. 
Two  major  steps  have  already  been  taken  that 
lend  assurance  to  all  elements  interested  in  the 
radio  industry,  including  broadcast  advertis- 
ers, that  the  organized  broadcasters  are  well 
on  their  way  toward  effecting  a  stabilization 
of  their  business. 

First  was  the  retention  of  the  Hon.  Newton 
D.  Baker  as  copyright  counsel  of  the  NAB — 
a  step  that  makes  certain  that  advertisers, 
agencies  and  broadcasters,  who  are  alike  con- 
cerned with  the  added  burden  of  expense  the 
new  copyright  fees  entail,  are  to  be  well  rep- 
resented in  all  future  ASCAP  negotiations. 
Now  comes  the  appointment  of  James  W.  Bald- 
win, aggressive  secretary  of  the  Federal  Radio 
Commission,  to  the  NAB  executive  staff,  with 
his  first  mission  that  of  representing  Ameri- 
can broadcasters  at  the  forthcoming  North 
American  wave  length  conference. 

Not  all  of  the  "war  plans"  laid  at  the  Wash- 
ington meeting  of  the  NAB  board  can  be  di- 
vulged, but  the  directors  were  of  one  accord 
in  expressing  their  elation  over  the  outlook. 
It  was,  they  said,  the  most  successful  and  stim- 
ulating board  meeting  ever  held,  their  elation 
being  particularly  heightened  by  the  optimis- 
tic reports  on  the  copyright  situation  presented 
by  Mr.  Hostetler,  of  the  Baker  law  firm,  and 
Mr.  Schuette,  NAB  copyright  director. 

Also  highly  gratifying  was  the  report  on 
the  association's  finances.  Funds  received, 
pledged  or  indicated  for  the  NAB  war  chest 
insure  ample  resources  behind  the  broadcast- 
ers' several  fights.  There  now  seems  to  pre- 
vail an  awareness  of  their  situation  among 
the  broadcasters  that  was  hardly  discernible 
before.  Indifference  and  vacillation  have  given 
way  at  last  to  a  spirit  of  determination  that  is 
more  than  heartening. 


No  Reflection  on  Radio 

EFFECTS  of  the  curtailment  of  cigarette  ad- 
vertising on  the  networks  will  be  felt  all  along 
the  line  in  radio.  It  is  the  severest  blow  that 
radio  has  yet  felt  during  a  period  of  business 
depression  that  otherwise  has  merely  slowed 
rather  than  halted  the  forward  march  of  na- 
tional radio  advertising.  It  does  not  mitigate 
the  sting  any  to  hear  the  admission  on  all 
hands  that  radio  has  been  doing  a  mighty  sell- 
ing job  for  the  cigarette  manufacturers,  who 
have  been  particularly  capable  or  fortunate  in 
the  selection  or  development  of  their  programs 
and  talent. 

It  is  too  early  to  measure  the  precise  effects. 


Calamity  howling  can  only  result  in  a  lower- 
ing of  morale  throughout  the  radio  industry. 
The  fact  remains  that  radio  is  not  being  cut 
because  of  any  lack  of  intrinsic  worth,  but  be- 
cause of  a  trade  condition  apparently  out  of 
control.  The  situation  offers  no  reflection  upon 
radio  as  an  advertising  medium;  the  fact  that 
Lucky  Strike  and  Chesterfield  each  spent  more 
than  40  per  cent  of  their  appropriations  on 
radio  last  year,  after  testing  its  worth  for 
several  years,  is  in  itself  an  endorsement  of 
radio  advertising. 


Canada  Alters  Objects 

IT  NOW  SEEMS  certain  that  Canada's  Radio 
Commission,  far  from  taking  over  Canadian 
broadcasting  stations  and  operating  them  un- 
der a  scheme  of  nationalization  akin  to  the 
British,  will  simply  undertake  the  regulation 
of  radio  in  the  Dominion  along  the  lines  of 
Radio  Commission  regulation  in  the  United 
States.  The  only  difference  will  be  that  the 
Canadian  commission  will  itself  stage  occa- 
sional programs  (and  Chairman  Charles  worth 
has  admitted  it  is  only  fair  that  even  the  Com- 
mission should  pay  stations  for  their  time)  and 
will  enforce  the  regulation  limiting  advertis- 
ing to  5  per  cent  of  a  program's  content. 

Any  apprehensions  that  may  have  prevailed 
among  Canadian  broadcasters,  and  among 
American  advertisers  using  the  Canadian  ra- 
dio, are  set  at  rest  by  the  announcement  from 
Ottawa  that  only  $1,000,000  will  be  allotted  to 
broadcasting  services  during  the  fiscal  year 
1933-34.  Our  Canadian  correspondent  tells  us 
in  this  issue  that  $2  license  fee  collections 
that  go  to  the  Commission  will  only  amount 
to  $1,500,000.  This  is  hardly  enough  to  carry 
out  the  extensive  program  Parliament  evi- 
dently expected  of  the  Commission — expropri- 
ate stations,  stage  national  programs,  resru- 
late  radio  generally.  Consider  the  fact  that 
it  costs  fully  $75,000,000  a  year  to  operate 
radio  networks  and  stations  in  the  United 
States ! 

So  it  seems  that  for  the  next  few  years  at 
least  Canada  will  follow  the  American  Plan  of 
broadcasting.  The  advertising  limitation  may 
hit  spot  announcements  somewhat,  but  the  fact 
remains  that  few  sponsored  programs  contain 
as  much  as  5  per  cent  of  advertising.  The 
Canadian  Commission's  ultimatum  requiring 
the  modernization  of  equipment  is  very  simi- 
lar to  those  periodically  issued  by  our  own 
Radio  Commission;  no  broadcaster  can  object 
to  it  if  he  is  fairly  well  assured  that  he  can 
continue  on  the  air  for  a  reasonable  length  of 
time  or,  if  expropriated,  that  the  government 
will  compensate  him  fairly  for  his  investment. 


The  RADIO 
BOOK  SHELF 

A  COMPREHENSIVE,  though  brief,  review 
of  NBC's  activities  and  progress  during  1932 
is  contained  in  "Forward  Into  1933"  just  is- 
sued by  the  network.  Despite  the  economic 
condition,  total  expenditures  for  advertising 
on  NBC  were  almost  a  million  dollars  in  ex- 
cess of  those  for  1931.  And,  although  the 
network  had  40  less  clients,  the  average  in- 
creased expenditure  per  client  was  $28,090. 
A  total  of  191  advertisers  spent  $26,504,891 
last  year  as  against  $25,607,041  by  231  adver- 
tisers in  1931. 

The  review  discusses  outstanding  news 
"scoops"  and  popular  radio  entertainment  per- 
sonalities, and  lists  prominent  world  figures 
who  spoke  over  the  network  during  1932. 
Technical  improvements  contributed  by  NBC 
engineers  are  also  discussed. 

An  analysis  of  NBC  programs  during  Sep- 
tember reveals  that  66.3  per  cent  of  the  time 
was  devoted  to  music,  16.7  per  cent  to  litera- 
ture, drama,  lectures,  etc.,  and  4.7  per  cent  to 
outstanding  events  and  news  broadcasts. 


AN  APPRAISAL  of  broadcasting  and  its  ef- 
fect upon  the  nation's  social  structure  is  con- 
tained in  a  monogi'aph  on  "Communications 
Agencies  and  Social  Life"  prepared  at  the  di- 
rection of  the  President's  Research  Committee 
on  Social  Trends  (McGraw-Hill  Book  Co., 
$2.50).  Its  authors  are  Malcolm  M.  Willey, 
professor  of  Sociology,  University  of  Minne- 
sota, and  Stuart  A.  Rice,  professor  of  Soci- 
ology and  Statistics,  University  of  Pennsyl- 
vania. Quoting  various  authorities,  the  sec- 
tion on  broadcasting,  among  other  things, 
analyzes  newspaper-radio  competition,  holding 
that  it  is  as  yet  by  no  means  certain  what 
the  effect  of  radio  has  been  upon  newspaper 
revenues.  The  powerful  influence  of  radio  in 
moulding  public  opinion  is  emphasized. 


A  COMPREHENSIVE  discussion  of  the  theory 
and  practical  application  of  electronics  is  con- 
tained in  a  new  book,  "Electronics,"  by  Ralph 
G.  Hudson,  professor  of  electrical  engineering, 
Massachusetts  Institute  of  Technology,  (John 
Wiley  &  Sons,  New  York;  $2). 


FACSIMILE  transmission  of  pictures,  designs, 
drawings  and  the  like  via  radio  are  explained 
in  brochure  issued  by  the  commercial  depart- 
ment of  RCA  Communications,  Inc.,  under  the 
title  of  "Photograms  via  Radio". 


"A  Line  Of  News" 

GIVE  YOUR  listeners  a  "line  of  news"  with 
each  station  break.  That  is  the  suggestion 
which  comes  from  a  practical  newspaperman 
— Paul  Wooten,  chief  of  the  Washington  Bu- 
reau of  the  McGraw-Hill  publications. 

Says  Mr.  Wooten:  "It  whets  the  appetite 
for  the  day's  news  and  will  give  stations  far 
greater  circulation.  I  would  have  to  have  a 
set  in  my  office,  and  I'm  sure  that  most  pro- 
fessional people  would  feel  the  same  way.  If 
there  were  such  periodical  news  flashes,  I 
would  get  one  immediately." 

The  suggestion  warrants  serious  considera- 
tion. For  stations  with  local  news  tieups  it 
should  be  easy  to  accomplish.  For  others,  it 
provides  a  good  talking  point  for  such  ar- 
rangements, since  newspapers  unquestionably 
would  benefit  by  increased  circulation  through 
the  desire  of  the  listener  to  get  the  bulletined 
news  in  detail. 
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INSEPARABLY  associated  with 
the  development  of  both  the  manu- 
facturing and  broadcasting 
branches  of  radio  during  the  last 
dozen  years,  is  the  name  of  Powel 
Crosley,  Jr.,  founder  and  president 
of  the  Crosley  Radio  Corp.,  radio 
set  manufacturers,  and  operator  of 
WLW  and  WSAI,  Cincinnati.  The 
story  of  his  radio  career  is  largely 
the  story  of  the  irresistibly  swift 
growth  of  the  modern  radio  indus- 
try itself;  it  is,  more  than  that,  a 
story  of  successful  industrial,  tech- 
nical and  artistic  trail-blazing  that 
have  won  him  well  deserved  suc- 
cess in  his  chosen  fields. 

Trail  Blazer  Crosley  is  now  em- 
barking upon  a  new  pioneering 
venture — one  that  has  the  entire 
radio  world  astir.  Having  proved 
the  efficacy  of  high  power  with 
his  50,000-watt  WLW,  perhaps  the 
most  widely  heard  broadcasting 
station  in  North  America,  he  is 
now  building  an  experimental  500,- 
000-watt  station  as  an  adjunct  of 
WLW.  This  station  will  be  the 
most  powerful  in  the  world,  and 
will  cost  some  $400,000  to  erect. 

Operating  under  an  experimen- 
tal license  after  midnight  on  the 
WLW  clear  channel  of  700  kc, 
Chief  Engineer  Joe  Chambers  of 
WLW  confidently  expects  that  this 
new  transmitter  will  set  the  pace 
for  future  high  power  broadcast- 
ing. The  phenomenal  success  of 
WLW,  whose  location  was  amaz- 
ingly fortunate  for  signal  propa- 
gation, adds  to  the  conviction  of 
the  Crosley  organization  that  the 
tenfold  increase  in  power  will  give 
the  experimental  station  a  consist- 
ent listening  radius  of  at  least 
5,000  miles. 

Powel  Crosley  happened  into 
radio  by  chance.  Back  in  1921, 
when  the  stations  on  the  air  could 
be  counted  on  one  hand,  he  set  out 
one  day  with  his  young  son  to  buy 
a  receiving  set.  The  cheapest  set 
he  could  find  cost  $130,  an  amount 
far  more  than  he  was  willing  to 
spend  to  satisfy  a  childish  whim. 
He  and  the  boy  decided  to  build  a 
home-made  set.  It  cost  them  $35 
in  all. 

While  building  the  unit  Crosley 
conceived  an  idea  which  proved  the 
turning  point  in  his  career.  Always 
a  shrewd  business  man,  he  decided 


he  could  manufacture  and  market 
moderate  priced  receivers.  His  suc- 
cess in  the  manufacture  of  low- 
priced  radios  is  a  matter  of  record. 

Along  with  his  entrance  into 
radio  manufacture,  Crosley  became 
interested  in  broadcasting.  He  rea- 
soned that  if  he  was  to  become  suc- 
cessful as  a  manufacturer  he  must 
build  sets  on  a  mass  production 
basis,  and  to  do  this  it  was  first 
necessary  to  develop  a  mass  mar- 
ket. That  meant  that  a  larger 
public  had  to  be  provided  with 
regular  broadcast  entertainment  to 
receive  which  it  would  be  willing 
to  by  radio. 

Thus  it  was  that  early  in  1921 
Powel  Crosley  turned  his  attention 
to  broadcasting.  In  July,  he  pro- 
cured an  experimental  license  for 
a  transmitter  he  had  constructed 
at  his  home.  A  few  months  later 
the  station  was  moved  to  the  Cros- 
ley manufacturing  plant.  In 
March,  1922,  WLW  was  born. 

Followed  Crosley's  purchase,  in 
1923,  of  the  Precision  Equipment 
Co.,  of  Cincinnati,  and  along  with 
it  WMH,  one  of  the  country's  pion- 
eer stations.  Operation  of  WMH 
was  discontinued,  for  Crosley's  in- 
terest in  broadcasting  was  concen- 
trated upon  WLW.  From  500  watts 
in  1923,  WLW  was  boosted  to  5,000 
the  following  year.  New  studios 
were  constructed,  and  the  trans- 
mitter was  installed  at  Harrison, 
0.,  22  miles  from  the  studios.  This 
transmitter  is  said  to  be  the  first 
remote  control  unit  in  radio.  In 
1927  it  began  broadcasting  with  its 
present  power. 

Mr.  Crosley  was  born  in  Cincin- 
nati Sept.  18,  1886,  and  received 
his  preliminary  education  in  the 
Cincinnati  public  schools.  He  later 
attended  the  Ohio  Military  Insti- 
tute, the  Engineering  College  of 
the  University  of  Cincinnati  and 
the  Cincinnati  Law  School.  On 
Oct.  17,  1910,  he  married  Miss 
Gwendolyn  B.  Aiken.  They  have 
two  children,  Powel  Crosley,  III, 
and  Mrs.  Martha  Page  Crosley 
Shelton. 

Mr.  Crosley's  recreational  activi- 
ties are  varied.  Outdoor  sports — 
hunting,  fishing,  boating,  riding, 
golfing  and  aviation — are  his  main 
diversions.  One  of  his  chief  inter- 
ests is  his  "Sleepy  Hollow"  game 


PERSONAL  NOTES 


W.  L.  COULSON,  commercial  man- 
ager of  WHAS,  Louisville,  on  Feb.  16 
addressed  the  Journalism  and  Adver- 
tising Conferences  of  the  University 
of  Indiana,  Bloomington,  Ind.,  on 
"How  Radio  Fits  Into  the  Advertis- 
ing Picture". 

SIDNEY  N.  STROTZ,  president  of 
the  Chicago  Stadium,  has  been  ap- 
pointed manager  of  the  Chicago  NBC 
Artists  Service,  replacing  L.  F.  Fitz- 
gerald, who  has  been  transferred  to 
New  York.  Mr.  Fitzgerald  at  present 
is  on  leave  of  absence  to  manage  the 
American  tour  of  Ignace  Paderewski. 
Strotz  has  been  president  of  the  Sta- 
dium Corporation  since  1930. 

WILLIAM  MURPHY,  formerly  asso- 
ciated with  the  McJunkin  Advertising 
Agency,  Chicago,  has  joined  the  con- 
tinuity staff  of  WBBM,  Chicago. 

J.  C.  McGRANE,  former  production 
manager  of  KGRS,  Amarillo,  Tex., 
has  taken  a  similar  position  with 
WNBR,  Memphis,  Tenn.,  which  also 
announced  the  appointment  of  Mar- 
quis N.  Smith  as  program  director. 
Mr.  McGrane  was  with  the  NBC  on 
the  Pacific  Coast  in  its  early  days 
and  was  winner  of  a  popularity  con- 
test for  radio  announcers  in  Texas. 
Mr.  Smith  was  formerly  with  WLS, 
Chicago,  and  WSB,  Atlanta. 

OLIVINE  FORTIER,  formerly  with 
Washington  office  of  NAB,  has  opened 
law  offices  in  1226  National  Press 
Bid.,  Washington.  She  will  specialize 
in  radio  and  departmental  cases. 

FIVE  ADDITIONS  to  the  staff  of 
MacGregor  &  Sollie,  San  Francisco 
transcription  makers,  are  announced 
as  follows:  John  Blair,  formerly  with 
Electrical  Research  Products,  Inc.; 
Charles  Read,  formerly  with  Blackett- 
Sample-Hummert,  Inc.;  T.  H.  Hutch- 
inson, formerly  with  NBC;  Ken 
Boucher,  formerly  with  Lord  & 
Thomas;  and  Patricia  May  Astra. 

GUESTS  of  Fred  Weber,  NBC  Chi- 
cago traffic  executive,  during  the  last 
few  weeks  included  Paul  M.  Segal, 
Washington  radio  attorney;  Chan 
Gurney,  WNAX,  Yankton,  S.  D.;  Jeff 
Webb,  advertising  manager  of  the 
Detroit  News;  Dr.  J.  B.  Palmer, 
woe,  Davenport;  O.  Stiles,  WOW, 
Omaha,  and  Charles  J.  Burke,  com- 
mercial manager  of  WDAY. 

THREE  NEW  salesmen  have  been 
added  to  the  NBC  Chicago  sales  staff. 
They  are  H.  G.  Shuster,  formerly  of 
WMAQ,  Chicago;  C.  E.  Austin,  for- 
merly of  the  Charles  Touzalin  Ad- 
vertising Agency,  Chicago  and  J.  D. 
Bolger,  formerly  with  the  Hearst 
papers  in  Chicago.  Mary  Mercer  has 
been  added  to  the  secretarial  staff  of 
the  department. 

MURPHY  McHENRY,  recently  man- 
aging editor  of  the  Los  Angeles  Eve- 
ning Record,  has  joittBd  XEAW,  Rey- 
nosa,  Mexipp,  as  general  manager. 

GEORGB.  WRIGHT,  former  man- 
ager of  the  Canadian  National  Rail- 
■^ys'  radio  service,  has  taken  over 
the  managership  of  CNRV,  Vancouver, 
B.  C. 


preserve,  a  1500  acre  tract  in 
southeastern  Indiana  where  he  has 
developed  one  of  the  country's 
largest  private  quail  and  pheasant 
breeding  grounds.  Aviation  is  more 
than  a  hobby.  It  is  now  his  custom 
to  make  practically  all  of  his  busi- 
ness and  pleasure  trips  in  one  of 
his  planes. 

While  Mr.  Crosley  is  interna- 
tionally known  as  a  radio  manufac- 
turer, the  children  of  Cincinnati 
know  him  best  as  the  man  respon- 
sible for  the  annual  Crosley  Christ- 
mas Party,  which  he  has  sponsored 
for  10  years  by  bringing  Christ- 
mas cheer  to  thousands  of  children 
in  the  poorer  sections  of  the  city. 


DON  SEARLE,  former  manager  of 
KOIL,  Council  Bluffs-Omaha,  and 
now  in  charge  of  its  national  adver- 
tising, has  joined  J.  A.  Shanahan  in 
organizing  the  Shanahan  Photo  En- 
graving Co.,  Omaha.  Mr.  Searle  con- 
tinues representing  KOIL,  and  Mr. 
Shanahan  will  manage  the  engraving 
company. 

J.  WILLARD  RIPPON,  formerly  with 
WJAY,  Cleveland,  has  been  appointed 
manager  of  WALR,  Zanesville,  0. 

STANLEY  BABINGTON,  formerly 
with  WHK,  Cleveland,  on  Feb.  1.5  was 
appointed  program  director  of  WJW, 
recently  moved  from  Mansfield  to 
Akron,  becoming  associated  with  Rob- 
ert Allen,  new  WJW  manager. 

I.  E.  SHOWERMAN,  NBC  Chicago 
sales  executive,  following  a  two  weeks 
illness  and  a  tonsil  operation,  has  re- 
turned to  work. 

DON  GILMAN,  NBC  vice  president 
and  western  manager,  went  to  New 
York  in  February  on  one  of  his  semi- 
monthly business  trips. 

LAWRENCE  W.  McDOWELL,  Chief 
Engineer  of  KFOX,  recently  named 
Assistant  Manager  for  the  station, 
has  been  elevated  to  the  post  of  Com- 
mercial Manager  to  replace  Clyde 
Warner,  who  has  taken  charge  of  sales 
and  operations  in  the  newly  opened 
Los  Angeles  offices  of  KFOX  in  the 
Arcade  Building. 

H.  R.  RUNYON,  comptroller  of  CBS, 
was  a  visitor  late  in  February  at 
KHJ,  Los  Angeles.  Earl  Glade,  man- 
ager of  KSL,  Salt  Lake  City,  was 
another  caller  at  the  station. 

MARGARET  MacCOMAS,  graduate 
of  the  University  of  Southern  Cali- 
fornia, has  been  appointed  assistant 
program  manager  of  KGER,  Long 
Beach,  Cal. 

GUESTS  of  Fred  Weber,  NBC  Chi- 
cago traffic  manager,  in  February  in- 
cluded George  Cranston,  WBAP,  Fort 
Worth;  Thomas  Patrick  Convey,  KWK, 
St.  Louis;  Leslie  Fox,  WSM,  Nashville; 
Ed  Craney,  KGIR,  Butte;  P.  J.  Meyer, 
KFYR,  Bismarck,  and  Walter  Damm, 
WTMJ,  Milwaukee. 

L.  B.  WILSON,  president  of  WCKY, 
Covington,  Ky.,  and  Mrs.  Wilson  left 
Feb.  21  for  a  vacation  of  several 
weeks  in  Miami. 

ELMER  FREE,  formerly  with  the 
Baltimore  News  &  American  adver- 
tising department,  has  joined  the  com- 
mercial staff  of  WCAO,  Baltimore. 


BEHIND 
THE  MICROPHONE 


RAYMOND  PAIGE,  music-program 
director  of  KHJ,  Los  Angeles,  will 
again  act  as  guest  conductor  of  the 
Los  Angeles  Philharmonic  Orchestra 
on  March  15. 

GLAN  HEISCH,  onetime  editor  of 
the  University  of  California  Pelican, 
has  joined  the  continuity  staff  of 
KFI,  Los  Angeles,  and  will  collabo- 
rate on  a  weekly  frolic  called  the 
"Fun  Factory." 

NEW  ENTERTAINERS  at  WCKY, 
Covington,  Ky.,  include  the  Four 
James  Boys,  who  sing  and  imitate 
musical  instruments,  and  Gladys  Lee 
and  Dixie  Dale,  doing  songs  and  piano 
numbers. 

PETER  B.  KYNE,  the  author,  on  Feb. 
20  started  a  series  of  radio  appear- 
ances for  MJB  Coffee  Co.,  San  Fran- 
cisco, on  the  MJB  Demi-Tasse  Revue, 
via  NBC's  Pacific  coast  hookup.  The 
writer  tells  stories  of  his  experiences; 
on  the  same  program  are  Ted  Fio- 
Rito's  orchestra  and  Tommy  Harris, 
singer. 

MARVIN  WILLIAMS,  formerly  of 
WRR,  Dallas,  where  he  was  known  as 
the  "Sunshine  Yodler"  and  where  he 
conducted  a  "Who's  Who  in  Radio" 
period,  has  joined  the  staff  of  WABZ, 
New  Orleans. 
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LOUISE  STARKEY,  Isabelle  Caroth- 
ers  and  Helen  King,  better  known 
as  "Clara,  Lu  and  Em",  were  sched- 
uled to  visit  Washington  Feb.  28  to 
gather  material  for  future  radio 
sketches.  Later  they  were  to  go  to 
New  York  and  Boston.  The  trip  is 
being  financed  by  the  Colgate-Palm- 
olive-Peet  Co.,  their  sponsor.  Mar- 
garet Morton  McKay,  personal  repre- 
sentative, is  accompanying  them. 

JOHN  McINTYRE  has  returned  to 
KMPC,  Beverly  Hills,  Cal.,  as  an- 
nouncer. Arthur  Briarly,  a  singer 
formerly  of  WTAM,  Cleveland,  and 
Charles  Gaylord,  formerly  an  assis- 
tant to  Paul  Whiteman,  have  been 
added  to  the  KMPC  staff. 

HAROLD  ISBELL,  lately  with  KGFJ, 
Los  Angeles,  and  formerly  at  KNX, 
Hollywood,  has  joined  the  announcing 
staff  of  KFAC,  Los  Angeles. 

TOM  O'BRIEN,  formerly  with  WPG, 
Atlantic  City,  is  now  with  WHOM, 
Newark,  where  he  presents  "Tom 
O'Brien's  Scrapbook"  on  Tuesday 
afternoons. 

MYRLE  HARRISON,  formerly  of  the 
announcing  staff  of  WTAR,  Norfolk, 
Va.,  has  joined  WOL,  Washington. 

TOM  GIBSON,  who  has  been  present- 
ing weekly  dramas  over  KMPC,  Bev- 
erly Hills,  Cal.,  has  joined  KFAC,  Los 
Angeles. 

NEW  ARTISTS  signed  by  the  Chi- 
cago NBC  artists  Service  bureau  in- 
clude Bernardino  Flynn,  Art  Van 
Harvey,  Jack  Turner;  orchestra  con- 
ductors Josef  Koestner,  Walter  Blau- 
fuss,  Harold  Stokes,  Morgan  L.  East- 
man, Joe  Gallichio;  announcers  Forest 
Wallace,  Stewart  Dawson  and  Alfred 
Saxe;  Mobile  Moaners,  the  Neal  Sis- 
ters and  the  Morin  Sisters. 

ART  KRUEGER,  musical  director  of 
WISN,  Milwaukee,  is  composer  with 
Eric  Karl  of  Milwaukee  of  the  "Buy 
American  Now"  song  that  is  gaining 
wide  popularity. 


WHEN  Vincent  Lopez  and  his  orches- 
tra return  to  New  York  in  March. 
Russell  Pratt  and  Ransom  Sherman, 
comedians  on  the  Real  Silk  Hosiery 
program  with  Lopez  will  have  to  com- 
mute from  Chicago  to  New  York  for 
each  of  the  Sunda'y  programs.  Pratt 
and  Sherman  have  long  time  commer- 
cial contracts  on  KYW,  Chicago,  which 
will  necessitate  their  staying  in  Chi- 
cago. 

HAL  KEMP  and  his  orchestra  re- 
placed Harry  Sosnick  and  his  orches- 
tra in  the  Pennzoil  Parade  over  29 
CBS  stations  Feb.  26.  William  Miller 
will  continue  as  the  featured  vocalist 
and  the  programs  will  be  supple- 
mented with  other  vocal  talent  from 
time  to  time. 

PAUL  ASH  and  his  orchestra,  here- 
tofore identified  as  a  stage  band,  have 
taken  a  radio  spot  for  the  first  time, 
moving  into  the  Merry  Gardens  ball- 
room in  Chicago  with  an  outlet 
through  WBBM,  effective  Feb.  24. 

AL  PEARCE  has  returned  to  San 
Francisco  after  leaving  Los  Angeles, 
where  he  and  his  "Happy  Go  Lucky 
Gang"  went  off  the  Don  Lee  network. 
While  in  San  Francisco  Pearce  re- 
corded numerous  disks  of  Eb  and  Zeb 
and  Elmer  Blurt. 

JERRY  JERMAINE,  singer  and  pro- 
gram assistant  at  KTAB,  Oakland, 
Cal.,  has  joined  KQW,  San  Jose,  to 
do  a  week-day  morning  household 
feature. 


Conductors  Return 

TWO  DISTINGUISHED  orchestra 
conductors,  Leopold  Stokowski  and 
Arturo  Toscanini,  resume  broad- 
casting on  CBS  early  in  March. 
Stokowski  will  resume  his  sustain- 
ing programs  with  the  Philadelphia 
Orchestra  March  3  and  his  Philco 
program  on  March  18.  Toscanini 
will  again  conduct  the  New  York 
Philharmonic  Orchestra  March  5. 


R.  I.  Remains  The 
Only  Stale  In  The 
Union   Without  A 
Bank  Failure, 


wp:ro 

PROVIDENCE 
R.  I. 


The   R.    I.  District 

Is  The  Most 
Densely  Populated 
Area   in   the  Country, 


A  Bakery  Buys  Time  on  the  Air 
And  Puts  Trucks  on  the  Road  ! 

No  better  proof  of  Rhode  Island  coverage,  station  popularity,  con- 
centrated buying  influence,  and  dependable  listening  audience  can 
be  offered  than  by  the  following  significant  figures! 

Here  Are  The  Facts  ! 

^  ^  A  local  bakery  started  regular  daily  broadcasts  on  a  special 
merchandising  campaign  early  in  1930,  using  Radio  Station 
WPRO  as  the  exclusive  medium  for  the  campaign. 

2.  ^  delivery  trucks  were  operated  by  this  bakery  at  the 

time  the  campaign  started,  both  limited  to  a  small  trading 
area  in  the  immediate  neighborhood. 

2  During  the  first  year  of  this  radio  campaign  the  fan  mail 
reached  the  substantial  figure  of  12,520  letters,  and  the  busi- 
ness directly  traceable  to  this  publicity  made  it  necessary  for 
the  bakery  to  add  exactly  50  trucks  in  order  to  satisfactorily 
handle  the  increased  volume  and  the  wider  territory. 

J  During  the  second  year  of  the  campaign,  the  fan  mail 
•  reached  a  total  of  15,700  letters,  and  the  trucking  facilities 
increased  to  the  astonishing  total  of  67,  covering  the  entire 
area  of  Providence,  Pawtucket  and  Central  Falls. 

c  During  the  third  year  the  fan  mail  jumped  to  29,830  letters, 
an  increase  of  138  per  cent  over  the  initial  year's  response, 
and  the  actual  trading  area  had  spread  throughout  the 
entire  Metropolitan  district  with  its  population  of  540,016 
people. 

Proof  of  Listenins  Audience  Is  Proof  of  Station  Coverage! 

WPRO 

"The  lowest  cost,  per  time,  per  person,  of  any  station  in  America." 
Write  for  complete  details. 

THE  CHERRY  &  WEBB  BROADCASTING  COMPANY 
PROVIDENCE,  R.  I. 


"Kentucky  Colonels" 

THEY'RE  "Colonel  Eddie"  and 
"Colonel  Ralph"  now,  are  Eddie 
Dumke  and  Ralph  East,  better 
known  to  radio  as  the  "Sisters  of 
the  Skillet."  Here  they  are  in  the 
studios  of  WCKY,  Covington,  Ky., 
where  L.  B.  Wilson,  station  presi- 
dent (center),  presented  them  with 
their  commissions  as  colonels  on 
the  staff  of  Gov.  Ruby  Laffoon 
during  one  of  their  NBC  broadcasts. 

Air  Conditioning  Firms 
Plan  Advertising  Drive 

PRELIMINARY  to  an  extensive 
advertising  campaign  to  be  initi- 
ated in  the  New  York  area,  seven 
manufacturers  in  the  air  condi- 
tioning field  have  joined  to  form 
a  committee  to  draw  up  a  stand- 
ard terminology  to  avoid  existing 
confusion.  That  air  conditioning 
promises  soon  to  open  up  wide 
new  markets  and  advertising  ac- 
counts, including  probably  the  use 
of  radio,  is  generally  conceded  in 
industrial  circles. 

The  committee  was  appointed  by 
the  Electrical  Association  of  New 
York  and  comprises:  J.  J.  Dono- 
van, General  Electric  Co.,  chair- 
man; I.  W.  Baldwin,  Westinghouse 
E.  &  M.  Co.;  C.  M.  Eakin,  Frigi- 
daire  Sales  Corp.;  E.  T.  Lyle, 
Carrier  Engineering  Corp.;  C.  R. 
Skinner,  New  York  Edison  Co.;  A. 
Sargent,  Campbell '  Metal  Window 
Corp.,  and  A.  F.  Callahan,  Refrig- 
eration Association  of  New  York. 


Radio  Round  Table 

QUESTIONS  and  answers  will 
feature  the  second  radio  round 
table  group  meeting  of  the  Ad- 
vertising Club  of  New  York,  March 
6.  Walter  J.  NefF,  assistant  direc- 
tor of  sales,  WOR,  has  arranged 
for  the  following  radio  men  to  par- 
ticipate and  answer  the  questions: 
Burt  McMurtrie,  CBS,  commercial 
programs;  Adolph  Opfinger,  WOR, 
program  production;  E.  P.  H. 
James,  NBC,  radio  program  mer- 
chandising; J.  R.  Poppele,  WOR, 
engineering,  and  Edgar  Felix,  sta- 
tion coverage. 


If  you  need  laughs 

in  your  RADIO  sketches, 
skits,  dialogues  and  gags 

you*ll  find  ^em  in 
STILL  MORE 
TOASTS 

subjects 

This  new  book  is  a  gold  mine  of  up- 
to-the-second  humor.  505  pages, 
cloth  bound.  Price  $1.80  from  THE 
H.  W.  WILSON  CO. ,  9 50  Uni versi  ty 
Ave.,  New  York 


IN  THE 
CONTROL  ROOM 


A  NOVEL  method  of  testing  all  ther- 
mionic tubes,  such  as  those  used  in 
radios,  talkie  equipment,  sound  am- 
plifiers, telephone  apparatus,  etc.,  has 
been  invented  by  Dale  Taylor,  man- 
ager of  WESG,  Elmira,  N.  Y.  Let- 
ters patent  No.  1,896,726  have  just 
been  issued  on  the  device,  which  will 
be  known  as  a  tube  comparator.  Its 
advantage  lies  in  that  it  shows  an 
operator  the  value  of  a  new  tube  as 
compared  with  a  weak  or  old  tube 
during  actual  operation  of  both  tubes 
in  a  radio  or  amplifier  circuit. 

W.  E.  BOWEN  is  on  a  leave  of  ab- 
sence from  the  technicians'  staff  of 
NBC,  San  Francisco,  allowing  him  to 
ship  on  the  S.  S.  Lurline  as  third 
operator.  A.  H.  Saxton,  chief  engi- 
neer, has  replaced  him  with  F.  L.  Bar- 
ron, formerly  of  KGIR,  Butte,  and 
KFJI,  Klamath  Falls,  Ore.,  who  upon 
Bowen's  return  May  1  will  join  the 
staff  manning  NBC's  new  KPO  trans- 
mitter. 

ORESTES  H.  CALDWELL,  editor  of 
"Electronics",  on  Feb.  20  started  a 
new  series  of  programs  on  the  NBC- 
WJZ  network  to  demonstrate  the  ac- 
tions and  reactions  of  various  electri- 
cal waves  as  applied  to  radio  recep- 
tion. 

JOHN  J.  GLAUBER  has  been  ap- 
pointed chief  engineer  of  the  Arcturus 
Radio  Tube  Co.,  Newark,  N.  J.  For 
the  last  five  years  he  has  been  assis- 
tant chief  engineer. 

G.  J.  DeVLEIG,  NBC  Chicago  field 
engineer,  underwent  an  emergency 
operation  for  appendi'citus  the  last 
week  of  January,  and  was  expected  to 
return  to  work  the  latter  part  of 
February. 

BRIG.  GEN.  JAMES  ALLEN,  who 
retired  as  chief  of  the  Army  Signal 
Corps  in  1913,  and  under  whom  many 
present  radio  men  served,  died  at 
Walter  Reed  Hospital,  Washington, 
Feb.  18,  following  a  stroke. 

DR.  E.  F.  W.  ALEXANDERSON,  pio- 
neer radio  inventor  whose  development 
of  the  high  frequency  alternator  gave 
the  United  States  supremacy  in  world- 
wide short  wave  communciation,  spoke 
as  guest  of  honor  on  a  program  cele- 
brating the  eleventh  anniversary  of 
WGY,  Schenectady,  N.  Y.,  and  broad- 
cast over  an  NBC-WEAF  network, 
Feb.  20. 

G.  E.  WEBSTER,  NBC  Chicago  en- 
gineer, on  Feb.  23  started  a  vacation 
tour  of  the  southwest.  f 

H.  L.  REYNOLDS,  NBC  Chicago  en- 
gineer, spent  his  vacation  in  January 
touring  through  West  Virginia  and 
Maryland.  j 


WBBM  Sends  Programs] 
To  Liner   on  Pacific! 

WBBM,  Chicago  CBS  key  sta-| 
tion,  and  the  S.  S.  Maunganui, ' 
now  on  the  Pacific  en  route  to 
Australia,  are  being  linked  twice 
nightly  in  a  series  of  radio  ex- 
perimentSi  E.  M.  Scott,  radio  en- 
gineer and  manufacturer,  is  con- 
ducting the  tests  on  shipboard,  by 
means  of  delicately  devised  instru- 
ments used  to  measure  signal 
strength,  fading  and  recording. 
Each  night  at  midnight,  and  again 
at  2  a.m.,  CST,  the  instruments 
are  tuned  to  the  WBBM  wave.  Re- 
ports of  the  reception  are  being  | 
radioed  to  WBBM  for  inclusion  in 
the  late-hour  "Around  The  Town 
Program".  When  Scott  returns  to 
the  United  States,  he  will  bring 
recordings  of  his  experiments  so 
that  midwest  listeners  may  hear 
the  station  as  it  sounds  in  mid- 
Pacific  and  in  Australia. 
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W-G-N  ENTERTAINS  MORE  CHILDREN 

Than  Any  Other  Station  in  the  World 


Between  the  hours  of  5:00  and  6:30  P.M.,  Station  WGN  presents  a  car- 
nival oi  children's  programs,  which,  in  variety,  in  suspense,  in  educa- 
tional value,  in  humor,  in  fantasy,  in  wholesome  entertainment  and  in 
acceptance  by  all  ages  of  juveniles,  cannot  be  equalled  anywhere  else. 


5*00  P  IVi      ^  "THE  DEVIL  BIRD."  Dramatizations  of  exploring  tales  for  young  folks. 

Adapted  from  stories  by  Bob  Becker,  Outdoors  Editor  of  the  Chicago  Tribune 
.  .  .  Written  and  produced  by  WGN  .  .  .  Broadcast  over  a  Columbia  network  of  stations  .... 
Sponsored  by  Horlick's  Malted  Milk  Corp. 

5"30  P  M      *  "^^^  SINGING  LADY.''  Songs  and  tales  for  little  tots,  produced  by 
WGN  and  shot  from  Chicago  over  an  NBC  network  of  13  stations  .  .  . 
Sponsored  by  the  W.  K.  Kellogg  Company. 

5-  45  P  M      ^  "LITTLE  ORPHAN  ANNIE."  Serial  dramatization  of  the  characters  in 

the  famous  newspaper  comic  strip  .  .  .  Written  and  produced  by  WGN  and 
shot  over  an  NBC  network  of  40  stations.  Also  employing  separate  dramatic  cast  for  West  Coast 
Chain  .  .  .  Sponsored  by  Ovaltine. 

6-  00  P  M     •  "UNCLE  QUIN  AND  DAVY  DREAMER  AND  WISHBONE."  Make- 

believe  dramatizations  with  juvenile  cast  .  .  .  Scenes  laid  in  all  parts  of  the 
world  and  all  chapters  of  history  .  .  .  Written  and  produced  by  WGN  .  .  .  Sponsored  by  Listerine 
Tooth  Paste. 

6"15  P   M      ^  "THE  SECRET  THREE."  Boy  detective  stories  cast  and  produced  by 
WGN.  Also  recorded  from  WGN  for  spot  broadcasting  on  15  other  stations 
.  .  .  Sponsored  by  the  Three  Minute  Cereal  Company. 

Sunday,  11 :45  A.  M.    •  '^^""^  ^^^^^  -igi-Ced  one  C  rodic  s  .OS, 

popular  juvenile  Features  in  the  summer  or  1924,  when  he  took 
the  air  to  broadcast  the  Sunday  "funnies"  from  the  Chicago  Tribune  .  .  .  Every  Sunday  morning 
since  then  countless  children  have  sat  for  a  whole  hour  engrossed  with  the  cheery  explanations  of 
the  antics  of  "Andy  Gump,"  "Moon  Mullins,"  "Uncle  Walt  and  Skeezix,"  "Little  Orphan 
Annie,"  "Harold  Teen,"  "Dick  Tracy"  and  all  the  others  .  .  .  Thousands  of  parents  have  written 
to  tell  of  their  gratitude  in  being  relieved  of  that  ancient  Sabbath  chore. 

Six  more  programs  that  are  smashing  successes  from  the  station  that  gave  the  world  Correll  and  Gosden  (Amos  'n'  Andy); 
Clara,  Lu  'n'  Em,  Floyd  Gibbons,  East  and  Dumke  (Sisters  of  the  Skillet).  WGN  is  building  tomorrow's  great  programs 

for  you  today. 

THE  CHICAGO  TRIBUNE  STATION  ON  THE  DRAKE  HOTEL 

416.4  METERS— 720  KILOCYCLES 

NATIONAL  PRESTIGE  SUPERIOR  PROGRAMS   25.000  WAHS  POWER   CLEAR  CHANNEL  INTENSIVE  ZONE  7  COVERAGE 
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The  Business  of  Broadcasting 

Current  News  About  Accounts,  Pending  Schedules,  Transcriptions, 
Representatives  and  Apparatus;  Notes  from  the  Stations 


STATION  ACCOUNTS 


KNX,  Hollywood,  Cal.,  reports  new 
accounts  as  follows:  Durkee  Famous 
Foods,  spot  announcements  daily,  han- 
dled by  Leon  Livingston  Agency,  San 
Francisco;  Jolly  Time  Popcorn  Co., 
five-minute  sports  transcriptions,  four 
afternoons  weekly,  A.  T.  Sears  and 
Sons,  Chicago;  Coleman  Lamp  & 
Stove  Co.,  announcement  weekly  on 
evening  news  broadcast,  direct;  Yo- 
semite  Park  and  Curry  Co.,  scat- 
tered announcements  of  Yosemite 
National  Park  and  resorts,  direct; 
Getchel  &  Son,  Burbank,  Cal.,  (eggs) 
daily  morning  announcements  on  Bill 
Shai-ples'  Breakfast  Club  program, 
direct;  Kwickorn  Sales  Co.,  Los  Ange- 
les, (prepared  flour)  announcements 
every  morning  on  Bill  Sharpies' 
Breakfast  Club  program,  direct;  Tab- 
let No.  66  Laboratories,  Hollywood, 
(remedies)  male  quartet  in  three 
quarter-hour  programs  weekly,  direct. 

WHK,  Cleveland,  reports  the  follow- 
ing new  accounts:  Greyhound  Bus 
Lines,  Cleveland,  six  evening  spots, 
Beaumont  &  Homan,  Cleveland;  Star 
Baking  Co.,  unit  of  United  Retail 
Bakeries,  New  York,  24  evening  spots. 
Batten,  Barton,  Durstine  &  Osborn, 
New  York;  Marvel  Products  Co.  Pitts- 
burgh, (Bulgarian  herb  tea)  partici- 
pation program,  52  weeks,  F.  A.  En- 
sign, Pittsburgh;  Enterprise  Alumi- 
num Co.,  Massillon,  0.,  (Drip-o-lator) 
26  programs,  Beaumont  &  Homan, 
Cleveland;  Robert  P.  Gust  Co.,  Chi- 
cago, 52  weeks;  K.  A.  Hughes  Co., 
Boston,  (Salicon)  weather  reports,  26 
weeks,  Metropolitan  Radio  Produc- 
tions, Boston;  Maryland  Pharmaceuti- 
cal Co.,  Baltimore,  (Rem)  time  sig- 
nals, 52  weeks;  Collingbourne  Mills, 
Chicago,  (Virginia  Snow  Floss)  5- 
minute  broadcast,  Rogers  &  Smith, 
Chicago. 

WJR,  Detroit,  reports  the  following 
accounts :  Buick  -  Oldsmobile  -  Pontiac 
Sales  Co.,  Detroit,  "Sisters  of  the 
S  k  i  1 1  e  t",  quarter-hour,  six  nights 
weekly,  4  weeks  and  option  on  13, 
through  Campbell-Ewald  Co.,  Detroit; 
Dr.  C.  M.  McArthur,  Detroit,  renews 
two  quarter  hour  programs  weekly; 
Harold  F.  Ritchie  Co.,  "Eno  Crime 
Club",  transcriptions  twice  weekly,  to 
March  30,  through  N.  W.  Ayer;  Affili- 
ated Products,  (Edna  Wallace  Hopper 
cosmetics)  renews  5-minute  transcrip- 
tions twice  weekly  for  indefinite  pe- 
riod, through  WBS. 

LANCASTER  COUNTY  SEED  Co., 
Paradise,  Pa.,  (seeds  and  bulbs)  is 
sponsoring  a  half-hour  musical  pro- 
gram Saturday  mornings  for  13  weeks 
from  Feb.  11,  over  WLS,  Chicago; 
account  handled  by  McElhiney  &  As- 
sociates, Chicago.  Olsen  Rug  Co.,  Chi- 
cago, (floor  coverings)  is  presenting 
a  quarter-hour  program  three  morn- 
ings a  week  for  26  weeks,  featuring 
Ralph  Emerson,  organist;  handled  by 
Agencies  Broadcasting  Bureau  and 
Philip  0.  Palmer,  Chicago. 

BUNTE  BROTHERS,  Chicago,  (candy 
manufacturer)  is  sponsoring  time  sig- 
nals on  WMAQ,  Chicago  for  the  pe- 
riod Feb.  15  to  28;  handled  by  Fred 
A.  Robbins,  Chicago.  A.  C.  Spark 
Plug  Co.,  Flint,  Mich.,  (auto  sup- 
plies) is  using  the  announcements  for 
the  period  of  Feb.  10  to  March  7; 
handled  by  Campbell-Ewald,  Detroit. 

MARROW  OIL,  Chicago,  (shampoo) 
has  renewed  time  on  WBBM,  Chicago, 
using  15-minute  programs  Mondays, 
Wednesdays  and  Saturdays  mornings 
with  Val  Sherman,  baritone;  handled 
direct. 


KYW,  Chicago,  reports  the  following- 
accounts:  Curtiss  Candy  Co.,  Chi- 
cago, (candy  bars)  three  sports  sum- 
mary periods  daily,  52  weeks  from 
Jan.  9,  handled  direct;  Remington 
Rand,  New  York,  (Monarch  Type- 
writers) Walter  (Uncle  Bob)  Wilson, 
Friday  and  Monday  afternoons,  18 
weeks,  beginning  Feb.  10,  Batten, 
Barton,  Durstine  &  Osborne,  New 
York;  Sherman  Laboratories,  Detroit, 
(Bio  Cream  cosmetics)  Pratt  and 
Sherman,  comedians,  in  15-minute 
afternoon  programs  five  days  a  week 
for  indefinite  period  beginning  Feb. 
20,  handled  by  Harold  Aaron  Agency, 
Detroit;  Greyhound  Bus  Lines,  Cleve- 
land, announcements  Friday  evenings 
calling  attention  to  bargain  fares  for 
week-end  trips,  account  to  run  indefi- 
nitely, handled  by  Beaumont  &  Hoh- 
man,  Cleveland;  Dr.  Ritholz  Optical 
Co.,  Chicago,  (optical  goods)  5-minute 
transcription  three  nights  a  week  for 
26  weeks  from  Jan.  23,  handled  direct. 

WENR,  Chicago,  reports  the  following 
accounts:  Detroit  White  Lead  Co., 
Detroit,  (paints)  daily  weather  re- 
ports, to  June  10,  through  SHB; 
Inecto  Noxtox  Corp.,  New  York, 
(hair  dye)  musical  program,  quarter 
hour  thrice  weekly,  13  weeks  from 
Feb.  13,  handled  bv  Biow  Co.,  New 
York. 

WILSHIRE  OIL  Co.,  Los  Angeles, 
late  in  February  inaugurated  a  series 
of  52  weekly  programs  on  KHJ,  Los 
Angeles,  under  the  title  of  "Laffing 
Gas"  as  a  45  minute  broadcast  Or- 
chestra, male  quartet  and  gag  men 
will  be  used  with  probability  of  the 
series  later  going  over  the  Don  Lee 
network. 

DR.  MILES  LABORATORIES,  Elk- 
hart, Ind.,  (Alka  Seltzer)  is  sponsor- 
ing 45  minutes  of  the  WLS  Barn 
Dance  every  Saturday  night  for  an 
indefinite  period;  account  handled  by 
Wade  Advertising  Agency,  Chicago. 
Pathfinder  Magazine,  Chicago,  is 
using  a  15-minute  period  during  the 
same  program,  through  McElhiney  & 
Associates.  Northwestern  Yeast  Co., 
Chicago,  (Yeast  Foam  Tablets)  is 
using  a  2-minute  announcement  morn- 
ings six  days  a  week  for  an  indefinite 
period,  through  Hays  MacFarland 
agency,  Chicago. 

THE  HUDSON  MOTOR  Co.,  Detroit, 
sponsored  broadcasts  from  the  Chi- 
cago Automobile  Show  daily  over 
WMAQ,  Chicago,  account  handled  by 
Blackman  Agency,  Detroit. 


KHJ,  Los  Angeles,  reports  the  fol- 
lowing accounts:  Beech-Nut  Packing 
Co.,  New  York,  (chewing  gum)  "Un- 
known Hands",  transcription  twice 
weekly,  through  WBS;  General  Mills, 
Minneapolis,  (Wheaties  and  Bisquick) 
"Skippy"  daily  except  Sunday,  through 
WBS,  and  band  five  nights  a  week, 
direct;  Sperry  Flour  Co.,  San  Fran- 
cisco, cooking  talks,  transcriptions, 
twice  weekly,  through  WBS;  Bristol- 
Myers  Co.,  New  York,  (Ingram 
Cream)  beauty  talks,  once  weekly, 
through  WBS;  Marrow  Co.,  (hair 
tonic)  beauty  talks,  twice  weekly, 
Graham  Hughes,  Los  Angeles;  Na- 
tional Oil  Products,  Harrison,  N.  J., 
(hair  tonic)  talks,  once  weekly, 
through  WBS;  Vick  Chemical  Co., 
Greensboro,  N.  C  daily  announce- 
ments, Thompson-Koch  Co.,  Cincin- 
na*^i;  Nassour  Soap  Co.,  once  weekly, 
Roy  Alden  &  Associates,  Los  Angeles. 

KGB,  San  Diego,  reports  four  tran- 
scription programs  as  follows:  Bris- 
tol-Myers, New  York,  (Ingram  Cream) 
beauty  talks,  WBS;  Signal  Oil  Co., 
"Tarzan  of  the  Apes",  Logan  &  Steb- 
bins,  Los  Angeles;  Rio  Grande  Oil 
Co.,  "Chandu",  Earnshaw- Young  Co., 
Los  Angeles;  Carnation-Albers  Co., 
(cereals)   Erwin-Wasey,  Seattle. 

KLX,  Oakland,  Cal.,  reports  the  fol- 
lowing new  accounts:  Drs.  Barron  & 
Wilkinson,  dentists,  time  signals,  13 
weeks;  Chapel  of  the  Oaks,  mortuary, 
amateur  baseball  results,  13  weeks; 
Fox-Orpheum  theater.  Wood  Soanes, 
drama  critic  of  the  Oakland  Tribune, 
13  weeks;  E.  Standard  Thomas,  vocal 
instructor,  spot  announcements;  Miller 
Packing  Co.,  International  Kitchen. 

WBAL,  Baltimore,  reports  the  fol- 
lowing accounts:  Affiliated  Products, 
Inc.,  (Edna  Wallace  Hopper  cos- 
metics) 5  minutes  thrice  weekly,  13 
weeks;  C.  M.  Athey  Paint  Co.,  13 
half-hour  programs,  starting  March  2, 
through  Emery  Advertising  Co. 

PROGRESSIVE  DRUG  Co.,  New 
York,  (Velodo  deodorant)  on  March  4 
starts  "Three  Jesters",  songs  and  dra- 
matic sketch,  on  WEAF,  New  York, 
Saturdays,  5:30-5:45  p.m.,  13  weeks. 
Peck  Advertising  Agency,  New  York, 
handles  account. 

THE  COCA  COLA  BOTTLING  Co., 
Cincinnati,  has  taken  time  on  WCKY, 
Covington,  Ky.,  to  present  arguments 
against  a  proposed  10  per  cent  tax  on 
soft  drinks. 


GENERAL  Mills,  Minneapolis,  (Gold 
Medal  Flour)  is  sponsoring  two  5- 
minute  transcriptions  of  the  Gold 
Medal  Contest  Band  five  afternoons 
a  week,  eff'ective  Feb.  6,  for  50  broad- 
casts over  WBBM,  Chicago;  handled 
by  Blackett-Sample-Hummert  and 
WBS.  Other  stations  handling  the 
account  include  KSL,  Salt  Lake  City; 
WTMJ,  Milwaukee;  WHAS,  Louis- 
ville; WFBM,  Indianapolis.  WBBM 
reports  other  accounts:  Willard  Tab- 
lets, Chicago,  (stomach  remedy) 
quarter-hour  programs  six  times  week- 
ly with  Norsemen  quartet  and  Frank 
Westfall's  orchestra,  handled  by  Kirt- 
land-Engle,  Chicago;  Bristol-Myers 
Co.,  New  York,  (milkweed  cream) 
transcriptions  of  "Through  the  Look- 
ing Glass",  Tuesday  mornings,  52 
times,  handled  by  WBS;  Oak  Ridge 
Abbey,  Chicago,  (cemetery  and  mau- 
soleum) sponsoring  "Tombs  of  the 
Great",  Sundays  for  13  weeks  from 
March  5,  handled  by  Jewell  F. 
Stevens. 

NEW  ACCOUNTS  in  the  Daily  Ra- 
dio Auction  on  WCKY,  Covington, 
Ky.,  include:  Dine-Schabell  Furni- 
ture Co.,  Covington;  Kettler's  Restau- 
rant, Cincinnati;  Pilger's  Confection- 
ery, Covington;  Nathan  Wander's 
Shoe  Repair  Shops,  Covington  and 
Newport;  Louis  Schlosser  Coal  Com- 
pany, Covington;  Pansy  Beauty  Stu- 
dios, Covington;  Huber's  Pen  Shop, 
Cincinnati;  Young  &  Carl,  photograph- 
ers, Cincinnati;  O'Hearn  and  Bennett, 
grocers,  Ludlow,  Ky.^  and  Jansen 
Hardware  Co.  Covington.  The  Radio 
Auction  is  in  its  third  month  and  still 
gaining  momentum.  Of  the  original 
60  Cincinnati  and  Kentucky  merchants 
who  sponsored  the  program,  90  per 
cent  have  signed  new  contract's  and 
new  accounts  are  being  added  each 
week  by  W.  H.  Frick,  in  charge  for 
WCKY.  The  merchants  issue  Radio 
Auction  Certificates  which  are  used  in 
bidding  on  valuable  articles  offered  at 
auction  each  evening. 

CLIMALENE  Co.,  Canton,  O., 
(cleanser)  is  sponsoring  Cheri  McKay 
and  Three  McMichel  Brothers  in  two 
15-minute  morning  programs  on 
WBBM,  Chicago;  handled  direct. 
Loose-Wiles  Biscuit  Co.,  Chicago, 
(Sunshine  Cookies)  is  presenting  Sun- 
shine Discoverers  Club,  transcription 
dramatization,  Tuesday  nights  for  26 
weeks;  handled  by  WBS.  Marmola 
Co.,  (fat  reducer)  through  Critchfield 
Agency,  Chicago,  is  sponsoring  radio 
version  of  "Chickie"  with  a  cast  of 
nine  persons,  including  Irene  Wicker 
and  Jack  Daly;  program  spotted  7:45 
to  8  p.m.,  Mondays  to  Fridays. 

CARSON  PIRIE,  SCOTT  &  Co.,  Chi- 
cago, (dry  goods)  is  sponsoring  Paul 
Fogarty's  "Keep  Fit  Club"  six  morn- 
ings a  week  for  an  indefinite  period 
over  WGN,  Chicago.  Program  runs 
15  minutes,  and  was  handled  direct. 

INTERSTATE  NURSERIES,  Ham- 
burg, la.,  (plants,  seeds  and  bulbs) 
is  sponsoring  15-minute  musical  pro- 
grams, afternoon  and  evening,  six 
days  a  week  over  WJJD,  Chicago; 
handled  direct.  Midwest  Drug  Co., 
Philadelphia,  (Musceltone  liniment)  is 
presenting  Frankie  Jaxon  and  orches- 
tra in  15-minute  program  six  nights 
a  week  for  indefinite  period  beginning 
Feb.  13,  handled  direct. 

KOIN,  Portland,  Ore.,  reports  the  fol- 
lowing accounts:  General  Mills, 
Minneapolis,  (Wheaties)  "Skippy", 
through  WBS,  and  (Bisquick)  tran- 
scription five  times  a  week,  direct; 
General  Foods,  New  York,  cooking 
school  twice  weekly,  through  SHB; 
Campbell  Cereal  Co.,  Northfield,  Minn., 
(Malt-o-meal)  studio  production  three 
times  weekly,  Rogers  Smith,  Chicago; 
Vick  Chemical  Co.,  Greensboro,  (Vapo- 
Rub,  etc.)  announcements,  Thompson- 
Koch  Co.,  Cincinnati. 

OGDEN-UTAH  Knitting  Co.,  Ogden, 
Utah,  (lingerie,  pajamas,  etc.)  is 
sponsoring  a  series  of  Monday  and 
Friday  night  programs  titled  "Luv- 
lee  Lady"  and  "Cat's  Pajamas",  trade 
names  of  their  products,  over  KSL, 
Salt  Lake  City. 
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"The  Trade  Journal  of  The  Industry 


•  •  •  To  the  scores  of  friends  who  have  sent  us  congratu- 
lations on  our  recent  acquisition  of  BROADCAST 
ADVERTISING,  the  publishers  of  BROADCAST- 
ING take  this  opportunity  to  express  their  grati- 


•  •  •  Although  not  yet  a  year-and-a-half  old,  BROAD- 

CASTING, having  absorbed  the  pioneer  trade  jour- 
nal of  the  radio  advertising  field,  can  now  point 
with  pride  to  the  fact  that  it  is  the  pioneer  publi- 
cation in  its  field. 

•  •  •  The  consolidation  of  BROADCAST  ADVERTIS- 

ING rendered  it  possible  for  BROADCASTING  to 
apply  immediately  and  honestly  for  second-class 
mailing  privileges,  adding  circulation  which  assures 
even  more  intensive  coverage  of  practically  every 
element  in  the  business  of  broadcasting. 

•  •  •  This  increased  circulation  has  led  to  no  increase 

in  advertising  rates  despite  the  fact  that  it  has  in- 
tensified a  readership  that  had  already  commanded 
first  place  in  the  radio  advertising  field. 


tude. 


Closing  Dates 


for 


Write  For 


Advertising  copy 


Information  Regarding 
Rates —  Coverage 
and  Other  Data 


870  National  Press  Buildins 
Washington,  D.  C 


March  15  Issue  -  March  8 
April  1  Issue  -  -  March  22 
April  15  Issue  -  -  April  8 
May  1  Issue  -  -  April  22 
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"In  the  Heart  of  the  East" 

MASON 
DIXON 
RADIO 
GROUP 

The  ideal  for  Spot  Broad- 
casting enabling  the  advertiser 
to  bring  his  message  to  a  pop- 
ulation of  two  million  pros- 
perous people,  at  small  cost. 

Mason-Dixon  Radio  Group  reaches 
the  territory  that  borders  on  the 
Mason-Dixon  Line  and  furnishes  pri- 
mary coverage  of  the  State  of  Dela- 
ware, District  of  Columbia,  northern 
part  of  Maryland,  parts  of  Virginia, 
West  Virginia  and  central  and  east- 
ern Pennsylvania  and  New  Jersey,  a 
territory  of  approximately  500,000 
families,  owning  260,000  radio  sets  and 
spending  annually  $500,000,000.  (1930 
U.  S.  Census  data.) 

Rates — Special  low  rates  available 
when  Group  is  used  as  a  single  unit. 

WORK-York,  Pa. 

A  thousand  watt  station,  serving  a  ra- 
dius of  from  50  to  75  miles,  its  pri- 
mary coverage  area  includes  the  cities 
of  Baltimore,  Washington,  Reading, 
Harrisburg,  Pottsville,  Lebanon,  Sha- 
mokin,  Hagerstown,  Waynesboro, 
Chambersburg,    Gettysburg   and  York. 

WDEL— Wilmington,  Del. 

Has  a  radius  of  from  20  to  40  miles. 
Within  its  primary  coverage  area  are 
Wilmington  and  the  State  of  Delaware  ; 
Chester,  West  Chester,  Oxford,  Coates- 
ville,  Pennsylvania ;  Elkton,  Bel  Air 
Perryville,  Havre  de  Grace,  Chester- 
town,  Maryland  and  Bridgeton,  Salem, 
New  Castle,  Penns  Grove,  Bridgeport, 
Hammonton,  New  Jersey. 

WGAL-La  ncaster.  Pa. 

Has  a  radius  of  from  15  to  20  miles. 
Within  its  primary  coverage  area  are 
the  cities  of  Lancaster,  Coatesville, 
Lebanon,  the  rich  county  of  Lancaster 
and  portions  of  the  counties  of  York, 
Dauphin,  Lebanon,  Berks,  Chester, 
Pennsylvania  and  Harford  County, 
Maryland. 

WAZL— Hazleton,  Pa. 

Serves  a  radius  of  15  to  18  miles. 
Within  its  primary  coverage  area  lie 
portions  of  the  rich  anthracite  counties 
of  Luzerne,  Carbon,  Schuylkill,  Colum- 
bia, Sullivan,  Wyoming,  Lackawana  and 
Monroe  and  the  cities  and  towns  of 
Hazleton,  Shenandoah,  Mauch  Chunk, 
T  a  m  a  q  u  a,  Mahanoy  City,  Berwick, 
McAdoo  and  Freeland. 

WILM— Wilmington,  Del. 

Has  a  radius  of  from  15  to  18  miles. 
Within  its  primary  coverage  area  are 
Chester,  Pa.  and  Wilmington,  Del. 

Address  All  Inquiries  To 

MASON  DIXON  RADIO 
GROUP,  Inc.    Lancaster,  Pa. 

C.  R.  McCoLLOUGH,  Genl.  Mgr. 


PENNZOIL  Company  is  sponsoring  a 
weekly  news  broadcast  on  KFI,  Los 
Angeles,  and  KPO,  San  Francisco, 
with  the  program  under  the  direction 
of  the  Los  Angeles  office  of  Bowman, 
Deute  and  Cummings.  Fashioned 
somewhat  after  "The  March  of  Time", 
the  program  dramatizes  outstanding 
news  events.  Listeners  are  urged, 
however,  to  read  their  local  papers 
for  news  during  the  week. 

J.  W.  ROBINSON  Co.,  Los  Angeles 
department  store,  is  sponsoring  a 
twice-weekly  program  on  KHJ,  Los 
Angeles,  to  advertise  its  approaching 
50th  anniversary  sale.  Under  the 
title  of  "Milestones  in  Los  Angeles", 
the  program  reenacts  episodes  in  the 
history  of  Los  Angeles.  J.  R.  Mayers 
Co.  handles  account. 

CALSODENT  Co.,  New  York,  (mouth 
wash)  on  March  15  renews  talks  by 
Marley  Sherris  on  WJZ,  New  York, 
and  WBAL,  Baltimore,  Tuesdays,  9:45- 
10  a.m.  J.  Walter  Thompson  Co., 
New  York,  handles  account. 

FORHAN  TOOTHPASTE  Co.,  New 
York,  on  Feb.  20  started  "Jews  in 
Scattered  Lands",  a  musical  and  nar- 
rative program,  on  WMCA,  New  York, 
Mondays,  8:45  p.m. 


Harold  F.  Ritchie 

HAROLD  F.  RITCHIE,  president 
of  Harold  F.  Ritchie  &  Co.,  Ltd., 
New  York  and  Toronto,  manufac- 
turers of  Eno  Fruit  Salts  and 
other  widely  advertised  proprie- 
tary medicines,  died  in  Toronto 
General  Hospital  Feb.  22  at  the  age 
of  52.  Mr.  Ritchie  purchased  the 
J.  C.  Eno  Co.  in  1928  and  his  com- 
pany has  branches  throughout 
United  States  and  Canada. 


NETWORK  ACCOUNTS 


GRIGSBY-GRUNOW  Co.,  Chicago, 
(radios,  refrigerators)  will  sponsor 
comments  on  the  presidential  inaugu- 
ration March  4  at  1:15-1:30  and  9:30- 
9:45  p.m.  on  32  CBS  stations.  John 
Kennedy  will  be  commentator  at  1:15 
p.m.;  evening  commentator  not  an- 
nounced. Carroll  Dean  Murphy,  Inc., 
Chicago,  handles  account. 

GEORGE  A.  HORMEL  &  Co.,  Austin, 
Minn.,  (foods)  on  Feb.  20  started 
"Round  the  World  Club",  children's 
drama,  Monday,  Tuesday,  Wednesday 
and  Saturday,  5:15-5:30  p.m.,  PST, 
13  weeks  on  NBC-KPO  network.  Bat- 
ten, Barton,  Durstine  &  Osborn,  Inc., 
handles  account. 

LARUS  &  BROTHER  Co.,  Richmond, 
Va.,  (Edgeworth  tobacco)  on  March 
15  renews  "Corn  Cob  Pipe  Club"  on 
NBC-WEAF  and  supplementary  west- 
ern networks,  Wednesdays,  10-10:30 
p.m.,  EST,  13  weeks.  Batten,  Barton, 
Durstine  &  Osborn,  New  York,  handles 
account. 

BEST  FOODS,  Inc.,  New  York,  (Hell- 
mann's  mayonnaise)  on  March  10 
starts  Tom  Howard  and  Jeannie  Lang 
in  "Hellmann's  Musical  Grocery 
Store",  Fridays,  9-9:30  p.m.,  39  weeks, 
on  NBC-WEAF  and  NBC-KGO  net- 
work. Benton  &  Bowles,  Inc.,  New 
York,  handles  account. 

J.  B.  WILLIAMS  Co.,  Glastonbury, 
Conn.,  (shaving  cream)  on  Feb.  26 
changed  program  to  Sunday,  7:30- 
7:45  p.m.,  and  on  April  4  program 
will  be  extended  15  minutes  until 
8  p.m. 

THOMAS  COOK  &  SON,  New  York, 
(tourist  travel)  on  March  5  starts 
"Cook  Travelogues",  travel  talks  and 
music,  Sundays,  1:15-1:30  p.m.,  on 
NBC- WJZ  network.  L.  D.  Wertheimer, 
Inc.,  New  York,  handles  account. 


GENERAL  TIRE  &  RUBBER  Co., 
Akron,  O.,  on  March  15  starts  musical 
and  dramatic  presentations,  with  Gen- 
eral John  J.  Pershing,  on  NBC-WEAF 
and  supplementary  western  networks, 
Wednesdays,  9:00-9:30  p.m.,  13  weeks. 

NORTHWESTERN  YEAST  Co.,  Chi- 
cago, (Yeastfoam)  on  March  19  re- 
news "The  Northwestern  Chronicle", 
script  of  small-town  newspaper  life, 
on  NBC-WJZ  and  supplementary  net- 
works, Sundays,  2:30-3  p.m.,  52  weeks. 
Hays  MacFarland  &  Co.,  Chicago,  han- 
dles account. 

TASTYEAST,  Inc.,  Trenton,  N.  J.,  on 
Feb.  27  renewed  "Tastyeast  Jesters" 
on  NBC-WJZ  network,  Monday,  7:15- 
7:30  p.m.,  13  weeks.  Stack  Goble  Ad- 
vertising Agency,  Chicago,  handles  ac- 
count. 

HUDSON  MOTOR  CAE  Co.,  Detroit, 

(Hudson  and  Essex  cars)  on  Feb.  25 
began  B.  A.  Rolfe  and  orchestra  in 
"Saturday  Night  .  Dancing  Party", 
over  an  NBC-WEAF  network,  9-10 
p.m.,  13  weeks.  This  replaces  former 
Lucky  Strike  Saturday  night  period. 
The  Blackman  Co.,  New  York,  han- 
dles account. 

GENERAL  MILLS,  Inc.,  Minneapolis, 
(Gold  Medal  flour)  on  Sunday,  March 
19,  10-10:15  p.m.,  sponsors  "The  Gold 
Medal  Fast  Freight",  one  time  only, 
on  35  CBS  stations.  The  McCord  Co., 
Minneapolis,  handles  account. 

NUISMATIC  Co.,  Fort  Worth,  Tex., 
(rare  coins)  on  Feb.  19  started  "Ad- 
ventures in  Money",  with  Ralph 
Kimble,  lecturer,  Sundays,  2:15-2:30 
p.m.,  on  NBC  network  composed  of 
WMAQ,  KWK,  KWCR,  KSO  and 
WREN.  Guenther  Bradford  &  Co., 
Chicago,  handles  account. 

SAFEWAY  STORES,  Inc.,  California 
grocery  chain,  on  Feb.  8  started  a 
weekly  program  featuring  Eddie  Pea- 
body  on  NBC-KGO  network.  Option 
calls  for  twice-a-week  broadcast  if 
program  proves  unusually  successful. 

KISSPROOF,  Inc.  on  Feb.  26  started 
a  new  series  of  Sunday  programs, 
2:15-2:30  p.m.,  featuring  Albert  Bart- 
lett,  the  "Tango  King",  on  the  fol- 
lowing CBS  network:  WOKO,  WCAO, 
WNAC,  WGR,  WBBM,  WKRC,  WHK, 
CKOK,  WOWO,  KMBC,  WABG, 
WCAU,  WJAS,  WHEC,  KMOX  and 
<tVJSV. 

PHILIP  MORRIS  &  Co.,  Ltd.,  New 
York,  (Marlboro  cigarettes)  late  in 
February  started  a  thrice-weekly  pro- 
gram with  Raymond  Paige's  orches- 
tra and  Sam  Coslow,  singer,  on  KHJ, 
Los  Angeles,  and  Don  Lee  network. 
Program  will  continue  through  the 
summer  months. 


McFadden  Bill  Demands 
Probe  of  Net  Operations 

A  RESOLUTION  calling  for  an 
investigation  of  the  finances  of 
NBC  and  CBS  and  of  charges  of 
alleged  monopoly  in  broadcasting 
was  introduced  in  the  House  Feb. 
20  by  Rep.  McFadden,  (R.)  of 
Pennsylvania.  The  measure  pro- 
poses appointment  of  a  committee 
of  five  to  ascertain  vi^hether  the 
management  of  the  two  chains  are 
"properly  in  the  public  interest", 
whether  they  tend  to  "monopolize" 
broadcasting,  and  whether  NBC's 
income  "is  properly  applied  for  the 
public  benefit  or  is  diverted  to  meet 
management  losses  of  the  RCA  or 
its  subsidiary  operations." 

In  the  preamble  of  his  resolu- 
tion, Mr.  McFadden  states  that  the 
income  of  the  networks  is  "derived 
from  sources  which  are  properly 
in  the  public  domain."  He  held 
that  they  were  operated  "in  oppo- 
sition to  and  with  resulting  finan- 
cial loss  aggregating  many  mil- 
lions of  dollars  to  newspapers, 
magazines  and  periodicals." 


Have  You  Studied  the 
Wi  sconsin  Market  for  Tests  ? 

The  only  authentic  radio  survey  of  Wisconsin's  "I 
richest  per  capita  dairy  and  cheese  center  is  now 
available  for  the  asking.    Edgar  H.  Felix  en- 
dorsed it  in  June  9th  issue  of  "Advertising  and 
i  Selling." 

Now  ...  a  new  authentic  way  to  buy  advertising  .  .  .  proven 
coverage  with  radio's  conclusive  proving  grounds  .  .  .  the 
listener.  See  how  well  WCLO  covers  the  active  Southern 
Wisconsin-Northern  Illinois  market  with  astonishing  listener 
preference.  13  WCLO  programs  vie  for  honors  with  first  65 
most  popular  programs  listened  to  in  this  area.  The  survey 
tells  the  story  completely  and  honestly.    Write  for  your  copy. 

ANALYSIS  OF  EIGHT  INTERMEDIATE  WISCON- 
SIN MARKETS  WITH  POPULATION  OF  100,000 
OR  MORE  SHOWS  WCLO'S  PRIMARY  AREA  — 

FIRST  in  per  capita  total  retail  sales — 18.4%  above  the  aver- 
age; FIRST  in  retail  food  sales — 35.5%  above  the  average; 
FIRST  in  retail  auto  sales — 19.5%  above  the  average; FIRST 
in  passenger  car  registration — 8%  above  the  average;  FIRST 
in  lumber  and  building  sales — 46.6%  above  the  average; 
FIRST  in  radio  set  ownership  per  1000  families — 28%  above 
the  average;  FIRST  in  assessable  income — 43.5%  above  the 
average;  SECOND  in  bank  deposits  of  the  eight  100,000 
Wisconsin  Markets. 

WCLO,  Affiliated  with  the  Janesville  Daily  Gazette, 
Provides  Complete  Merchandising  Service 

'^■'^K  "T  Latest  Western  Electric  Transmitter 

^Wl^l^W  JANESVILLE,  WISCONSIN 
"THE  NATIONAL  ADVERTISERS' PROVING  GROUND" 


Page  24 


BROADCASTING  •  March  1,  1933 


PROSPECTS 


CRAMER  CLINIC,  Kansas  City,  Mo., 
(pharmaceutical  products)  is  planning 
an  exclusive  radio  campaign  to  intro- 
duce "Dr.  Cramer's  Foot  Relief",  sold 
direct  by  mail.  G.  A.  Anderson,  for- 
merly with  KOIL,  Council  Bluffs- 
Omaha,  and  later  with  Electrical  Re- 
search Products,  Inc.,  has  been  ap- 
pointed central  mid-west  sales  repre- 
sentative and  account  executive  to 
merchandise  Cramer  products  over 
stations  in  Nebraska,  Iowa,  South 
Dakota,  Minnesota,  Missouri  and 
Kansas.  His  address  is  24  Charles 
St.,  Council  Bluffs,  la. 

DORLO,  Inc.,  Chicago,  (hair  dye)  has 
started  a  radio  campaign  and  is  ex- 
panding its  newspaper  space.  Account 
handled  by  Aubrey  &  Moore,  401  No. 
Michigan  Ave.,  Chicago. 

DAVID  G.  EVANS  COFFEE  Co.,  St. 
Louis,  (Old  Judge  Coffee)  will  use 
radio  with  newspapers  in  a  campaign 
to  be  handled  by  Mortimer  W.  Mears, 
Inc.,  St.  Louis  agency. 

MAZER  CRESSMAN  CIGAR  Co.,  5031 
Grandy  Ave.,  Detroit,  makes  up  lists 
during  March,  including  radio.  Jacob 
Mazer,  secretary,  and  William  Max- 
well Mazer,  sales  manager,  have  charge 
of  advertising.  Account  has  $100,000 
appropriation,  and  is  handled  by  Mc- 
Manus-O'Regan  Agency,  Broadway 
Market  Bldg.,  Detroit. 

KWICKORN  SALES  Co.,  Los  Angeles, 
(fiour)  has  appointed  Emil  Brisacher 
&  Staff,  Los  Angeles,  to  handle  its 
new  campaign,  using  radio  and  out- 
door media. 

RADIO  is  again  included  in  the  1933 
advertising  appropriation  of  the  Rum- 
ford  Chemical  Works,  Rumford,  L.  I., 
(baking  powder).  Clarkson  A.  Col- 
lins, Jr.  is  general  sales  manager. 


AGENCIES  AND 
REPRESENTATIVES 

I  JANE  E.  CURRAN,  Inc.,  101  W.  31st 
St.,  New  York,  (Jane  Curran  hair 
preparations  and  Pacquin  cosmetics) 
has  changed  its  name  to  Pacquin  Labo- 
ratories, Inc.  No  change  in  person- 
nel was  made,  and  H.  E.  Lesan  Adver- 
tising Agency,  New  York,  will  con- 
tinue to  handle  radio  as  well  as  other 
advertising. 

MITCHELL,  FAUST,  DICKSON  & 
WIELAND,  Inc.,  Chicago,  has  been 
appointed  to  handle  the  account  of 
Holeproof  Hosiery  Co.,  Milwaukee, 
,  which  recently  transferred  its  adver- 
tising offices  from  New  York  to  Mil- 
waukee. 

N.  W.  AYER  &  SON,  Philadelphia,  has 
been  appointed  to  draw  up  a  cam- 
paign for  stimulating  the  use  of  gas 
in  heating  and  cooking  which  the 
American  Gas  Association  is  planning. 
Campaign  will  be  directed  by  a  com- 
mittee known  as  the  National  Di- 
recting Committee  of  Executives  and 
headed  by  Conrad  N.  Lauer,  president 
of  the  Philadelphia  Gas  Co. 

MAXON,  Inc.,  Detroit  agency,  has 
been  appointed  to  handle  the  Heinz 
Rice  Flakes  advertising  of  H.  J.  Heinz 
Co.,  Pittsburgh. 

HIRSH  BROS.  &  Co.,  Louisville, 
(foods)  has  appointed  C.  N.  Mullican 
Co.,  Louisville,  to  handle  its  account. 

JOHN  G.  PATON  Co.,  New  York, 
(honey)  has  named  E.  W  Hellwig  Co., 
New  York,  to  handle  its  account. 
HANFF-METZGER,  Inc.,  New  York, 
has  been  appointed  to  handle  the 
radio  advertising  of  Maggi  Co.,  Inc., 
76  Varick  St.,  New  York,  (Maggi's 
Seasoning).  Other  advertising  re- 
mains in  the  hands  of  Marschalk  & 
Pratt,  Inc.,  New  York. 

JACK  RUNYON,  until  recently  an 
account  executive  with  Lord  &  Thomas, 
Los  Angeles,  has  been  placed  in  charge 
of  the   radio  department. 


PRINGLE  &  BARRY,  Fort  Smith, 
Ark.,  has  been  formed  as  an  adver- 
tising agency,  with  Lewis  B.  Pringle 
and  James  A.  Barry  as  partners. 
Mr.  Barrv  is  commercial  director  of 
KEPW,  Port  Smith,  which  Pringle 
and  Barry  will  represent. 
CARL  HAVERLIN,  sales  manager  of 
KFI  and  KECA,  Los  Angeles,  has 
resigned  after  eight  years  to  become 
account  executive  of  Bowman,  Deute 
&  Cummings,  which  handles  the  Penn- 
zoil,  Forest  Lawn  and  other  accounts. 
LAWRENCE  HOLCOMB,  formerly  a 
continuity  writer  with  NBC  in  New 
York,  has  been  placed  in  charge  of 
the  radio  department  of  The  Joseph 
Katz  Co.,  New  York  agency. 
GENERAL  MARKETING  COUNSEL- 
ORS, Inc.,  with  headquarters  at  919 
No.  Michigan  Ave.,  Chicago,  has  been 
formed  as  a  market  consulting  and 
research  organization  to  serve  adver- 
tisers, agencies  and  others.  Hugh  A. 
Doney,  formerly  with  the  Bureau  of 
Market  analysis  of  the  Meredith  Pub- 
lishing Co.,  is  in  charge  of  the  Chi- 
cago office.  Branches  have  been  es- 
tablished in  New  York,  Milwaukee  and 
Des  Moines. 

BROADCAST  CHECKING  BUREAU, 
Chicago,  announces  an  expansion  in 
its  sales  activities  in  the  appointment 
of  Edward  F.  Wright  as  eastern  sales 
manager  with  offices  in  the  Graybar 
Bldg.,  New  York.  Mr.  Wright  has 
been  associated  with  newspaper  and 
farm  paper  fields   for  several  years. 


Schudt  Goes  to  WBT 
As  CBS  Drops  Vision 

SUSPENSION  of  television  activi- 
ties of  CBS,  and  appointment  of 
William  A.  Schudt,  Jr.  as  manager 
of  WBT,  Charlotte,  N.  C,  key  of 
the  Dixie  Network,  were  announced 
Feb.  23  from  CBS  headquarters  in 
New  York.  Mr.  Schudt  has  been 
television  program  director  of  CBS 
since  its  experimental  station, 
W2XAB,  was  established  a  year 
and  a  half  ago.  Plans  of  Earl  J. 
Gluck,  former  manager  of  WBT, 
were  not  made  known.  Mr.  Schudt's 
"Going  to  Press"  period  will  here- 
after be  conducted  by  J.  G.  Gude 
of  the  press  relations  department. 

Edwin  K.- Cohan,  CBS  technical 
director,  declared  that  operation 
under  present  facilities  offers  little 
opportunity  to  further  contribution 
to  television,  but  added  that  the 
suspension  is  temporary.  "It  is 
our  intention,"  he  said,  "to  resume 
our  experimental  transmissions  as 
soon  as  we  are  sufficiently  satisfied 
that  advanced  equipment  of  broad- 
caster   scope    can    be  installed." 


May  Name  Mullen 

(Continued  from  page  6) 

commissioner  midnight  Feb.  23, 
when  his  present  term  expired.  It 
is  accepted  as  a  certainty,  how- 
ever, that  he  will  be  reappointed 
by  President-elect  Roosevelt  imme- 
diately after  March  4  and  will 
promptly  be  elevated  to  the  chair- 
manship. Meanwhile,  however, 
Judge  Sykes'  term  lapses,  and 
Commissioner  Lafount,  fifth  zone 
Republican,  is  acting  chairman. 

Mr.  Mullen,  in  Washington  dur- 
ing- the  week  of  Feb.  20,  is  known 
to  have  discussed  the  Commission 
post  with  radio  leaders,  although 
his  acceptance  of  the  post  has  been 
rendered  less  certain  in  the  interim 
by  reports  that  he  is  considering 
accepting  a  federal  judgeship. 

Prominent  in  Party 

MR.  MULLEN  is  59  years  old  and 
was  born  in  Kingston,  Ont.,  Can- 
ada. He  attended  elementary 
school  at  Fremont,  Neb.,  and  re- 
ceived his  law  degree  at  the  Uni- 
versity of  Michigan  in  1900.  He 
has  practiced  law  in  Nebraska 
since  then,  in  Omaha  since  1911. 
He  was  attorney  general  of  Ne- 
braska in  1910  and  1911  and  sec- 
retary of  the  Nebraska  Tornado 
Commission  in  1913.  Becoming  a 
member  of  the  Democratic  National 
Committee  in  1916,  he  served  un- 
til 1920,  and  then  returned  in 
1924,  serving  continuously  since. 
In  1918  and  1920  he  was  a  member 
of  its  executive  committee. 

Maintaining  his  office  in  the 
First  National  Bank  Building  of 
Omaha,  Mr.  Mullen  is  a  member 
of  the  American  Bar  Association, 
Nebraska  Bar  Association,  New 
York  Bar  Association,  Nebraska 
Historical  Society,  Fine  Arts  So- 
ciety, Knights  of  Columbus  and 
the  Elks. 

Mr.  Baldwin  came  to  the  com- 
mission from  the  Department  of 
Justice,  where  he  had  served  as 
chief  clerk.  He  was  asked  by  the 
commissioners  to  reconsider  his 
resignation,  which  he  declined  to 
do. 


Uses  Shopping  News 

FRONT  PAGES  of  the  weekly 
Shopping  Journal  are  being  util- 
ized by  WTOC,  Savannah,  Ga.,  to 
carry  news  and  program  listings 
of  its  local  and  CBS  offerings. 


Affiliated  with 
Pittsburgh  Sun-Telegraph 
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ood  (Progmms^eserue 

EFFECTIVE  MERCHANDISING 


ASK  F  O  R  I  N  F  O  R  M  A  T  I  O  N  ON  PROGRAMS,:, 
MERCHANDISING,    AND    AUDIENCE  AREAs' 


MIDLAND 
BROflDCflSTING  CO. 

Kansas  City,  MissouH 


The  Big  Five 

of 

Pittsburgh's 

Department 
Stores 

 USE  

WCAE 

to  Carry 
Merchandise 
Messages  to 
Pittsburgh's 

LARGEST 
RADIO 
AUDIENCE 


WCAE  Is  First  on  the 
air  in  Pittsburgh,  and  the 
last  off.  Its  week-day 
schedule  of  18  hours,  18 
minutes  carries  programs 
of  local  appeal  and  NBC 
Red  Network  features. 


1000  Watts     1220  Kcs. 
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Sister 

can  you 

spare  a 

dime? 

*  It's  great  to 
pull  a  flood  of 
fan  mail  (as 

CKOK  does)  but 
to  get  letters  ending 
with  that  pleasant 


phrase  "money  en- 
closed "  — -  that  is 
something. 

*  Well,  Collingbourne 
Mills,  of  Elgin,  111.,  man- 
ufacturers of  quilt  pat- 
terns, threads,  yarns,  etc., 
recently  tested  CKOK 
with  one  5  minute  broad- 
cast, at  11  o'clock  in  the 
morning,  offering  a  book 
of   patterns   for   10  cents. 

•  By  noon  of  the  next 
day,  1  2  6  0  dimes  were 
received,  and  the  second  day 
after  the  broadcast  —  5  min- 
utes, mind  you — our  mail  con- 
tained 351  more.  Result  —  a 
campaign  which  is  proving 
conclusively  that  our  "sister" 
listeners  can  spare  dimes,  and 
plenty  of  them. 


5,000 Watts  540 Kc.  555.6 Meters 

INTERNATIONAL 
CLEARED  CHANNEL 

Columbia  Basic  Network 

Union  Guardian  Building, 
Detroit,  Michigan 

Guaranty  Trust  Building, 
Windsor,  Ontario 


STUDIO  NOTES 


WOR,  Newark,  celebrated  its  eleventh 
anniversary  the  nigrht  of  Feb.  23  with 
a  special  program  in  which  Managing 
Director  A.  J.  McCosker,  who  is  also 
president  of  the  XAB,  presented  Gov. 
A.  Harry  Moore  of  Xew  Jersey;  Rob- 
ert Clothier,  president  of  Rutgers 
University,  and  Edgar  Bamberger, 
president  of  the  Bamberger  Broadcast- 
ing Service. 

EXPERIMENTS  are  being  conducted 
by  KJBS,  San  Francisco,  in  ultra  high 
frequencv  transmitters.  Two  trans- 
mitters. W6XAR  and  W6XAS,  are 
now  in  operation,  and  tests  are  being 
made  to  determine  to  various  fields 
of  usefulness  for  these  extremely  short 
wave  lengths.  Definite  schedules  for 
broadcasting  will  be  announced  shortly. 

FAME  and  Fortune  is  the  title  of  a 
weekly  program  broadcast  by  WCAU, 
Philadelphia,  and  featuring  entertain- 
ers who  have  never  appeared  on  com- 
mercial radio  programs.  Contests  are 
conducted  in  a  different  section  of 
Philadelphia  and  vicinity  each  w^eek 
to  produce  the  talent. 

OFFICIALS  of  the  Westinghouse 
Electric  &  Manufacturing  Co.  gave  a 
dinner  for  radio  editors  in  the  Elec- 
tric Club  of  Chicago  on  the  occasion 
of  the  opening  of  the  new  Westing- 
house  broadcasts  over  NBC,  Tuesday, 
Feb.  14.  N.  G.  Synionds,  vice  presi- 
dent, was  host,  and  the  dinner  was 
arranged  by  E.  E.  Mattson,  repre- 
sentative. 

CHARACTERS  of  the  once  popular 
"Wiggseville"  program,  a  former  fea- 
ture of  KFOX,  Long  Beach,  Cal.,  have 
returned  to  the  station  in  a  new  after- 
noon program  titled  "Around  the  Vil- 
lage Pump".  Rural  characters  gather 
at  the  pump  to  gossip  and  sing  their 
characteristic  songs. 

KMTR.  Hollywood,  has  started  a  week- 
day afternoon  program  called  "Mis- 
sion Bells"  with  tenor,  organ  and 
violin.  Broadcast  will  be  devoted  to 
historical  highlights  of  early  Cali- 
fornia  mission  days. 

KQV.  Pittsburgh,  recently  taken  over 
by  the  operators  of  WJAS,  Pittsburgh, 
is  reported  planning  to  niove  its  stu- 
dios from  the  Investment  Bldg.  to  the 
thirty-third  floor  of  the  Grant  Bldg. 
about  May  1. 

"WILLIE,  the  Wise-Cracker"  is  a  new- 
daily  feature  on  WNBR,  Memphis. 
The  program  started  as  a  filler  with 
a  staff  man  telling  good,  bad  and  in- 
different jokes,  but  the  fan  mail  re- 
sponse was  so  great  that  it  was  con- 
tinued. 

LOS  ANGELES  studios  of  KGER, 
Long  Beach,  Cal.,  have  been  hooked 
up  via  remote  control  to  the  Los 
Angeles  Examiner  for  daily  news 
broadcasts.  The  newspaper  will 
"feed"  a  news  service  to  both  KFWB 
and  KGER  simultaneouslv. 


GOING  the  experiment  successfully 
performed  by  the  Three  X  Sisters  in 
Washington  one  better,  the  Do  Re  Mi 
harmony  trio  on  Feb.  23  staged  a 
four-way  synchronized  program  over 
CBS.  One  of  the  girls  was  in  the 
Empire  State  Building,  another  in 
the  Chrysler  Tower  and  the  third  in 
the  Bank  of  Manhattan  Building, 
while  their  pianist  was  in  a  CBS  stu- 
dio. All  were  connected  with  the 
master  control  and  the  harmony  was 
perfect.  The  Three  X  Sisters  some 
weeks  ago  did  the  same  thing  over 
WJSV,  Alexandria,  Va. 

NEW  educational  features  added  to 
the  program  schedule  of  WHP,  Har- 
risburg,  are  "The  WHP  Legislative 
Forum"  and  "The  Negro  Achievement 
Hour".  The  former  is  presented  three 
evenings  weekly  during  sessions  of 
the  State  legislature.  Prominent  mem- 
bers of  both  houses  discuss  matters 
of  pending  legislation  in  a  non-re- 
stricted talk.  "The  Negro  Achieve- 
ment Hour"  presents  prominent  mem- 
bers of  both  the  white  and  Negro 
races  in  discussions  of  the  advance  of 
the  Negro  and  his  place  in  present- 
day  life  and  business. 
APPROXIMATELY  four  and  a  half 
hours  of  time  each  week  have  been 
turned  over  to  the  University  of  Chi- 
cago by  WJJD,  Chicago,  for  the  pres- 
entation of  French,  German  and  Span- 
ish lessons,  and  classes  in  music  ap- 
preciation, literature  and  discussions 
of  the  drama  and  books.  Several  of 
the  daytime  broadcasts  will  originate 
in  the  classrooms.  For  several  years 
the  university  has  been  presenting 
similar  broadcasts  over  WMAQ.  These 
will  continue. 

WDAE,  Tampa.  Fla.,  claims  a  record 
in  radio  weddings  by  virtue  of  the 
broadcast  of  a  recent  ceremony  unit- 
ing a  score  of  couples  in  front  of  the 
grandstand  at  the  South  Florida  Fair 
in  Tampa.  The  Rev.  A.  A.  Smith, 
Chaplain  of  the  Church  of  the  Air. 
WDAE  weekly  feature,  performed  the 
ceremony. 

UNDER  the  program  heading  of  "Pick 
of  the  Week",  Manny  Landers,  head 
of  the  new  artists  bureau  at  WHK, 
Cleveland,  plans  to  stage  a  feature 
which  will  present  the  best  of  the 
talent  auditioned  each  Monday,  Wed- 
nesday and  Friday. 

STANDARD  OIL  Company  of  Cali- 
fornia, after  concluding  its  winter 
series  of  concerts  by  the  San  Fran- 
cisco and  Los  Angeles  symphony  or- 
chestras weekly  on  NBC-KGO,  opened 
another  series  in  February  featuring 
special  symphony  orchestra  headed  by 
Alfred  Hertz,  former  director  of  the 
San  Francisco  organization.  The  pro- 
gram will  continue  until  October, 
when  the  San  Francisco  and  Los 
Angeles  orchestras  again  will  alter- 
nate. 

WHOM,  Jersey  City,  broadcast  an 
"interview"  with  a  baby  elephant 
playing  at  a  local  theater  recently. 
John  Brooks  and  Reginald  Allen,  an- 
nouncers, conducted  the  stunt. 


DOOLITTLE  &  FALKNOR,  Inc. 

FREQUENCY  MEASURING  SERVICE 

Alay  be  arranged  to  provide  daily  or  any  speci- 
fied number  of  measurements  per  week  as 
well  as  individual  measurements  at  station's 
request. 

Write  for  prices  on  schedule  suitable 
to  your  needs. 

1306-1308  W.  74th  St.       TKone.  Stewart  2810 
CHICAGO,  ILLINOIS 


A  RECORD  mail  count  for  one  day 
of  11,266  letters  has  been  announced 
by  Glenn  Snyder,  commercial  man- 
ager of  WLS,  Chicago.  The  record 
was  achieved  Tuesday,  Feb.  14,  and 
exceeds  by  1,000  the  previous  record. 
WLS,  taking  advantage  of  the  jig 
was  achieved  Tuesday,  Feb.  14,  and 
picturing  the  WLS  barn  dance  and 
other  acts  to  listeners  for  the  price 
of  25  cents. 

THREE  TIMES  a  day  an  announcer 
on  WCKY,  Covington,  Ky.,  offers  the 
station's  congratulations  to  some  civic 
personality  who  happens  to  be  ob- 
serving some  anniversary. 

KPPC,  Pasedena,  Cal.,  (50  w.  on  1210 
kc.)   has  asked  other  stations  on  its 
frequency  to  stand  by  from  12  mid- 
night to  6  a.m.,  March  4,  in  order  toA 
broadcast  a  special  test  program. 

TWO  MIDNIGHT  broadcasts  were  di- 
rected by  KSL,  Salt  Lake  City,  to 
Mr.  and  Mrs.  John  F.  Fitzpatrick  and 
Mr.  and  Mrs.  Edmund  Kearns,  who 
were  cruising  in  southern  waters  last 
month.  Mr.  Fitzpatrick  is  vice  presi- 
dent of  the  Radio  Service  Corporation 
of  Utah,  operators  of  KSL. 

UNSPONSORED  reviews  of  all  the 
new  shows  in  Cincinnati  are  now  of- 
fered by  WCKY,  Covington,  Ky.,  at 
11:30  p.m.  Sundays  and  at  6:45  p.m. 
on  Mondays  and  Saturdays.  Elmer 
H.  Dressman,  veteran  theater  critic 
for  Cincinnati  newspapers,  conducts 
the  period.  He  pays  admission  to  all 
shows. 

PRACTICALLY  the  entire  editorial 
staff  of  the  Chicago  office  of  Radio 
AND  Amusement  Guide  was  released 
early  in  February,  and  its  activities 
were  shifted  to  the  New  York  office. 
Ed  Fisher,  editor,  has  left  the  organ- 
ization and  Evans  Plummer,  former 
radio  editor  of  the  Chicago  Herald- 
Examiner,  has  been  named  Chicago 
correspondent.  Editing  of  the  program 
listings  and  printing  of  the  publica- 
tion will  continue  to  be  done  in, 
Chicago. 
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ADOPTING  the  classification  of  Dr.) 
Frank  Vizetelly,  editor  of  the  Inters 
national  Dictionary  and  noted  lexi- 
cographer, WINS,  New  York,  now  lists 
radio  speakers  as  "radiologists"  in- 
s*^ead  of  artists.  "Who's  Who  iiUM 
America"  lists  Dr.  Vizetelly  as  a  "raJH 
diologist"  in  referring  to  his  broad- 
casting activities. 

WIBO,  Chicago,  held  open  house  Feb. 
8  in  its  new  quarters  in  the  Lake 
Michigan  building.  The  quarters  were 
originally  used  by  the  NBC  and  in- 
cludes three  studios  and  several  offices 
on  the  second  floor  of  the  building. 


WORC  Files  Appeals; 
WJJD  Given  Extension 

AN  APPEAL  from  the  Radio  Com- 
mission's decision  of  Feb.  3  deny- 
ing WORC,  Worcester,  Mass.,  a 
change  in  frequency  from  1300  to 
1200  kc,  and  an  increase  in  power 
from  100  to  250  watts,  unlimited 
time,  was  filed  with  the  Court  of 
Appeals  of  the  District  of  Colum- 
bia Feb.  23  by  counsel  for  the  sta- 
tion. WORC  sought  the  facilities 
of  WCDA,  WMSG,  WBNX  and 
WAWZ,  all  in  the  New  York-New 
Jersey  area,  and  now  sharing  time 
on  1200  kc,  on  quota  grounds. 
Filed  by  former  Commissioner  Ira 
E.  Robinson,  William  E.  Leahy 
and  E.  M.  Toland,  the  appeal  con- 
tends that  the  decision  was  arbi- 
trary and  capricious. 

A  30-day  extension  of  the  tempo- 
rary restraining  order  issued  last 
month  by  the  Court  of  Appeals  to 
WJJD,  Mooseheart,  111.,  from  the 
decision  ordering  curtailment  of  its 
evening  time  on  KSL's  clear  chan- 
nel, was  granted  by  the  court. 
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Bank  Program  Proves 
Popular  WOKO  Feature 
With  Card  Party  Service 

m  A    PROGRAM    of  entertainment 
▼  and  education  as  to  the  functions 
of  a  bank  is  sponsored  each  Wed- 
nesday evening  on  WOKO,  Albany, 
1^  N.  Y.,  by  the  Rensselaer  County 
"  Bank  and  Trust  Co.    The  program 
consists  of  an  informative  chat  by 
"The    Old    Banker"    and  popular 
^  songs  by  "The  Two  Tellers." 
H     Talks  by  the  Old  Banker  cover 
^  such  subjects  as  "Wills",  "Estates", 
"What  Does  a  Bank  Mean  to  You" 
and  the  like  and  are  limited  to 
three  and  a  half  minutes.  Walter 
Nelson,  cashier  and  trust  officer, 
was  chosen  for  the  role  of  the  "Old 
Banker"  because  of  his  friendly 
confidence-inspiring  voice  and  his 
ability  to  talk  in  a  manner  under- 
standable to  everyone. 

In  connection  with  its  program 
the  bank  offered  a  booklet  on 
"Wills  and  Estates"  to  listeners. 
The  response  was  so  great  that 
the  supply  was  soon  exhausted,  and 
a  fui'ther  printing  has  been  or- 
dered. 

(Another  service  which  met  with 
immediate  success  was  the  offer  of 
the  bank  over  the  radio  to  furnish 
playing  cards  for  parties.  There 
is  no  charge  for  the  service  pro- 
viding the  cards  are  returned  in 
good  condition.  The  response  from 
clubs  and  societies  has  been  tre- 
mendous. 

The  bank,  which  is  located  just 
across  the  Hudson  river  from  Al- 
bany, is  one  of  the  most  progres- 
sive in  the  community.  It  claims 
the  distinction  of  being  the  only 
bank  to  open  a  branch  office  dur- 
ing the  depression  year  1932. 


EQUIPMENT 

FORMATION  of  the  Clough-Brengle 
Co.,  with  headquarters  at  1134  West 
Austin  Avenue,  Chicago,  is  announced 
by  Kendall  Clough  and  Ralph  Brengle, 
formerly  chief  engineer  and  general 
superintendent  respectively  of  Silver- 
Marshall,  Inc.  Associated  with  them 
are  Leon  Warner  and  Ralph  P.  Glover, 
formerly  inspection  engineer  and 
sound  engineer  at  the  same  concern. 
The  new  company  will  manufacture 
laboratory  and  production  test  equip- 
ment, amplifiers  and  accessories  for 
sound,  broadcast  and  recording  appli- 
cations, radio  specialties  and  a  com- 
plete line  of  audio  amplifier  and 
speech  input  equipment. 

A  TONE  control  for  use  with  public 
address  installations  has  been  pro- 
duced by  Universal  Microphone  Co., 
Inglewood,  Cal.  The  device  makes  it 
possible  to  adjust  the  p.a.  and  loud 
speaker  installations  to  eliminate 
feedback,  resonances  or  echoes  and 
provides  a  flexible,  adjustable  element 
against  these  difficulties  in  halls  or 
other  remote  control  points  with  im- 
proper acoustics.  Universal  Micro- 
phone also  has  started  to  manufac- 
ture a  stand  for  either  the  one  or 
two-button  types  of  Handi-Mikes.  The 
instrument  makes  it  possible  to  use 
the  handi-mike  as  a  desk  announcer's 
microphone  and  for  uses  at  remote 
control  points. 

ATLAS  RESISTOR  Co.,  423  Broome 
St.,  New  York,  has  just  issued  its 
new  1933  catalogue  of  wire  wound 
resistors  and  it  is  available  on  request. 

WEGO  CONDENSERS,  Inc.,  729 
Seventh  Ave.,  New  York,  has  issued 
its  new  catalogue  No.  26  covering  its 
line  of  paper  dielectric  condensers. 


NBC  and  Fleischmann 
Hear  Much  New  Talent 

AMONG  the  programs  and  artists 
newly  auditioned  by  NBC  recently 
for  commercial  and  sustaining  use 
were  the  following:  Price,  Johan- 
sen  and  Amruster;  The  Rousta- 
bouts, quartet;  Dr.  Louis  E.  Bisch, 
psychiatrist;  "Busy  Lizzie  of 
Broadway"  with  Helen  Lowell  and 
a  trio;  Donald  Wilhelm,  lecturer; 
Josephine  Longworth,  speaker; 
Edith  Evans  and  11-piece  orches- 
tra under  the  direction  of  Hugo 
Mariani;  Zora  Layman  and  "Debo- 
nairs",  songs  and  comedy;  "The 
D  r  e  a  m  e  r",  with  Milton  Bernd; 
verse  drama,  with  Kurtiss  Schenke 
and  Eddie  Leonard;  musical  and 
dramatic  talent  from  WBZ,  Spring- 
field; "Magic  in  Music",  a  record- 
ing; Dr.  Marsden;  Muriel  Wilson 
and  Fred  Huf smith;  Mr.  and  Mrs. 
Homer  Mason  and  a  cast  of  six; 
Chico  and  Pepina,  dramatic  sketch. 

Fleischman  also  auditioned  NBC 
talent  for  its  Thursday  night  va- 
riety programs.  Heretofore  talent 
for  this  program  has  all  been  se- 
cured direct  by  the  J.  Walter 
Thompson  agency,  handling  the 
account.  Among  the  NBC  acts 
heard  by  the  yeast  company  were 
Virginia  Mauret,  Nan  Halperin, 
Lita  Grey  Chaplin,  Ann  Butler, 
and  Chick  Hai-rison  and  the  "Three 
Scamps." 


WCAU,  Philadelphia,  has  changed 
its  corporate  name  from  Universal 
Broadcasting  Company  to  WCAU 
Broadcasting  Co.,  with  the  Radio 
Commission's  approval. 


This  Is 
Brand  New 

A  COMPLETE  LIST 
of 

NATIONAL  ADVERTISERS 
and 

ADVERTISING  AGENCIES 

Standard  Advertising 
Register 

Arranged  by 

PRODUCT  GROIPIIVG 

or 

GEOGRAPHICALLY 

You  can  have  your  choice 

This   highly   regarded  aid  to 
advertising  solicitation  is 
at  your  Service. 


CONSULT  OUR 

NEAREST  OFFICE 

National  Register  Publishing  Co. 

EASTERN  OFFICES 
853  Broadway,  New  York 
7  Water  St.,  Boston 

WESTERN  OFFICES 
140  So.  Dearborn  St.,  Chicago 
235  Montgomery  St., 
San  Francisco 


are 


WESTERN  UNION  has 

22487  ACTUAL  Telegraph- 
offices,  Other  Companies 
only  2802 
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TELEGRAMS  are  sent  to 
these  Western  Union 
offices  by  telegraph  ...  are 
received  by  telegraph  oper- 
ators .  .  .  are  copied  on 
telegraph  blanks  and  have 
all  the  attention-compell- 
ing properties  and  urge  to 
action  of  a  genuine  West- 
ern Union  Telegram. 

Telegrams  should  be  filed 
with  a  company  that  has 
an  ACTUAL  telegraph  of- 
fice at  the  place  of  destina- 
tion. 


WESTERN  UNION  has 

216,799  miles  of  pole  linesr 
other  compa riles  32,793  miles 


In  number  of  actual  tele- 
graph offices,  extent  of  pole 
lines  and  other  facilities. 
Western  Union  is  the  domi- 
nant telegraph  com- 
pany— the  only  tele- 
graph company  that 
can  give  universal 
service. 


All  olher  tele-  ~n 
gfaph  companies.  / 


1% 


OF  ALL  TELEGRAMS 


ARE  HANDLED 


WESTERN  UNION 


March  I,  1933  •  BROADCASTING 


Page  27 


New  Agency-Radio  Contracts 


{Continued  from  page  7) 


of  such  termination,  neither  party 
shall  be  liable  to  the  other  party  other- 
wise than  as  specified  in  this  para- 
graph. 

III.  INABILITY  TO  BROADCAST 

(a)  Should  the  station,  due  to  pub- 
lic emergency  or  necessity,  legal  re- 
striction, Act  of  God,  or  at  the  direc- 
tion of  Federal,  State  or  Municipal 
authorities  or  for  any  other  reason 
beyond  the  control  of  the  station,  be 
unable  to  broadcast  one  of  the  agen- 
cy's programs  at  the  time  specified, 
the  station  shall  not  be  liable  to  the 
agency  for  damages  but  will  commu- 
nicate with  the  agency  as  far  in  ad- 
vance as  possible.  The  agency  will 
then  either  agree  with  the  station  on 
a  satisfactory  substitute  time  for  the 
broadcast,  or,  if  no  such  agreement 
can  be  reached,  the  broadcast  will  be 
considered  as  cancelled,  without  af- 
fecting the  rate  shown  on  this  agree- 
ment. In  the  event  of  such  cancel- 
lation or  postponement,  the  station 
will  make,  if  approved  by  the  agency, 
a  suitable  courtesy  announcement  as 
to  the  reason  for  cancellation  or  post- 
ponement, and  as  to  any  substitute 
time  agreed  upon. 

(b)  If  interruptions  occur  during 
the  entertainment  portion  of  the 
broadcast,  credit  shall  be  given  by 
the  station  at  the  pro  rata  rate  for 
such  interruptions  of  one  minute  or 
more  duration.  If  interruptions  oc- 
cur during  the  commercial  announce- 
ment portion  of  the  broadcast,  credit 
shall  be  given  by  the  station  in  the 
same  proportion  to  the  total  station 
time  charge  which  the  omitted  com- 
mercial announcement  portion  bears  to 
the  total  commercial  announcement  in 
the  program. 


IV.  SUBSTITUTION  OF  SUS- 
TAINING PROGRAM  OF  PUB- 
LIC IMPORTANCE 

(a)  The  station  shall  have  the  right 
to  cancel  any  broadcast  covered  by 
this  agreement  and  substitute  a  sus- 
taining program  of  such  outstanding 
public  importance  that  failure  to 
broadcast  same  would  work  injury 
alike  to  the  station  and  the  advertiser. 
In  such  case,  the  station  will  notify 
the  agency  as  far  in  advance  as  pos- 
sible, and  the  agency  and  the  station 
will  agree  on  a  satisfactory  substitute 
day  or  time  for  the  broadcast,  or,  if 
no  such  agreement  can  be  reached,  the 
broadcast  will  be  considered  as  can- 
celled without  affecting  the  rates  or 
rights  shown  on  this  agreement.  In 
the  event  of  such  cancellation  or  post- 
ponement, the  station  will  make,  if 
approved  by  the  agency,  a  suitable 
courtesy  announcement  as  to  the  rea- 
son for  cancellation  or  postponement 
and  as  to  any  substituted  time  agreed 
upon. 

V.  RATES 

fa)  It  is  agreed  that  the  rate  named 
in  this  order  is  the  lowest  rate  made 
by  the  station  for  like  services  and 
that  if  at  any  time  during  the  life  of 
this  agreement  the  station  makes  a 
lower  rate  for  the  same  services,  this 
agreement  shall  be  completed  at  such 
lower  rate  from  that  date. 

(b)  All  rates  shall  be  published. 
There  shall  be  no  secret  rebates  or 
agreements  aflfecting  rates.  All  rates 
shall  be  furnished  agencies  if  re- 
quested. 

(c)  If  this  contract  is  continued 
without  interruption  beyond  the  time 
specified,  the  additional  broadcasts 
shall  be  considered  part  of  this  agree- 
ment and  the  same  rate  shall  apply 
until  any  lower  rate  prevailing  at  the 
time   agreement   is   made   shall  have 


Have  You  Heard  of 
MR.  FIX-IT? 

■ 

Well,  Listen  .... 

His  mail,  without  any  solicitation  whatsoever,  month  in, 
month  out,  over  a  period  of  two  and  one-half  years, 
has  averaged  well  over  100  letters  and  postcards  a 
day.  • 

Mr.  Fix-it  has  fixed  everything  from  broken  hearts  to 
broken  homes. 

Mr.  Fix-it  can  "fix"  your  product  with  one  of  the  largest, 
most  consistent,  high-class  radio  audiences  in  St. 
Louis. 

■ 

FOR   PARTICULARS    WRITE  TO 


WIL 

ST.  LOUIS,  MISSOURI 


"Hams  "to Serve F.D. 

AMATEUR  radio  will  bring 
Franklin  D.  Roosevelt  con- 
gratulatory messages  from 
the  governors  of  the  48 
states  and  the  territorial  pos- 
sessions soon  after  his  in- 
auguration next  March  4, 
under  plans  worked  out  by 
the  American  Radio  Relay 
League.  Through  the  Wash- 
ington Radio  Club,  a  nation- 
wide network  of  "ham"  sta- 
tions extending  from  each 
state  and  territorial  capital 
will  feed  the  radiograms  to 
the  incoming  chief  executive. 
It  will  be  the  fourth  inaugu- 
ral ceremony  in  which  ama- 
teur radio  will  have  per- 
formed this  service. 


II 


been  earned;  and  then  this  lower  rate 
shall  apply  to  the  whole  term  of  the 
agreement.  It  is  agreed,  however, 
that  this  provision  shall  not  cover  a 
service  rendered  by  the  station  later 
than  one  year  from  the  date  of  the 
first  broadcast,  unless  specifically 
agreed. 

VI.  PROGRAMS 

(a)  The  order  for  station  time  in- 
cludes the  services  of  the  technical 
staff  and  of  a  regular  staff  announcer. 
Other  talent  and  services  are  covered 
by  the  program  charge  in  this  order 
which  is  subject  to  change  by  the 
agency  with  the  consent  of  the  station. 

(b)  Should  the  station  fail  to  re- 
ceive program  material  seven  days  in 
advance  of  the  broadcast  it  shall  so 
notify  the  agency.  Subsequent  to  this 
notification,  if  the  station  fails  to  re- 
ceive the  program  material  in  time  for 
the  broadcast,  if  the  programs  are 
transcrip*^ions,  the  station  shall,  fol- 
lowing first  broadcast,  repeat  a  pre- 
vious program  unless  otherwise  in- 
structed, or  unless  program  is  one  of 
a  series,  in  which  case  the  station 
shall  have  the  rie-ht  to  announce  the 
name,  address  and  business  classifica- 
tion of  the  advertiser,  produce  a  cred- 
itable program  and  make  regular  charge 
for  s*^ation  time  and  reasonable  talent 
charge  to  the  agency.  If  the  pro- 
grams are  produced  locally  it  shall, 
following  first  broadcast,  repeat  the 
commercial  announcement  of  the  pre- 
ceding broadcast,  using  the  agreed 
talent  unit. 

(c)  Except  as  otherwise  hereinafter 
expressly  provided  Agency  will  save 
the  station  harmless  against  all  lia- 
bility and  will  reimburse  the  station 
for  all  costs,  expenses,  and  counsel 
fees  and  sums  actually  paid  in  bona 
fide  settlement  of  claims  for  libel, 
slander,  unfair  competition,  unfair 
trade  practice,  infringement  of  trade 
marks,  trade  names  or  program  titles, 
violation    of    rights    of    privacy  and 


infringement  of  copyrights  and  pro- 
prietory rights,  and  all  other  liability 
or  responsibility  resulting  from  the 
broadcasting  of  the  programs  herein 
provided  for.  Such  indemnity  shall 
not  apply  to  the  musical  compositions 
performed  in  non-dramatic  form,  the 
unrestricted  right  to  perform  which 
is  licensed  by  ASCAP,  provided 
Agency  shall  have  at  least  one  week 
prior  to  each  broadcast  submitted  to 
the  station  in  writing  in  duplicate 
a  correct  list  of  the  titles  and  names 
of  composers  and  copyright  owners 
appearing  on  the  published  or  unpub 
lished  copies  of  the  musical  composi 
tions  to  be  used  on  the  said  programs] 
The  station  agrees,  however,  to  sa,y( 
Agency  harmless  against  all  liability 
where  the  programs  are  prepared  and 
produced  in  their  entirety  both  as  to 
artists  and  program  content  by  the 
station  excepting  only  such  liability 
as  may  result  from  the  broadcasting 
of  the  commercial  credits  and  such 
other  material  as  may  be  furnished 
by  the  Agency. 

(d)  Programs  prepared  by  the 
agency  are  subject  to  the  approval  of 
the  station  management,  both  as  to 
artists  and  to  program  content. 

VII.  GENERAL  ' 


(a)  This  agreement  is  subject  to 
the  terms  of  licenses  held  by  the  par- 
ties hereto  and  is  also  subject  to  all 
Federal,  State  and  Municipal  laws  and 
regulations  now  in  force,  or  which 
may  be  enacted  in  the  future. 

(b)  The  rights  under  this  agree- 
ment shall  not  be  transferable  to  an- 
other advertiser  than  the  one  specified 
in  this  contract  unless  the  consent  of 
the  station  has  been  obtained. 

(c)  In  dealing  with  agencies,  the 
station  shall  follow  a  uniform  policy 
to  avoid  discrimination. 

(d)  The  failure  of  the  station  or 
of  the  agency  to  enforce  any  of  the 
provisions  herein  listed  with  respect 
to  a  breach  thereof  in  any  one  instance 
shall  not  be  construed  as  a  general 
relinquishment  or  waiver  under  this 
agreement  and  the  same  shall  never- 
theless be  and  remain  in  full  force 
and  effect. 

A  final  proviso,  to  be  drafted, 
will  be  to  the  effect  that  any  sta- 
tion shall  have  the  right  to  change 
any  of  the  provisions  of  the  above 
agreement. 


Philco's  New  Scheme 

PHILCO  RADIO  &  Television 
Corp.  has  just  completed  arrange- 
ments with  Postal  and  Western 
Union  whereby  anyone  wanting  a 
free  demonstration  of  a  Philco  ra- 
dio simply  calls  the  telegraph  of- 
fice. Next  day  the  nearest  Philco 
dealer  completes  the  arrangement 
and  installs  a  Philco  on  trial.  The 
public  is  informed  via  the  Philco 
broadcasts  on  CBS. 


Frequency  Measuring  Service 

Many  stations  find  this  exact  measuring  service  of  great 
value  for  routine  observation  of  transmitter  perform- 
ance and  for  accurately  calibrating  their  own  monitors. 

MEASUREMENTS  WHEN  YOU  NEED  THEM  MOST 

R.  C.  A.  COMMUNICATIONS,  Inc. 

Commercial  Department 

A  RADIO  CORPORATION  OF  AMERICA  SUBSIDIARY 

66  BROAD  STREET  NEW  YORK,  N.  Y. 
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Mr.  Rice 


Program  Held  Key 
To  Radio's  Future 

Constructive  Criticism  Urged 
By  Lang  at  WGY  Affair 

IN  THE  HANDS 
of  the  program 
managers  of 
broadcasting  sta- 
t  i  o  n  s  lies  the 
determination  of 
"history's  verdict 
as  to  how  well 
or  how  badly  we 
administer  the 
tremendous  force 
committed  to  our 
charge,"  declared  C.  H.  Lang,  man- 
ager of  the  publicity  department 
and  of  broadcasting  for  General 
Electric  Co.,  in  the  course  of  the 
eleventh  anniversary  broadcast 
program  of  WGY,  Feb.  20.  The 
critical  attitude  toward  radio,  pro- 
viding the  criticism  is  constructive, 
was  urged  by  the  G.  E.  executive. 

"Broadcasting  is  too  wonderful, 
too  valuable  a  thing  to  be  allowed 
to  follow  a  level,  much  less  a  de- 
scending path,"  he  said.  "Let  us 
not  cheapen  it.  Let  us  not  regard 
it  as  a  means  of  entertainment 
solely,  highly  valuable  as  it  is  for 
that  purpose.  Quality  is  still  the 
criterion  by  which  Americans  judge 
what  is  offered  them. 

Still  Supplementary 

'ON  THE  other 
hand,  let  us  not 
expect  too  much 
of  it  just  because 
it  is  marvelous. 
It  is  a  supple- 
mentary factor. 
It  won't  take  the 
place  of  books, 
newspapers,  ad- 
vertising pages, 
shows,  concerts, 


Mr.  Lang 


churches  or  educational  courses. 
But  it  can — and  does — supplement 
them,  and,  in  so  doing,  it  assists 
them  all." 

Martin  P.  Rice,  in  charge  of 
G.  E.  radio  activities  since  the 
inception  of  WGY,  declared  no  ra- 
dio station  can  survive  without 
satisfied  listeners.  Listeners  should 
not,  he  said,  hesitate  to  express 
their  opinions  of  programs.  They 
are  invaluable  guides  to  the  pro- 
gram staff  and  to  advertisers  he 
added,  pointing  out  that  advertis- 
ers foot  the  expense  of  American 
radio. 

Kolin  Hager 
first  announcer  of 
WGY  and  now 
its  manager,  was 
master  of  cere- 
monies in  the 
one-hour  broad- 
cast, the  first  half 
hour  of  which 
was  carried  on 
an  NBC-WEAF 
network.  The  net- 
work part  included  also  a  talk  by 
Dr.  E.  F.  W.  Alexanderson,  noted 
G.  E.  inventor,  whose  high  power 
alternator  first  made  Trans-Atlan- 
tic radio  communication  possible 
and  who  has  lately  been  devoting 
his  efforts  to  television  research. 

Roosevelt  Made  Debut 

DR.  ALEXANDERSON  recalled 
some  of  his  early  work  on  voice 
radio  at  New  Brunswick,  N.  J., 


Mr.  Hager 
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NOVEL  INTERVIEW 

WCLO  Author  Introduces 
Character  to  Audience 


w  I 

Own! 
>  * 


MYSTERY  story  fans  in  southern 
Wisconsin  were  treated  to  an  un- 
usual novelty  Feb.  14,  when  Craig 
Rice,  author  of  the  "WCLO  Syndi- 
cate Serials",  was  personally  in- 
troduced to  listeners  and,  in  turn, 
introduced  and  interviewed  her 
most  popular  character,  Professor 
Silvernail.  It  is  believed  that  this 
is  the  first  time  any  author  has 
interviewed  a  favorite  character  on 
the  air. 

Professor  Silvernail  has  ap- 
peared in  a  number  of  magazine 
stories  and  radio  dramas  and  was 
the  first  detective  character  in- 
vented by  Craig  Rice.  The  un- 
usual story  of  how  he  first  came 
into  existence  was  also  told  during 
the  broadcast. 

According  to  Miss  Rice,  "Pro- 
fessor Silvernail  is  a  lovable,  fath- 
erly old  man  who  applies  his 
mathematical  genius  to  working 
out  the  solutions  to  difficult  crimes 
and  mysteries,  on  the  theory  that 
everything  in  this  world  can  be 
explained  in  mathematical  terms." 
The  unusual  professor-detective  is 
best  remembered  by  drama  fans 
for  his  deductions  in  the  stories 
"The  Speed  Murder"  and  "Death 
by  Wire". 

The  new  series  of  Professor 
Silvernail  mystery  serials  begin 
February  21  over  WCLO,  Janes- 
ville,  with  "The  Murder  of  Mr. 
Rock".  The  serials  are  being 
tested  to  be  offered  to  other  sta- 
tions in  the  spring. 

when  two-way  contact  was  made 
with  the  S.  S.  George  Washington, 
on  which  President  Wilson  was 
sailing  for  Europe,  in  1919.  He 
revealed  that  a  plan  was  made  to 
broadcast  a  talk  by  the  war  Presi- 
dent from  the  ship,  but  the  scheme 
failed  because  it  was  feared  that 
the  sight  of  the  unaccustomed 
microphone  would  make  Wilson 
nervous.  The  microphone  was 
hidden  in  flag  decorations  on  the 
vessel,  but  it  was  so  far  from  the 
speaker  that  the  then  insensitive 
type  of  "mike"  failed  to  catch  his 
words. 

But  it  was  with  the  same  ship 
that  Franklin  D.  Roosevelt,  then 
Assistant  Secretary  of  the  Navy, 
had  his  first  experience  with  voice 
radio,  talking  from  his  desk  in 
Washington  with  Secretary  of  War 
Newton  D.  Baker,  who  was  on 
board. 


"Voice  of  the  Alleghenies" 

TT/TTT^d^  Altoona, 
fT  M:  lJ\:r  Pennsylvania 

WM.  F.  GABLE  CO. 
Near  the  Famous 
Horse  Shoe  Curve 
•  •  • 

COVERS  CENTRAL 

PENNSYLVANIA 

with  population  area  of 
300,000. 

IN  THE  HEART 

of  rich  farming,  railroad  and 
mining  section. 

LOCAL  STATION 

that  gives  only  reliable  ser- 
vice available  in  a  forty  mile 
radius. 

Equipped  with  33  1/3  and  78 
r.p.m.  turntables. 


Attention  Engineers 


Here's  a  really  new  mixer  control  for  noise- 
free  operation  in  dynamic-  and  ribbon-micro- 
phone circuits 


D 


EVELOPMENT  and  tests  have  just  been  completed  on  a 
step-by-step  volume  control  with  many  new  and  important 
operating  advantages.  Note  these  features  and  then  take  ad- 
vantage of  our  free  trial  offer. 


NOISELESS 


LINEAR 

attenuation 


flat frequency 
characteristic 


CONSTANT 
IMPEDANCE 


STANDARD 
MOUNTING 


LOW  PRICE 


Contact  noise,  whip  noise,  and  pickup  are 
below  the  level  of  the  tube  noise  in  a  quiet 
amplifier.  Only  one  set  of  contact  points. 
Pigtail  difficulties  eliminated  by  use  of  same 
shaft-contact  construction  as  General  Radio 
precision  resistance  boxes. 

Increase  in  attenuation  is  practically  linear 
with  dial  angle  from  0  db  to  45  db  in  steps 
of  about  0.8  db.  Beyond  this  the  attenuation 
increases  rapidly  to  cut-off. 

The  absence  of  stray  capacitive  and  induc- 
tive coupling  between  resistors  results  in  a 
frequency  characteristic  that  is  flat  up  to 
10,000  cycles  for  all  dial  settings. 

The  General  Radio  ladder-type  network  gives 
practically  constant  impedance  in  both  di- 
rections. 

The  Type  653  Volume  Control  will  replace 
any  other  unit  having  two  mounting  holes 
spaced  l^^  inches.  Overall  depth  behind 
panel  is  2%  inches. 

Type  653  Volume  Controls  are  built  for  50-, 
200-,  and  500-ohm  lines.  Price,  all  sizes, 
$12.50. 


TRIAL  OFFER 

Prove  to  yourself  that  you  can  get  precision-built  volume  controls 
for  $12.50.    Try  them  out. 

Do  this.  Send  us  your  order  for  one  or  more  of  these  volume  con- 
trols. Try  them  out.  Then  if  you  don't  want  to  keep  them,  send  them 
back  and  we'll  cancel  the  invoice,  or,  if  you  paid  cash,  we'll  refund 
your  money. 

Look  for  a  complete  description  in  the  February 
issue  of  the  General  Radio  Experimenter. 


CAMBRIDGE  A,  MASSACHUSETTS 
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Radio  Engineers  Favor  Clear  Channel 
Retention  With  Large  Power  Increases 

I.R.E.  Report  Says  Better  Service  Would  Result  ; 
Manufacturers'  Committee  Holds  Similar  View 


ONE-MAN  STUDIO 

Carborundum  Man  Whole  Works 
 In  Weekly  Broadcast  


A  TECHNICAL  case  in  favor  of 
clear  channels  and  substantially 
increased  power,  if  reliable  service 
is  to  be  provided  to  extensive 
rural  areas,  is  made  by  the  Broad- 
cast Committee  of  the  Institute  of 
Radio  Engineers  in  a  report  filed 
this  month. 

About  the  same  time  a  similar 
conclusion  was  reached  by  the 
Joint  Coordination  Committee  on 
Radio  Reception  of  the  National 
Electric  Light  Association,  the  Na- 
tional Electrical  Manufacturers  As- 


WBAL 

BALTIMORE 


Maryland's 
Only  Clear 
Channel  Station 


sociation  and  the  Radio  Manufac- 
turers Association.  This  report 
concluded  that  the  increased  use 
of  high  power  stations  will  insure 
a  better  coverage  of  the  country 
and  a  much  greater  field  strength 
for  all  communities. 

Channels  Classified 

ANALYSING  the  present  plan  of 
broadcast  allocation,  the  I.  R.  E. 
committee  brought  ,  out  that  the 
shared  channel  is  designed  to  af- 
ford broadcasting  service  to  im- 
portant detached  centers  of  popu- 
lation, such  as  cities  and  larger 
towns.  The  field  of  the  clear  chan- 
nel, it  held,  is  to  afford  service  to 
those  vast  intervening  areas  in 
which  the  density  of  population  is 
so  low  that  a  broadcast  service 
could  not  otherwise  be  supported. 

"These  principles,  if  kept  firmly 
in  mind,"  the  report  continued, 
"will  afford  insight  into  one  phase 
of  the  broadcast  allocation  prob- 
lem that  has  been  the  subject  of 
spirited  debate  from  the  time  that 
the  establishment  of  clear  chan- 
nels was  first  suggested;  namely, 
the  relative  advantage  of  increas- 
ing the  total  number  of  broadcast 
stations  capable  of  being  in  opera- 
tion at  any  one  time  by  making 
multiple  assignments  to  some  of 
the  existing  clear  channels;  or 
looking  toward  the  opposite  course, 
the  relative  merit  of  increasing 
the  number  of  clear  channels  by 


Two  can  live  almost 
as  cheaply  as  one... 


$ 


1 


a  day  more  for  two  persons  at  Hotel 
Lexington.  For  instance,  rooms  at 
the  minimum  rate  of  $3  a  day  for 
one  person,  are  only  $4  a  day  for  two. 

And  the  Lexington  is  a  new  hotel,  lo- 
cated in  the  Grand  Central  Zone,  one  block 
from  fashionable  Park  Avenue. 


HOreL  JCeXINGTON 

In  Grand  Central  Zone,  Lexington  Ave.  at  48th  St. 
NEW  YORK  CITY 

CHARLES  E.  ROCHESTER,  General  Manager 


A  ONE-MAN 
studio  staff  is 
maintained  at 
Niagara  Falls, 
N.  Y.,  where  the 
Saturday  night 
CBS  programs  of 
the  Carborundum 
Co.  (abrasive 
products)  origi- 
nated. The  staff,  „ 
compi'ising  an  Mr.  Bowman 
announcer,  continuity  writer,  re- 
search librarian,  production  man, 
program  director,  assistant  musical 
conductor  and  fan-mail  answerer, 
is  Francis  Bowman,  who,  inciden- 
tally, is  advertising  manager  of 
the  Carborundum  Co. 

And  the  studio  isn't  even  a  regu- 
lar broadcast  studio.  It  is  half  of 
the  ballroom  of  a  Niagara  Falls 
hotel.  Mr.  Bowman  sees  to  it  that 
the  setup  for  Edward  d'Anna's  50- 
piece  band  is  correct,  acts  as  mas- 
ter of  ceremonies,  narrates  an  In- 
dian legend,  selects  musical  num- 
bers and  generally  plans  the  pro- 
gram in  every  detail. 

It  is  in  his  capacity  as  continuity 
writer  and  expert  on  Indian  lore 
that  Mr.  Bowman  excels.  For  six 
years  he  has  been  making  an  in- 
tensive study  of  the  Iroquois  Tribe. 
As  the  result  of  one  of  his  periodic 
visits  to  the  Tuscorora  Reserva- 
tion near  Niagara  Falls,  he  was 
inducted  into  the  tribe  and  siven 
the  name  "Yo-Re-Ho-Ah-Weh", 
which  means  "He  who  gives  the 
message  to  the  air." 

deleting  or  transferring  shared 
channel  stations." 

Opposite  Results 

THE  CONSEQUENCES  of  pro- 
ceeding in  either  direction  are  evi- 
dent: 

"1.  Decreasing  the  number  of 
clear  channels  by  assigning  addi- 
tional stations  (for  night  time  op- 
eration) to  channels  now  used  by 
only  one  station  at  a  time  would 
have  the  effect  of  affording  addi- 
tional services  to  certain  localized 
urban  groups  but  at  the  expense 
of  decreasing  the  service  to  rural 
listeners  and  to  those  at  remote 
points. 

"2.  Increasing  the  number  of 
clear  channels  at  the  expense  of 
the  shared  channels  would  have 
the  opposite  effect,  assuming  that 
assignments  for  the  stations  thus 
displaced  could  not  be  provided 
for  on  the  remaining  shared  chan- 
nels. 

"The  foregoing  statements  are 
based  on  radio  considerations  of 
a  very  fundamental  nature.  How- 
ever, in  view  of  the  industry's 
growing  appreciation  of  the  com- 
plexity of  radio  transmission  phe- 
nomena and  the  store  of  experi- 
ence that  is  the  result  of  the  past 
eleven  years  in  broadcasting,  the 
question  naturally  arises  as  to 
whether  our  increased  knowledge 
and  vastly  improved  technique  do 
not  now  warrant  modifications  in 
these  earlier  generalizations. 

Clear  Channel  Essential 

"AFTER  a  careful  review  of  the 
situation  the  Broadcast  Committee 


is  forced  to  the  conclusion  that  the 
clear  channel  is  still  essential  to 
the  extension  of  broadcast  service 
to  the  populations  of  our  rural 
areas  and  is  likely  to  remain  so 
for  some  time  to  come.  Further, 
it  is  felt  that  many  of  the  limi- 
tations that  have  been  ascribed  to 
the  clear  channel  are  the  direct 
result  of  existing  power  limitations 
rather  than  of  any  inherent  char- 
acteristic of  clear  channel  coverage. 
The  engineering  case  of  the  clear 
channel  has  always  been  based  on 
the  assumption  that  adequate 
power  would  be  employed.  There 
appears  to  be  no  technical  reason 
why  greatly  increased  power  (in 
excess  of  50  kw.)  should  not  now 
be  permitted  to  suitably  equipped 
and  appropriately  located  or  re- 
located stations  holding  clear  chan- 
nel assignments.  M 
"Assuming  that  service  to  dis-^ 
tant  listeners  is  to  be  maintained, 
it  is  evident  that  continued  pro- 
vision must  be  made  for  an  ade- 
quate number  of  clear  channels. 
Whether  the  number  should  be 
forty,  or  more,  or  less,  however, 
is  a  matter  that  can  be  deter- 
mined only  by  careful  study.  The 
balance  of  service  between  the 
rural  listener  and  the  urban  list- 
ener is  determined  in  considerable 
measure  by  the  relative  number 
of  allocated  clear  and  shared  chan- 
nels. Decision  as  to  the  correct 
balance  point  is  a  matter  of  gen- 
eral policy." 


License  Bill  in  House 

ALTHOUGH  destined  to  die  with 
the  current  Congress  Mai-ch  4, 
Rep.  Davis,  (D.)  of  Tennessee,  has 
introduced  a  license  fee  bill  (H.  R. 
14688)  in  the  House  as  a  com- 
panion to  the  Dill  bill  (S.  5201)  in 
the  Senate.  The  measure,  like  the 
Dill  bill,  would  impose  fees  rang- 
ing from  $120  to  $5,000  a  year  on 
broadcasting  wave  licenses,  and  is 
designed  to  help  defray  the  cost 
of  administering  radio  by  the  Ra- 
dio Commission.  It  also  would  im- 
pose fees  on  practically  all  other 
licensed  users  of  the  wave  lengths. 
The  measures  may  be  reintroduced 
at  the  forthcoming  special  session, 
although  concerted  opposition  from 
broadcasters,  through  the  NAB, 
and  other  interests  is  a  foregone 
certainty. 


Debate  the  BBC 

A  PROPOSAL  to  widen  the  use  of 
British  radio  for  political  broad- 
casts, by  placing  the  British 
Broadcasting  Corp.  under  Parlia- 
mentary control,  was  rejected  by 
the  House  of  Commons  Feb.  22  af- 
ter a  debate  in  which  Labor  and 
party  groups  charged  the  BBC 
with  discriminating  against  them. 
The  protests  were  led  by  David 
Lloyd  George.  Parliament  also 
made  it  clear  that  it  would  not  au- 
thorize advertising  on  the  BBC. 


"Song  Censor" 

JOE  HIGGINS,  formerly  with  RCA 
Victor  Co.,  who  was  transferred  to 
NBC  when  its  artists'  bureau  was 
absorbed,  has  been  appointed  offi- 
cial "song  censor"  for  the  network. 
His  duty  is  to  peruse  the  lyrics 
of  every  song  published  and  con- 
sidered for  use  on  the  air.  Sug- 
gestive lyrics  will  immediately  be 
barred  as  vocal  numbers. 
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DEPRESSION  RADIO  ADVERTISING 

KOIL  Solves  Problem  by  Inducing  Trade  Organizations 
 To  Take  Time  /  Novel  Audition  Used  


By  JOHN  M.  HENRY 

Manager,  KOIL, 
Omaha-Council  Bluffs 

FINDING    that    many  business 
houses  are  unable  to  spend  much 
money  on  advertising,  KOIL  has 
»  evolved  a   successful   scheme  for 
getting  their  accounts  at  a  very 
small  cost  to  them.  Associations 
of  various  trades  are  solicited  with 
a  proposition  that  will  cost  mem- 
bers less  than  $10  a  week.    As  a 
result,  organizations  of  the  follow- 
ing trades  are  sponsoring  or  will 
i  sponsor  programs  on  KOIL:  ga- 
'  rages,   florists,   cleaners,  barbers, 
\  beauticians,  grocers  (two  groups) 
:  and  druggists. 

To  obtain  the  business  of  these 
associations  a  good  deal  of  solicit- 
ing is  necessary.  Usually  there  is 
an  executive  committee,  but  this 
committee  is  not  authorized  to 
spend  much  money  for  radio  ad- 
vertising. It  is  necessary  to  sell 
all  the  members  of  the  association, 
some  times  as  many  as  75.  This  is 
done  by  broadcasting  auditions. 

Audition  Broadcasts 

AFTER  the  executive  committee 
approves  an  audition  in  KOIL's 
studios,  membership  is  then  told 
by  mail  of  the  executive  commit- 
tee's approval  and  advised  that 
soon  the  proposed  program  can  be 
heard  on  the  air.  A  few  days 
later,  KOIL  girls  telephone  each 

:i  member  and  tell  him  that  at  a  cer- 

'  tain  hour  that  evening  the  special 
program  may  be  heard  on  KOIL. 
Next  day,  the  executive  committee 
and  KOIL  salesmen  check  the 
membership,  by  'phone  if  possible, 
if  not  by  personal  calls. 

The  program  set-up  varies  with 

,  the  association.  If  it  has  an  em- 
blem or  window  sign,  of  course 
that  is  stressed.  If  it  has  a  cen- 
tral office,  with  a  'phone  number, 
that  is  emphasized.  For  the  ga- 
rages there  is  presented  "Ti-age- 
dies  of  Today",  a  script  written  in 
KOIL's  continuity  department,  de- 

,  picting  with  screams,  sounds  of 
crashing  and  hushed  nurses'  voices, 
what  happens  when  brakes  are 
neglected,  lights  go  out  or  wind- 
shields are  permitted  to  cloud  over. 

Studio  Association 

ONE  ASSOCIATION  exists  only 
in  KOIL's  continuity  department. 
It's  the  "Beauty  Club".  For  five 
minutes  two  women  discuss  beauty 
problems;  the  women  are  manager 
and  secretary  of  the  "Beauty 
.  Club".  The  program  ends  with 
the  manager  saying  that  when  a 
x  woman  of  a  certain  type  came  to 
her  for  advice,  she  sent  her  to  this 
or  that  beauty  shop,  or  bootery, 
or  women's  clothing  store,  or  re- 
ducing parlor.  The  program  is 
selling  by  telephone.  The  first  was 
sold  by  a  personal  call,  but  since 
that  time  the  salesmen  'phone  a 
half  dozen  prospects  and  ask 
them  to  listen  in,  after  which  they 
sketch  briefly  what  might  be  said 
on  a  future  program  in  which  their 
stores  are  recommended. 

"KOIL  Klassifieds"  makes  up 
another  group.  These  are  noth- 
ing more  nor  less  than  20-word 
announcements,   given   in  succes- 


sion on  the  air  by  "Vic  and  Vi, 
two  demon  young  shoppers".  The 
use  of  two  voices,  reading  the  ad- 
vertisements alternately,  is  much 
better  than  a  single  voice.  Theme 
song  is  "Potatoes  Are  Cheaper". 
Sale  is  by  'phone,  collection  by 
mail.  Much  more  than  the  card 
rate  for  time  is  realized  from  this 
period,  which  now  is  bursting  the 
stays  of  its  original  time  limita- 
tion. 


Bourjois'  Success 

{Continued  from  page  7) 

yet  unobtrusive  manner  in  which 
the  product  itself  has  been  iden- 
tified with  the  program.  To  begin 
with,  of  course,  the  name  "Eve- 
ning in  Paris"  was  a  most  fortu- 
nate choice.  In  the  present  series 
of  "Mysteries  in  Paris"  the  per- 
fume has  been  deftly  woven  into 
the  story  to  become  a  subtle  yet 
important  factor  in  the  denoue- 
ment of  various  episodes — an  ac- 
tual part  of  the  adventures.  The 
surprising  fact  is  that  this  has 
been  accomplished  simply  and  na- 
turally, with  no  illogical  or  dis- 
turbing hiatus.  Aside  from  this 
the  commercial  angle  is  confined 
to  brief  opening  and  closing  an- 
nouncements. 

The  Bourjois  organization  has 
missed  no  opportunity  to  merchan- 
dise this  program  throughout  its 
numerous  outlets.  By  means  of 
unique  and  interest-compelling  dis- 
play material  and  supplementary 
advertising,  merchants  in  every 
section  of  the  country  are  con- 
stantly identified  with  the  radio 
feature  which,  week  after  week, 
entertains  thousands  of  families 
and  builds  sales  for  dealers. 


New  WBS  Account 

WORLD  Broadcasting  System  has 
announced  the  signing  of  a  contract 
with  Batten,  Barton,  Durstine  & 
Osborn  for  Remington  Rand,  Inc., 
Buffalo,  N.  Y.,  (office  equipment). 
WBS  will  immediately  begin  the 
electrical  transcription  of  a  series 
of  thirteen  15-minute  broadcasts  of 
the  popular  "Cowboy  Tom"  pro- 
grams now  being  heard  over  CBS. 
These  programs  will  be  placed  on 
a  selected  list  of  stations. 


KSjTP 


G 

EARED 

to  the  COMMUNICATION  NEEDS 

of  the  ENTIRE  WORLD 


..TELEGRAPH 

CARLE  and  RADIO 


9  Just  a  murmured  password  into  your  telephone . . .  "Postal  Tele- 
graph" . . .  and  instantly  you  have  at  your  command  a  far-reaching 
system  of  telegraph,  cable  and  radio  facilities  working  in  perfect 
harmony ...  a  system  that  reaches  the  other  side  of  the  world  just  as 
speedily,  as  accurately  and  as  dependably  as  it  reaches  the  other  side 
of  the  town  . . .  the  great  International  System  of  which  Postal  Tele- 
graph is  a  part. 

Postal  Telegraph  links  you  with  80,000  cities,  towns  and  villages 
in  the  United  States  and  Canada.*  Its  service  extends  to  Europe, 
Asia  and  The  Orient  through  Commercial  Cables ...  to  Central  Amer- 
ica, South  America  and  the  West  Indies  through  All  America  Cables 
. .  .  and  to  ships  at  sea  via  Mackay  Radio.  It  is  the  only  American 
telegraph  company  that  offers  a  world-wide  service  of  coordinated 
record  communications  under  a  single  management. 

*/«  Canada,  through  the  Canadian  Pacific  Railway  Telegraphs. 


TO  Te'eP"""' 7,„ji„9r""' 
.^POSTAI^  ,  Postal  Telegraph  office. 


or 

Charges 


THE       IIVTERN  ATIONAL  SYSTEM 

Tostat  Telegraph 


Cdmmerciat     ^^Sw      A"  Ommca 
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ACTIONS   OF  THE 


FEDERAL    RADIO  COMMISSION 


FEBRUARY  14  TO  FEBRUARY  28  INCLUSIVE' 


Applications  .  .  . 

FEBRUARY  14 

NEW,  Minneapolis,  Minn. — Dr.  George  W.  Young  for 

CP  for  a  visual  broadcasting  station,  2000-2100  kc. 
500  w. 

FEBRUARY  15 

NEW,  Portland,  Me.— Portland  Maine  Publishing  Co. 
for  CP  to  use  1340  kc,  500  w.,  unlimited  time  amended 
as  to  equipment  to  be  used. 

WNBW,  Carbondale,  Pa. — Modification  of  CP  granted 
8-18-32  to  extend  dates  of  commencement  and  comple- 
tion to  2-15-33  and  6-15-33  respectively;  also  to  change 
transmitter  and  studio  location  to  U.  S.  Route  No.  6, 
Jermyn  Borough,  Pa.,  to  make  changes  in  equipment. 

WROL,  Knoxville,  Tenn. — CP  to  change  equipment, 
change  frequency,  power  and  hours  from  1310  kc.  100  w. 
unlimited  hours  to  1240  kc.  250  w.  one-half  time  with 
WKAQ,  San  Juan,  Puerto  Rico. 

WKEU,  LaGrange,  Ga. — Modification  of  CP  granted 
1-20-33  for  changes  in  equipment. 

WTRC,  Elkhart,  Ind. — License  to  cover  CP  granted 
1-4-33. 

KGFX,  Pierre,  S.  D.— CP  to  make  changes  in  equip- 
ment. 

Applications  returned :  KGCU,  Mandan,  N.  D. — CP 
to  make  changes  in  equipment,  increase  operating  power 
from  250  to  500  w. ;  WMAZ,  Macon,  Ga.— CP  to  make 
changes  m  equipment. 

FEBRUARY  16 

WLEY,  Lexington,  Mass. — Voluntary  assignment  of 
license  to  Albert  S.  Moffat. 

KFAC,  Los  Angeles— Voluntary  assignment  of  license 
to  Los  Angeles  Broadcasting  Co.,  Inc. 

KFVD,  Los  Angeles— Voluntary  assignment  of  license 
to  Los  Angeles  Broadcasting  Co.,  Inc. 

KGIX,  Las  Vegas,  Nev.— CP  for  new  100  w.  trans- 
S,,if^  amended  to  request  change  of  transmitter  and 
studio  locally  to  Palace  Theatre  Bldg.  and  make  changes 
in  equipment. 

FEBRUARY  19 

Lewiston,  Me.— Philip  J.  Wiseman,  CP  to  use 
640  kc,  500  w.,  limited  time. 

„c!^?i^n  Hilo    Territory  of  Hawaii— Otis  Hill  for  CP  to 
I     ^"l-  ""limited  hours  amended  as  to  street 

address  of  transmitter  and  studio,  change  frequency  and 
power  requested  to  1210  kc,  100  w.,  change  equipment 
and  to  operate  minimum  of  12  hours  per  day. 

FEBRUARY  23 

NEW^  Dubuque  Telegraph  Herald,  (Portable  in  Du- 
buque County,  la.) -CP  for  1270  kc!  100  w.  Sp«  ex- 
perimental  to  test  for  location  of  KWLC 

a«^iP'M?r'T  T^-  (WDGY)    (Portable,  Minne- 

apolis, Mmn.)— License  covering  CP  for  1518  kc.  10  w 
tor  broadcast  pickup. 

FEBRUARY  24 

WMAS,  Springfield,  Mass.— CP  for  changes  in  equip- 

250  w  'ls'*'''^^  ^"""^  ^  ^- 

WRDO,  Augusta,  M.— CP  to  move  transmitter  and 
studio  to  Portland. 

WTAG,  Worcester,  Mass.— Modification  of  license  to 
increase  power  from  250  w.  night  500  w.  LS,  to  500  w 

KRMD,  Shreyeport,  La.— Modification  of  license  for 
change  in  specified  hours  Saturday  and  Sunday. 

KGFK,  Moorhead,  Minn.— License  on  CP  for  change 
m  equipment  and  increase  power  50  w.  to  100  w 

NEW,  Sacramento,  Calif.,  W.  L.  Gleeson— amended 
CP  for  new  station  to  use  1490  kc,  1  kw.,  U.  Amended 

KT^rd  KeIw.  ^"''"^'^  *° 

Applications  returned:  NEW,  Logan,  Ohio  J  R 
>,^'l?">"ren— CP  for  new  station  on  1310  kc,  4  w.,  D  • 
NEW  Fremont,  Neb.,  Raymond  M.  Brannon— CP  for 
new  station  on  1500  kc,  10  w.,  D. 

FEBRUARY  25 

WICC,  Bridgeport,  Conn.— CP  for  auxiliary  trans- 
mitter. 

NEW,  Newport,  R.  I.— S.  George  Webb,  CP  for  new 
station  on  630  kc.  250  w.  U 

^"^St^'T^o^^Y'  Providence,  R.  I.— Modification  of  CP 
grantea  l-rfl-JS  to  change  equipment,  frequency  and 
^°Z^-SJ^°'^-,  ^^^'^         100  w.  to  630  kc  250  w. 

WFEA,  Manchester,  N.  H.— Modification  of  CP  to 
mo^kc  1*^0  (experimental)  to 

WPTF    Raleigh,  N.  C— Consent  to  voluntary  assign- 
ment of  license  to  WPTF  Radio  Co.  and  determine  op- 
tV^^r  "  o^^""        ^"'«<=t  antenna  measurement. 
NEW,   Shreveport,  La.— Southland   Radio  Corp.,  CP 

t°i  KWEA*'°°  °°  ^^^^  ^'  ^^<l"^t« 

KMPC,  Beverly  Hills,  Cal.— Consent  to  voluntary  as- 
®'?J2?^?*  ,2*  hcense  to  Beverly  Hills  Broadcasting  Corp. 

NEW,  Tucson,  Ariz.— R.  D.  DuBoU  and  T.  R.  Put- 
nam d/b  as    The  Pima  Broadcasting  Company",  CP  for 

^^iTf^A  °"  .12.^"  Requests  facUities 

KVOA,  Tucson,  Anz. 


FEBRUARY  28 

WGNY,  Chester  Township,  N.  Y. — License  to  cover 
CP  granted  9-30-32  for  new  station ;  also  to  determine 
power  by  direct  antenna  measurement. 

WMAL,  Washington,  D.  C. — License  to  cover  CP 
granted  10-21-32  for  auxiliary  transmitter. 

WFOX,  Brooklyn,  N.  Y. — Modification  of  license  change 
hours  from  share  WCGU,  WLTH  and  WBBC  to  WFOX 
%  time,  WBBC  %  time  (facilities  WCGU  and  WLTH) 
amended  to  request  unlimited  hours  (facilities  WCGU, 
WLTH  and  WBBC,  Brooklyn,  N.  Y.) 

WIP,  Philadelphia — Special  authorization  to  increase 
power  from  500  w.  to  1  kw.  on  experimental  basis. 

WFLA-WSUN,  Clearwater,  Fla.— CP  to  make  changes 
in  equipment. 

'  WFBC,  Greenville,  S.  C. — Modification  of  CP  granted 
11-22-32  to  change  proposed  transmitter  and  studio 
location  to  West  Faris  Road  and  Imperial  Hotel,  Green- 
ville, S.  C,  respectively ;  also  extend  date  of  completion. 

KOIN,  Portland,  Ore. — CP  to  make  changes  in  equip- 
ment and  increase  operating  power  from  1  kw.  to  1  kw. 
night,  21/2  kw.  to  LS ;  also  license  to  cover  CP  granted 
11-11-32  to  change  transmitter  location  to  Barnes  Road, 
Portland,  Ore. 

NEW,  Redlands,  Cal. — Don  Lee  Broadcasting  System 
for  CP  to  use  780  kc,  500  w.,  night,  1  kw.  to  LS, 
unlimited  hours  (facilities  KTM,  Los  Angeles,  and 
KELW,  Burbank,  Cal.)  amended  to  change  power  re- 
quested to  500  w.  day  and  night. 


Decisions  .  .  . 


FEBRUARY  14 

KTRH,  Houston,  Tex. — Granted  60-day  authority  to 
increase  power  from  500  w.  to  1  kw.,  experimental  in 
order  to  make  certain  tests  in  territory  in  which  this 
station  is  located. 

WLS,  Chicago — Granted  authority  to  use  auxiliary 
transmitter  of  WENR  pending  action  on  application. 

KFRU,  Columbia,  Mo. — Granted  renewal  of  license, 
630  kc,  500  w.,  shares  with  WGBF  and  WOS  as  fol- 
lows: KFRU  and  WOS  half  time,  and  WGBF  half  time. 
Also  simultaneous  D  operation  with  WGBF. 

KGDY,  Huron,  S.  D.— Granted  CP  to  install  new  trans- 
mitter with  maximum  rated  power  of  250  w.,  change 
frequency   from    1200   to    1340    kc,    increase  operating 


Washington  Visitors* 


A.  J.  McCosker,  WOR,  Newark 

W.  S.  Hedges,  WMAQ,  Chicago 

J.  T.  Lyons,  WCAO,  Baltimore 

W.  J.  Damm,  WTMJ,  Milwaukee 

I.  Z.  Buckwalter,  WGAL,  Lancaster,  Pa. 

Donali  C.  Flamm,  WMCA,  New  York 

Lambdin  Kay,  WSB,  Atlanta 

T.  C.  Ward,  WLAC,  Nashville 

A.  B.  Church,  KMBC,  Kansas  City 

Gardner  Cowles,  Jr.,  KSO,  Des  Moines 

H.  K.  Carpenter,  WPTF,  Raleigh 

M.  A.  Howlett,  WHK,  Cleveland 

Ed  Craney,  KGIR,  Butte 

W.  W.  Gedge,  WMBC,  Detroit 

W.  C.  Evans,  Westinghouse,  Pittsburgh 

W.  O.  Pape,  WAPI,  Birmingham 

W.  S.  McCachren,  WNBW,  Carbondale,  Pa. 

David  C.  Sinclair  and  D.  V.  Allen,  WRAM, 

Wilmington,  N.  C. 
E.  R.  Boyle,  Oil  City,  Pa. 
J.  L.  Kaufman,  H.  L.  Bixbee  and  F.  G. 

Mulloy,  WCAE,  Pittsburgh 
N.  S.  Walker  and  C.  W.  Hayes,  WHBC, 

Canton.  O. 
John    Brownlee    Spriggs,    WNBO,  Silver 

Haven,  Pa. 
H.  F.  Gross,  Lansing,  Mich. 
Herman   Radner,   George  M.   Cootes,  and 

E.  H.  Clark,  Detroit 
H.  Ted  Busch,  Lansing,  Mich. 
H.  J.  Brennan,  WJAS-KQV,  Pittsburgh 
Roy  Thompson,  WLBG,  Altoona 
W.  K.  Henderson,  KWKH,  Shreveport 
P'athers  W.  A.  Burke,  John  W.  Hynes  and 

Abel  and  T.   S.  Walmsley,  Joachim  A. 

Fernandez,  Charles  I.  Denechaud,  N.  F. 

Montet    and    A.    C.    Pritchard,  WWL, 

New  Orleans 
Henry  P.  Rines,  WCSH,  Portland,  Me. 
Virgil  Evans,  WSPA,  Spartanburg,  S.  C. 
Clayton  C.  Townes,  WKBN,  Youngstown,  O. 
G.  W.  Martin,  Portland  (Me.)  Publishing 

Co. 

Stanley    Andrews    and    D.    E.  Bennett, 

KARK,  Little  Rock 
R.    E.    Wilson    and    Henry    Lee  Laylor, 

KABC,  San  Antonio 

•A  register  oi  visitors  at  the  offices  of  the 
Federal  Radio  Commission,  the  National 
Association  oi  Broadcasters  and  Broad- 
casting, Feb.  1  to  Feb.  27. 


power  from  100  to  250  w.  and  decrease  hours  of  opera- 
tion from  unlimited  to  D. 

KFXJ,  Grand  Junction,  Col. — Granted  modification  of 
license  to  increase  hours  of  operation  from  specified  to 
unlimited  (facilities  of  KGEW). 

KGHF,  Pueblo,  Col. — Granted  consent  to  voluntary 
assignment  of  license  to  Curtis  P.  Ritchie  and  Geo.  J. 
Ikleman. 

KMMJ,  Clay  Center,  Neb. — Granted  authority  to  op- 
erate from  5  to  6  am.,  CST,  daily,  in  order  to  broad- 
cast weather  conditions  and  other  information  to  the 
farms  and  ranches  in  this  area,  until  such  time  as  this 
period  may  be  required  by  station  WSB. 

KJR,  Seattle — Granted  consent  to  voluntary  assign- 
ment of  license  to  Fishers  Blend  Station,  Inc.  (Lessee). 

WRC,  Washington,  D.  C. — Granted  license  for  auxili- 
ary purposes  only,  950  kc,  500  w. 

KIEV,  Glendale,  Cal.— Granted  license,  850  kc,  100 
w.,  D  only. 

WILM,  Wilmington,  Del. — Granted  modification  of  li- 
cense to  change  hours  of  operation  from  specified  to- 
sharing  with  WAZL. 

FEBRUARY  21 

WAZL,  Hazelton,  Pa. — Granted  modification  of  license 
to  change  hours  of  operation  from  specified  to  sharing 
with  WILM. 

WGY,  Schenectady,  N.  Y. — Granted  authority  to  de- 
termine operating  power  by  direct  antenna  measurement. 

WNOX,  Knoxville,  Tenn. — Granted  renewal  of  license 
560  kc,  1  kw.  night  and  day ;  also  granted  renewal  of 
special  authority  for  1  kw.  additional  day  power. 

KGKL,  San  Angelo,  Tex. — Granted  authority  to  re- 
main silent  from  1 :15  to  7  p.m.  daily,  for  a  period  of 
12  days  beginning  at  once,  in  order  to  install  pipe  organ 
in  studio. 

KPJM,  Prescott,  Ariz. — Granted  authority  to  tempo- 
rarily reduce  hours  of  operation  from  unlimited  to  eight 
hours  daily  until  July  1,  1933,  and  station  allowed  to 
keep  its  status  as  unlimited  time  station. 

WSPD,  Toledo,  O. — Granted  authority  to  install  auto- 
matic frequency  control  equipment. 

WMT,  Waterloo,  la. — Granted  renewal  of  license,  600 
kc,  500  w.,  unlimited  time,  and  application  removed 
from  hearing  docket,  as  applicant  applying  for  WMT's 
facilities  has  been  dismissed  at  request  of  applicant. 

WTBO,  Cumberland,  Md. — Granted  special  authority 
to  reduce  hours  of  operation  from  unlimited  to  not  less 
than  7  hours  per  day,  for  period  of  30  days,  in  order 
to  repair  damaged  studios. 

WKBB,  E.  Dubuque,  111. — Granted  extension  of  com- 
mencement date  of  CP  to  2-21-33  and  completion  date 
to  5-21-33. 

KTHS,  Hot  Springs,  Ark. — Granted  authority  to  op- 
erate on  970  kc.  during  D  on  March  4  in  order  to 
broadcast  Inaugural  ceremonies. 

KELW,  Burbank,  Cal.  and  KTM,  Los  Angeles — ^Desig- 
nated application  for  renewal  of  license  for  hearing  and 
granted  temporary  license  subject  to  such  action  as 
Commission  may  take  on  pending  application  for  re- 
newal. 

WBAK,  Harrisburg,  Pa. — Granted  renewal  of  license 
1430  kc,  1  kw.,  specified  hours  of  operation. 

WHP,  Harrisburg,  Pa. — Granted  modification  of  li- 
cense to  increase  hours  of  operation  to  D  except  during 
those  hours  specified  in  license  of  WBAK ;  share  equally 
with  WCAH  at  night. 

WKRC,  Cincinnati,  O. — Granted  special  authority  to 
operate  with  an  additional  500  w.  on  experimental  basis 
for  period  ending  Sept.  1. 

WFLA-WSUN,  Clearwater,  Fla.— Granted  special 
authority  to  operate  with  power  of  1  kw.  at  night  with 
directional  antenna  and  2%  kw.  D  for  period  ending 
Sept.  1. 

Set  for  hearing :  WBHS,  Huntsville,  Ala.- — Consent 
to  voluntary  assignment  of  license  to  Radio  Station 
WBHS,  Inc. ;  NEW,  Dr.  Geo.  W.  Young,  Minneapolis, 
Minn.— CP  for  experimental  visual  broadcasting  service, 
2000-2100  kc,  500  w. ;  NEW,  Miss  Kathryn  Jones,  Flo- 
rence, Ala. — CP  to  operate  on  1420  kc,  100  w.,  D ; 
NEW,  Wilmington  Broadcasting  Co.,  Wilmington,  N.  C. 
— CP  to  operate  on  1370  kc,  100  w.,  share  with  WRAM  ; 
KQW,  San  Jose,  Cal. — CP  to  increase  power  from  500 
w.  to  1  kw.  D,  1  kw.  nighttime,  experimentally,  and  to 
make  changes  in  equipment  (facilities  of  KTM  and 
KELW)  ;  WSAI,  Cincinnati — CP  to  increase  D  power 
from  1  kw.  to  2%  kw.,  and  make  changes  in  equipment; 
NEW,  Portland  Maine  Publishing  Co.,  Portland,  Me.— 
Application  for  CP  to  operate  on  1340  kc,  500  w. ; 
NEW,  Chas.  W.  Phelan,  Portland,  Me. — Cancelled  grant 
of  CP  for  new  station  to  operate  on  1340  kc,  500  w., 
made  Feb.  10,  1933,  and  designated  application  for 
hearing ;  WEAO,  Columbus,  O. — Suspended  grant  made 
Jan.  24,  1933,  of  250  w.  additional  D  power,  and  desig- 
nated for  hearing  application  for  modification  of  license 
to  increase  D  power  to  1  kw.,  because  of  protest  of 
WSYR,  Syracuse,  N.  Y. 

KGEW,  Ft.  Morgan,  Col. — ^Denied  renewal  of  license 
as  in  default. 

KCRC,  Enid,  Okla. — Denied  authority  to  operate  from 
1  to  2  a.m.  daily,  with  250  w.  power,  beginning  Feb. 
27,  in  order  to  broadcast  a  trial. 

WKRC,  Cincinnati — Oral  argument  to  be  heard  by 
Commission,  en  banc,  on  application  for  renewal  of  li- 
cense on  550  kc,  500  w.  with  500  w.  additional  experi- 
mentally. 

Applications,  heretofore  set  for  hearing,  dismissed  at 
request  of  applicants:  WGAL,  Lancaster,  Pa. — ^Appli- 
cation 1310  kc,  100  w.,  250  w.  LS,  share  with  WRAW  ; 
NEW,  Lancaster  Broadcasting  Service,  Inc.,  Lancaster, 
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Pa. — Application  1230  kc,  500  w.  LS ; 
KDYL,  Salt  Lake  City — Application  780 
kc.  1  kw.,  unlimited  (facilities  of  KELW 
and  KTM)  ;  NEW,  The  WNPD  Co.,  New 
Philadelphia,  O. — Application  850  kc,  50 
w.,  LS. 

WEEU,  Reading,  Pa. — Authorized  to 
operate  general  experimental  station  on 
board  aircraft;  frequencies  60000-400000 
kc,  5  w. 

KIED,  Hollywood,  Cal. — Granted  author- 
ity to  operate  broadcast  pickup  station 
KIED.  Feb.  21  to  March  9. 

KRKD  and  KFSG.  Los  Angeles — Time 
sharing  agreement  dated  Feb.  13  approved, 
effective  Feb.  19. 

KIFS.  Klanjath  Falls,  Ore. — Authorized 
to  use  KIFS  under  provisions  of  Rule  218  ; 
frequency  1518  kc,  15  w. 

FEBRUARY  24 

WDGY,  Minneapolis — Granted  CP  to  in- 
stall new  equipment. 

KGFX,  Pierre,  S.  Dak. — Granted  CP  to 
make  change  in  equipment. 

KLCN,  Blytheville,  Ark. — Granted  CP  to 
move  transmitter  and  studio  locally,  make 
changes  in  equipment  and  increase  power 
from  50  to  100  w. 

KNX.  Los  Angeles — Granted  license  cov- 
ering change  in  equipment  increasing  max- 
imum rated  power  1050  kc,  25  kw.,  U. 

WHBC,  Canton,  O. — Granted  modifica- 
tion of  CP  extending  completion  date  from 
Feb.  18  to  March  18. 

KNOW,  Austin,  Tex.— Granted  modifi- 
cation of  CP  to  change  transmitter  loca- 
tion locally,  extend  commencement  date  of 
CP  from  Nov.  7,  1932,  to  immediately  and 
completion  date  from  Feb.  7  to  90  days 
from  date. 

WKEU,  LaGrange,  Ga. — Granted  modifi- 
cation of  CP  to  make  changes  in  trans- 
mitter. 

WMT,  Waterloo,  la. — Granted  authority 
to  determine  operating  power  by  direct  an- 
tenna measurement. 

WESG,  Elmira,  N.  Y.— Granted  modifi- 
cation of  license  to  increase  hours  from  D 
to  LS  in  accord  with  Rule  78  (sunset  at 
the  dominant  station ) . 

KTAB,  San  Francisco — Granted  modifi- 
cation of  license  to  move  main  studio  from 
San  Francisco  to  Oakland. 

W9XA,  Denver,  Colo.,  NBC — Granted  re- 
newal of  special  experimental  license,  830 
kc,  12.5  kw.,  hours  of  operation  in  accord 
with  Rule  320. 

Set  for  hearing:  WLTH,  Brooklyn,  N. 
Y. — Renewal  of  license;  WFOX,  Brooklyn 
— Renewal  of  license ;  NEW,  Hamilton, 
Ohio,  William  L.  Slade — CP  for  new  sta- 
tion on  1370  kc,  100  w.  U  (facilities  of 
WHBD). 

WCSH,  Portland,  Me.,  and  WRDO,  Au- 
gusta, Me.,  and  WFEA,  Manchester,  N. 
H.,  and  WSPD,  Toledo— Made  party  re- 
spondent in  case  of  application  of  Chas. 
W.  Phelan.  to  erect  a  new  broadcasting 
station  at  Portland,  Me. 

WEBR,  Buffalo,  N.  Y.— Reconsidered 
action  of  Feb.  10th,  in  defaulting  applica- 
tion for  modification  of  license  authoriz- 
ing the  use  of  auxiliary  transmitter  and 
set  for  hearing. 

NjEW,  Abilene,  Tex.,  John  Tindale — 
Denied  request  for  continuance  of  hearing 
from  March  1  to  April  15,  on  application 
for  new  station. 

WJBK,  Detroit,  Mich. — Suspended  ac- 
tion of  Feb.  3,  1933,  granting  station  in- 
crease in  nighttime  power  from  50  to  100 
w.,  and  set  case  for  hearing  because  of 
protest  of  WMBC,  Detroit,  and  WIBM. 
Jackson,  Mich. 

Examiners'  Reports  .  .  . 

WBBM,  Chicago,  and  KFAB,  Lincoln, 
Nebr. — Chief  Examiner  Yost  recommended 
(Report  453;  Dockets  1668,  1669,  1670  and 
1671)  that  applications  of  both  stations 
for  authority  to  install  automatic  fre- 
quency controls  and  to  operate  synchron- 
ously experimentally  be  granted. 

WKBH,  La  Crosse,  Wis. — Examiner 
Pratt  recommended  (Report  454;  Docket 
1854)  that  application  for  modification  of 
license  to  obtain  unlimited  time  instead  of 
sharing  with  KSO  be  denied. 

WAAT,  Jersey  City,  N.  J.— Examiner 
Hyde  recommended  (Report  455  ;  Dockets 
1517  and  1618)  that  applications  for  in- 
crease in  power  from  300  to  500  w.  and 
for  CP  to  install  new  equipment  be 
granted. 

KTAR,  Phoenix,  Ariz. — Examiner  Pratt 
(Report  No.  456,  Docket  No.  1679)  recom- 
mended that  application  for  increase  in 
night  power  from  500  watts,  to  1  kw.  be 
granted,  despite  protests  of  WTMJ,  Mil- 
waukee, and  KGW,  Portland,  Ore.,  con- 
cerning interference, 

KARK,  Little  Rock,  Ark.,  and  NEW. 
Arkansas  Radio  &  Recording  Co.,  Little 
Rock — Examiner  Pratt  recommended  (Re- 
port 457  ;  Dockets  1880  and  1820)  that 
application  of  KARK  for  renewal  of  li- 
cense be  granted  and  that  application  of 
Arkansas  Radio  &  Recording  Co.  for 
KARK'a  facilities  be  denied. 


Wave  Parley  Delay 
Until  Fall  Urged 

Special  Committee  is  Named 
To  Study  Technical  Data 

POSTPONEMENT  of  the  North 
American  Radio  Conference  on  re- 
distribution of  wave  lengths  for 
broadcasting  and  other  services 
until  late  this  summer  or  early 
fall  was  urged  by  various  radio 
groups  at  a  conference  under  the 
auspices  of  the  Department  of 
State  Feb.  23.  The  conference  ten- 
tatively is  scheduled  for  April  1 
at  Mexico  City,  but  it  was  agreed 
that  additional  time  is  necessary 
for  the  preparation  of  technical 
and  other  data. 

Senator  Wallace  White,  Jr.,  (R.) 
of  Maine,  and  Judge  E.  0.  Sykes, 
whose  term  as  a  radio  commis- 
sioner expired  Feb.  23  but  who  is 
likely  to  be  reappointed  after 
President-elect  Roosevelt  takes  of- 
fice, have  been  named  the  Ameri- 
can delegates  to  the  North  Ameri- 
can Conference. 

Following  the  Feb.  23  meeting, 
held  behind  closed  doors,  Senator 
White  appointed  a  special  commit- 
tee of  the  preliminary  conference 
group  to  hold  its  first  meeting  Feb. 
25  for  consideration  of  technical 
details.  This  committee  is  made  up 
of  one  representative  each  of  the 
dozen  different  groups  involved  in 
discussions,  such  as  broadcasters, 
government,  communications,  aero- 
nautical and  the  like.  Philip  G. 
Loucks,  NAB  managing  director, 
will  represent  broadcasters,  and 
after  March  1  will  cooperate  with 
James  W.  Baldwin,  Radio  Commis- 
sion secretary,  whose  resignation 
becomes  effective  that  day  and  who 
joins  the  NAB  to  handle  as  his 
first  assignment  the  North  Ameri- 
can problem. 

With  enlargement  of  the  broad- 
cast band  below  550  kc.  being  fos- 
tered by  the  NAB,  but  with  Navy 
and  shipping  groups  opposing  the 
move  though  inclined  to  assent  to 
enlargement  above  1500  kc,  the 
various  groups  will  endeavor  to 
compose  their  differences  as  soon 
as  possible  and  have  the  American 
delegation  go  to  Mexico  City  with 
definite  instructions  and  with  a 
united  front.  Details  of  the  de- 
liberations, it  has  been  agreed  by 
all  concerned,  will  not  be  made 
public.  A  complete  report,  pre- 
senting the  position  of  the  NAB  in 
behalf  of  the  broadcasting  indus- 
try, has  been  drafted  and  approved 
by  the  NAB  board. 


Presidential  "Mike" 

A  MICROPRONE  desk  with  out- 
lets for  four  microphones,  hollow 
and  lined  with  steel  to  render  it 
bullet-proof,  has  been  presented  to 
President-elect  Roosevelt  by  CBS 
for  use  during  his  official  career. 
The  presentation  was  made  last 
week  by  Herbert  Glover,  director 
of  CBS  news  broadcasts,  at  Mr. 
Roosevelt's  New  York  residence. 


Mr.  McCosker 


WOR  Is  Paid  Tribute 
On    Eleventh  Birthday 

WITH  the  felici- 
tations of  n  a  - 
tional  and  state 
notables,  WOR, 
Newark,  observed 
its  eleventh  anni- 
versary Feb.  23 
with  a  special 
program  directed 
by  George  Shack- 
ley,  WOR  musi- 
cal director,  and 
featuring  such  radio  artists  as 
Philip  James,  Paul  Whiteman, 
Marie  Girard,  Veronica  Wiggins, 
Jack  Arthur,  Eddy  Brown,  Paul 
Alpert,  Margaret  Anglin,  Uncle 
Don,  Maj.  Bowes  and  Capitol 
Family,  Yascha  Bunchik  and  Pick 
and  Pat. 

Speaking  to  the  WOR  audience, 
A.  J.  McCosker,  station  director 
and  president  of  the  NAB,  an- 
nounced the  forthcoming  comple- 
tion of  WOR's  new  50  kw.  station, 
and  read  the  following  telegram 
from  President  Hoover :  "I  heartily 
congratulate  the  management  of 
Station  WOR  upon  the  celebration 
of  the  eleventh  anniversary  of  its 
noteworthy  service  in  the  field  of 
radio  broadcasting,  so  valuable  in 
supplying  the  people  with  news, 
entertainment  and  facts  useful  in 
the  formation  of  public  opinion." 


KSOO  is  Sued  By  A.  P. 
On  News  Broadcasts 

A  SUIT  to  test  the  right  of  the 
Associated  Press  to  prohibit  the 
unauthorized  broadcasting  of  its 
news  was  filed  in  the  federal  dis- 
trict court  at  Sioux  Falls,  S.  D., 
Feb.  25  by  the  A.  P.  against  KSOO 
of  that  city,'  according  to  an  Asso- 
ciated Press  dispatch.  A  tempo- 
rary restraining  order,  returnable 
March  6,  was  signed  by  Judge 
James  D.  Elliott. 

The  temporary  order  bars  KSOO, 
as  it  reads,  from  "pirating,  appro- 
priating, using  or  disseminating  to 
the  general  public  news  gathered 
and  obtained  through  the  labor  and 
expenditure  of  the  complainant 
corporation  during  such  period  as 
such  news  retains  and  has  com- 
mercial value  as  news  to  complain- 
ant and  members  of  complainant 
corporation,  said  period  to  be  not 
less  than  24  hours  after  the  first 
publication  of  said  news,  in  a  news- 
paper which  is  a  member  of  the 
complainant  corporation." 

Counsel  for  the  A.  P.  made  it 
clear  that  the  suit  is  in  no  sense 
an  attack  on  KSOO  or  any  other 
station,  but  simply  a  test  case — 
the  first  of  its  kind  ever  filed. 
Counsel  for  Joseph  Henken,  KSOO 
owner,  had  no  comment  to  make 
at  the  time. 


NEW  STUDIOS  of  WPRO,  Provi- 
dence, will  be  established  in  the 
Metropolitan  Theater  Bldg.  by 
April  1.  Three  large  studios  and 
a  rehearsal  room,  one  containing 
a  Wurlitzer  grand  organ,  will  be 
included. 


SKELLY  OIL  Co.,  Tulsa,  is  tran- 
scribing a  new  radio  serial,  "The 
Air  Adventures  of  Jimmie  Allen," 
in  the  Chicago  studios  of  World 
Broadcasting  System.  C.  E.  Ball, 
advertising  manager  of  Skelly  Oil, 
and  the  Russell  C.  Comer  Adver- 
tising Co.,  Kansas  City,  are  super- 
vising the  recordings  which  will 
shortly  be  released  as  a  five  times 
weekly  feature  in  the  company's 
territory.  Authors  of  the  sketches 
are  Robert  Burtt  and  Willfred  G. 
Moore,  world  war  combat  pilots. 


Ban  on  ^Tlugging" 
Urged  by  Schuette 

Two  More  Music  Publishers 
Offer  Catalogues  Free 

REITERATING  his  recommenda- 
tions that  broadcasting  stations 
boycott,  so  far  as  possible,  the 
"plugging"  of  musical  compositions 
of  the  American  Society  of  Com- 
posers, Authors  &  Publishers,  Os- 
wald F.  Schuette,  NAB  copyright 
director,  in  a  special  bulletin  Feb. 
23  again  emphasized  the  import- 
ance of  this  procedure. 

"I  am  again  calling  the  atten- 
tion of  program  directors  to  the 
importance  of  continuing  to  limit 
the  use  of  compositions  'restricted' 
by  ASCAP",  Mr.  Schuette  said. 
"So  far  as  advertisers  insist  on 
the  use  of  these  numbers,  I  do  not 
ask  any  station  to  take  steps  that 
might  jeopardize  relations  with 
their  clients.  On  sustaining  pro- 
grams, however,  it  should  be  pos- 
sible to  dispense  with  the  use  of 
these  numbers,  and  to  stop  all  re- 
quests for  permission  to  use  them. 
The  same  is  true  of  compositions 
which  previously  had  been  restrict- 
ed but  which  ASCAP  now  is  en- 
deavoring to  replace  on  the  air. 

"At  the  same  time  I  am  also 
urging  program  directors  to  de- 
vote more  attention  to  the  discov- 
ery of  new  and  unused  music. 
Leaders  of  orchestras  and  bands 
affiliated  with  radio  stations  should 
be  particularly  asked  to  cooperate 
in  refusing  the  requests  of  these 
publishers  to  'plug'  compositions 
merely  to  benefit  individuals  who 
have  taken  so  hostile  an  attitude 
toward  the  broadcasting  industry." 

Additional  proffers  from  non- 
ASCAP  music  publishers  to  permit 
stations  to  use  their  music  cata- 
logues without  the  payment  of  a 
copyright  fee  were  disclosed  by  Mr. 
Schuette.  William  Roach  Publica- 
tions, 635  East  Elizabeth  St.,  De- 
troit, he  said,  had  made  such  an 
offer.  He  announced  also  receipt 
of  a  letter  from  the  W.  H.  Sajew- 
ski  Music  Publishing  Co.,  publish- 
ers of  foreign  music,  1017  Milwau- 
kee Ave.,  Chicago,  making  a  simi- 
lar proposal.  He  suggested  that 
stations  interested  in  broadcasting 
Polish  programs  get  directly  in 
touch  with  Mr.  Sajewski. 


Stephen  B.  Davis 

STEPHEN  B.  DAVIS,  who  as  so- 
licitor of  the  Department  of  Com- 
merce under  Secretary  Hoover  was 
largely  instrumental  in  framing 
the  present  radio  law,  died  at  his 
home  in  New  York  Feb.  17  of  a 
heart  attack.  He  was  58  years  of 
age.  At  the  time  of  his  death  he 
was  associated  in  law  practice  with 
Col.  William  J.  Donovan,  former 
Assistant  Attorney  General.  Judge 
Davis  was  a  former  justice  of  the 
New  Mexico  Supreme  Court  and 
held  many  other  high  public  of- 
fices. He  was  in  the  Department 
of  Commerce  when  the  old  com- 
munications law  broke  down  in 
1926,  leading  to  the  1927  radio  act. 
His  book,  "The  Law  of  Radio," 
was  the  first  treating  this  new 
field  of  jurisprudence  and  is  still 
regarded  as  a  classic  of  radio  law. 
He  was  to  be  buried  at  Las  Vegas, 
N.  M. 
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The  Other  Fellow's  Viewpoint . . . 


"HELLO,  MAMA" 

Jackie  Russell  Makes  Air  Debut 
 On  Competitor's  Station  


First  Hook-up 

To  the  Editor  of  Broadcasting: 

In  the  January  15  number  of 
Broadcasting,  page  22,  under  the 
caption  of  Studio  Notes,  appears  a 
paragraph  relating  to  chain  broad- 
casting. This  statement  indicates 
that  John  Shepard,  III,  "claims 
the  distinction  of  carrying  with 
WEAF,  New  York,  the  first  chain 
broadcast  in  America."  Mr.  Shep- 
ard may  be  correct,  but  I  ask  your 
attention  to  the  following  facts. 

WEAF  was  owned  by  the  A.  T. 
&  T.  Co.,  which  built  and  operated 
WCAP  (now  WRC),  Washington, 
and  started  the  operation  of  the 
latter  station  along  about  June, 
1923.  It  is  hardly  creditable  that 
the  big  telephone  organization 
would  have  sei'ved  another  station, 
when  it  owned  one  of  its  own. 

This  statement  may  not  be  whol- 
ly clear,  owing  to  a  confusion  of 
dates  mentioned  in  your  article 
and  shown  above;  however,  let  me 
make  clear  that  WCAP  carried 
the  first  chain  programme  brought 
into  Washington — and,  I  believe 
the  first  ever  carried  over  wires — 
on  July  4,  1923. 

Possibly,  WNAC  has  been  mis- 
quoted, as  to  the  date  they  give. 
I  mention  this  because,  on  July  4, 
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Brokers  in  Radio  Stations 

Also  in  used  equipment 

Lut  tcUh 

AMERICAN  RADIO  STATION 
BROKERAGE  COMPANY 
509  So.   Hobart  Blvd., 
Los  Angeles,  Calif. 


1923,  the  Tammany  Society  of  New 
York  City  had  its  usual  Fourth  of 
July  Celebration  at  noon.  Amongst 
the  speakers  was  a  prominent  poli- 
tician of  Boston.  This  being  the 
fact,  it  may  be  that  WNAC  did 
take  service  from  WEAF  in  this 
instance,  although  I  have  reason 
to  believe  that  the  only  station 
taking  the  N.  Y.  programme  from 
WEAF  was  WCAP  of  Washington. 
I  was  a  listener  on  that  programme 
and  recall  it  fully. 

I  believe  that,  after  WEAF  had 
brought  a  N.  Y.  programme  down 
to  Washington  and  placed  it  over 
WCAP,  within  a  few  weeks  simi- 
lar service  was  given  to  the  RCA, 
then  operating  stations  WJZ  and 
WJY,  with  equipment  on  42nd 
Street,  N.  Y.,  opposite  Bryant 
Park.  The  programme  from 
WEAF  to  the  RCA  stations  was 
carried  over  Western  Union  wires, 
laid  under  the  tracks  of  the  Sixth 
Avenue  Elevated  Railway.  This 
wire  service  was  rather  unsatis- 
factory and  was  replaced  at  a  later 
date. 

After  the  first  chain  broadcast 
of  WCAP,  such  broadcasts  were 
intermittent,  for  a  while — as  from 
N.  Y.  Shortly  after  July  4,  1923, 
WCAP  started  sending  pro- 
grammes up  to  New  York.  WCAP 
furnished  such  programmes  as 
WEAF  was  unable  to  procure, 
such  as  the  government  bands,  etc. 
In  fact,  most  of  the  chain  work  at 
that  time  originated  in  Washing- 
ton. 

I  believe  you  will  be  able  to  con- 
firm these  statements,  should  you 
care  to  do  so. 

Chas.  E.  Rowe, 

Washington,  D.  C. 


TO  ENABLE  British  listeners  to 
enjoy  continental  programs.  His 
Master's  Voice,  a  leading  English 
phonograph  manufacturer,  recent- 
ly issued  a  new  series  of  language 
records.  The  series  is  so  compre- 
hensive that  it  answers  the  re- 
quirements from  the  beginner  to 
those  who  merely  need  to  polish 
up  on  their  knowledge  of  any 
language. 


CLASSIFIED 

ADVERTISEMENTS 

Classified  advertisements  in 
Broadcasting  cost  7c  per  word  for 
each  insertion.  Cash  must  accom- 
pany order. 

Forms  close  28th  and  13th  of 
month  preceding  issue. 


Radio  Feature 


Jevinsh  Radio  Features — Unique  radio 
programs  for  advertisers  interested  in 
Jewish  market  covering  3  million  con- 
sumers in  Metropolitan  New  York. 
Sketches,  serials,  dramas,  musical  come- 
dies, highest  standard  musical  programs. 
We  control  greatest  Jewish  talent.  Box  81, 
Broadcasting. 

Situations  Wanted 

4-A  Agency  radio  director,  now  em- 
ployed, wants  job  as  continuity-writer  and 
publicity  director  with  station.  Offers 
7-year  advertising  and  newspaper  back- 
ground. Journalism  graduate.  Box  82, 
Broadcasting. 

Young  lady  holding  first  class  radiotele- 
phone license  desires  position  in  broad- 
easting  station.  Experienced  operator  and 
announcer.  Musical  training  and  typist. 
References.  Address  Box  61,  Broadcasting. 


"THAT'S  professional  courtesy  for 
you",  opined  Jackie  Russell,  2% 
year-old-son  of  Frank  M.  Russell, 
NBC  Washington  vice  president, 
after  his  debut  as  a  broadcaster, 
which,  incidentally,  was  made  over 
WJSV,  CBS  Washington  outlet 
and  his  daddy's  opposition.  The 
full  text  of  Jackie's  broadcast,  de- 
livered Feb.  19,  was:  "Hello, 
Mama!" 

Mrs.  Russell  for  the  last  several 
weeks  has  been  in  North  Carolina 
recuperating  from  a  recent  illness. 
On  the  particular  day  young  Jackie 
was  dropped  off  at  the  home  of 
Harry  Butcher,  CBS  executive 
and  WJSV  manager.  It  should  be 
explained  that  Russell  and  Butcher, 
while  competitors,  are  intimate 
personal  friends. 

Butcher  figured  it  would  be  a 
pleasant  surprise  for  Mrs.  Russell 
to  hear  from  her  son.  There  are 
no  telephone  connections  to  the 
place  Mrs.  Russell  is  staying,  how- 
ever. So  he  conceived  the  broad- 
cast idea,  since  WJSV  is  picked  up 
nicelj'  at  the  point,  and  made  the 
arrangements.  He  wired  Mrs.  Rus- 
sell to  tune  in  WJSV  at  the  proper 
moment. 

The  network  program  ended. 
The  announcer  intoned  "WJSV, 
across  the  Potomac  from  Washing- 
ton." Butcher  nudged  Jackie  and 
WJSV's  audience  without  expla- 
nation, heard  the  cry  "Hello 
Mama!"  But  Mrs.  Russell  —  500 
miles  away — didn't  need  an  expla- 
nation. 

During  her  convalescence,  Mrs. 
Russell  has  also  been  listening 
each  afternoon  to  WPTF,  NBC  out- 
let at  Raleigh,  where  H.  K.  Carpen- 
ter, manager,  has  arranged  a  spe- 
cial program  including  some  of  her 
favorite  music. 


More  Radio  Reporting 

To  the  Editor  of  Broadcasting: 

Recently,  about  three  miles  from 
Durango,  Colo.,  on  the  face  of  a 
lather  steep  rock  bluff,  the  rocks 
commenced  sluffing  off  and  tum- 
bling down  to  the  floor  of  the 
canyon  below — a  distance  of  some 
several  hundred  to  thousand  feet. 
The  cause  of  this  sluffing  is  due, 
so  it  is  said,  to  the  settling  of  the 
rock  mountain  at  that  section  down 
through  a  burnt  out  coal  vein  sup- 
posed to  lie  beneath  the  mountain 
several  hundred  feet. 

The  story  of  this  settling  was 
broadcast  as  a  news  item  over  two 
stations  that  your  writer  happened 
to  listen  to,  KOA  and  KFI,  the 
announcers  making  an  excellent 
word  picture  of  the  event,  which 
is  going  on  right  along  now. 

Result:  Immediate  action.  A 
party  wrote  in  to  the  Durango 
Chamber  of  Commerce  and  asked 
for  information  as  to  obtaining  a 
permit  for  a  concession  or  two  at 
the  location. 

This  information  came  to  me 
through  one  of  the  members  of 
the  Lions  Club  in  Durango.  To 
him  it  seemed  a  joke.  To  me  it's 
an  excellent  fact  as  to  the  results 
to  be  obtained  through  the  use  of 
radio. 

Hammond  Mathews, 
District  Superintendent, 
Western  Colorado  Power  Co., 
Silverton,  Colo. 


Juvenile  Program 

{Continued  from  page  13) 

the  Walter  Drey  organization,  the 
results  of  which  already  have  been 
recounted.  In  the  pre-Christmas 
season  it  was  being  broadcast  daily 
on  WINS,  four  times  a  week;  on 
WOR  simultaneously  with  WINS, 
and  six  times  a  week  on  WABC 
and  a  CBS  network. 

Since  Jan.  1,  1933,  the  Roman 
Marconi  Co.  has  become  an  asso- 
ciate sponsor  of  the  Roundup  one 
day  a  week  on  WINS.  Mr.  Drey, 
the  New  York  distributor  of  Mon- 
arch typewriters,  sponsors  the 
other  programs  alone  on  WINS. 
The  Remington-Rand  Corp.  spon- 
sors the  thrice  weekly  broadcasts 
of  the  Roundup  on  CBS. 

Although  WINS  has  charge  of 
the  production  and  its  own  an- 
nouncer, producer,  etc.,  are  used, 
the  program  is  fed  to  WINS  from 
CBS  on  Tuesday,  Thursday  and 
Saturday.  The  reason  is  that  it 
is  spotted  on  CBS  at  5:45  p.m., 
which  is  the  same  time  it  goes  off 
WINS.  Columbia  preferred  to 
have  its  own  control  room  staff 
doing  the  job  for  the  network,  so 
that  the  Roundup  is  on  the  air  45 
minutes  from  the  CBS  studios,  only 
the  last  15  minutes  of  which  goes 
on  the  network.  All  other  days  it 
goes  on  the  air  from  WINS. 

The  program  is  open  to  sponsor- 
ship participation  by  one  or  more 
accounts.  Participating  sponsors 
may  buy  one  day's  sponsorship  or 
more  and  participation  includes 
mention  of  all  accounts  on  each 
day's  broadcast. 

"Cowboy  Tom's  Roundup"  has 
emphasized  two  things  for  us: 
First,  the  advisibility  of  a  spon- 
sor using  an  independent  station 
to  build  his  program  before  he 
puts  it  on  the  network,  or  of  tak- 
ing over  a  program  already  de- 
veloped by  a  station,  instead  of 
making  a  costly  experiment  with 
an  untried  pogram  on  a  hookup; 
and  second,  the  advantages  of  al- 
lowing the  audience  to  build  its 
own  program.  This  can  be  done 
by  constantly  changing  the  ele- 
ments in  the  program  and  retain- 
ing only  those  features  the  public 
likes,  without  regard  to  precon- 
ceived ideas  or  opinions  of  "ex- 
perts" within  the  studio. 


Los  Angeles  Bread  Co. 
Claims  Oldest  Program 

DAVIS  PERFECTION  Bread  Co., 
Los  Angeles,  on  March  3  sponsors 
its  426th  consecutive  weekly  variety 
show  over  KNX,  Hollywood.  The 
program,  known  as  the  "Optimis- 
tic Revue",  is  said  to  be  the  oldest 
on  the  air  as  to  unbroken  pres- 
entation. It  was  inaugurated  by 
the  Davis  Company  over  KNX  in 
January,  1925.  It  has  been  on  the 
air  for  an  hour  every  Friday  eve- 
ning since. 

Officials  of  the  concern  discarded 
all  other  advertising  mediums  four 
years  ago  and  have  concentrated 
a  sales  force  of  320  on  exploiting 
the  radio  program.  Fred  Hagel- 
berg,  sales  director  for  Davis, 
largest  independent  bakery  in 
Southern  California,  credits  the 
radio  campaign  with  making  pos- 
sible an  increase  in  the  company's 
gross  income  despite  the  depres- 
sion. 
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KMOX  in  St.  Louis 

SURROUNDED  BY  THE  UNITED  STATES! 

at  the  gateway  of  the  great  Southwest,  with 
^^^^#  fifty  times  more  power  than  any  other  St. 
Louis  Radio  Station,  is  the  only  one  able  to  do  a  comprehensive 
job  of  covering  the  entire  St.  Louis  Market — and  the  greater       "'^  - 
part  of  the  entire  Southwest — intensively! 

Recent  popularity  surveys  indicate  that  from  the  listeners'  point 
of  view  KMOX  is  the  favorite  by  a  margin  of  nearly  fifty  per 
cent.  And  one  advertiser  (name  on  request)  before  selecting 
our  station,  made  two  thousand  interviews  on  radio  station  popu- 
larity in  his  own  stores.  Much  to  our  gratification  he  called  a 
few  days  ago  to  tell  us  that  KMOX  led  by  a  vote  of  three  to  one. 
We  have  many  more  "popularity" — and  results — stories  in  our 
files  which  we'll  be  happy  to  send  to  interested  advertisers  and 
agencies. 


K-M-O 


The  VOICE  o/ST.  LOUIS,  INC. 


MART  BLDG., 


50,000  Watts    1 090  Ki  locycles 
275.1  Meters 


ST.  LOUIS 


Transmitter:  Baumgarten  Rd., St.  Louis  County 


485  Madison  Avenue,  New  York 
410  North  Michigan  Ave.,  Chicago 


Representatives : 

RADIO  SALES,  Inc. 
BASIC  STATION  OF  THE  COLUMBIA  BROADCASTING  SYSTEM 
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Whether 

HIGH  POWER 

OR 

LOW  POWER 

RCA  VICTOR 
BROADCAST  EQUIPMENT 

is  the  choice 
of  the 

LEADERS  IN  THE  FIELD 


RCA  Victor  Co.,  Inc. 

(A  Radio  Corporation  of  America  Subsidiary) 
TRANSMITTER  SECTION 

CAMDEN,  N.  J. 

"RADIO  HEADQUARTERS" 
153  E.  24th  Street,  New  York  Qty  235  Montgomery  Street,  San  Francisco 

111  N.  Canal  Street,  Chicago  Sante  Fe  Building,  Dallas,  Texas 


BROADASTING 


combined  with 


Published 
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Canada  and  Foreign 
$4.00  the  Year 


WASHINGTON,  D.  C. 
MARCH  15,  1933 


m.OO  the  Year 
15c  the  Copy 


We  Present  Our  Case 


COVERAGE ! 

New  York  Metropolitan 
area  .  .  .  world's  richest 
market . . .  1 2,000.000  pop- 
ulation within  WMCA 
"good  service"  area  .  .  . 
3,000,000  receiving  sets 
.  .  .  that's  coverage! 


TRANSMISSION ! 

New  $100,000  transmis- 
sion plant  now  in  opera- 
tion .  .  .  located  in  the 
geographical  center  of 
Metropolitan  area  . . .  two 
300  foot  insulated  towers 
.  .  .  grounded  in  salt  marsh 
. . .  every  known  device  for 
perfect  powerful  transmis- 
sion. 


PROGRAMS ! 

A  fast  moving,  varied  pro- 
gram schedule  in  the  New 
York  tempo  and  manner 
.  .  .  WMCA  covers  prac- 
tically every  event  .  .  . 
every  happening  that  is  of 
interest  to  New  Yorkers. 


Theatres  Di-ama  Hockey 


STUDIOS ! 

A  truly  modern  broadcast- 
ing plant. ..  1 8,000  square 
feet  of  modern  broadcast 
facilities  in  the  WMCA 
Building  .  .  .  latest  type 
equipment  .  .  .  and  the 
popular  WMCA  Little 
Theatre  of  the  Air. 


Ni^ht  Clubs  Banouets        Bowrnf  Mission 


PERSONNEL ! 

A  highly  trained  organi- 
zation of  more  than  75 
showmen,  technicians  and 
engineers  .  .  .  builders  of 
vital,  attention-compel- 
ling programs. 


RESULTS ! 

WMCA  has  proven 
through  actual  results  for 
a  varied  clientele  that 
New  York  is  now  one  of 
the  easiest  markets  in  the 
world  in  which  to  gain  a 
firm  foothold.  Let  us  tell 
you  of  the  experiences  of 
others. 


I.  J.  Fox  Fur  Company 


.o„^"-»Ho!:;cr^^'''' 

^*'"n  H„..        *  Coffee 


KNICKERBOCKER 
BROADCASTING 
CO  INC. 

DONALD  FLAMM,  President 


America's  Premier  Regional  Station 

WMCA 

THE      "AIRLINE"      TO  THE 

NEW  YORK 

METROPOLITAN  AREA 


IVMCA  BUILDING 
NEW  YORK  CITY 

CHICAGO  OFFICE 
FREE  &  SLEININGER 
180  NO.  MICHIGAN  AVE. 
CHICAGO.  ILL. 


^^We  couldn't 


afford  to 
diseoiitinue 


WKR€ 


99 


The  Cincinnati  advertiser  who  recently  made  this  statement  had  to  cut  down 
expenses  somewhere.  He  began  to  watch  every  advertising  dollar  closely. 
And  it  was  then  that  he  learned  just  how  effective  WKRC  was  in  increasing 
his  sales — and  in  building  "good-will"  for  his  organization  among  the  retail 
trade.  He  found  that  he  couldn't  afford  to  discontinue  WKRC,  and  re- 
newed his  contract  for  another  six  months! 

WKRC  shows  definite  sales-results  because  it  is  the  only  outlet  for  the  ever- 
popular  Columbia  Network — because  it  occupies  a  preferred  position  on 
the  dial  (550  kilocycles) — because  it  has  the  finest  of  technical  equipment — 
and  operates  on  a  full  19  hour  schedule. 

If  you  wish  to  secure  immediate  distribution — increase  your  sales — build 
good-will  among  your  retail  outlets — spot  a  trial  campaign  on  WKRC.  You 
too  will  renew.    You  will  discover  you  can't  afford  to  discontinue  WKRC. 


WKRC 


CineiDnati,  Ohio 
lOOOi  Watts  Wl" 


New  York  and  Chicago  Sales^Representatives : 
RADIO  SALES,  INC. 

485  Madison  Ave.,  New  York     410  N.  Michigan  Ave.,  Chicago,  III. 


m 


AN  EVENING  SCHEDULE  OF  MORE  THAN  70%  COLIJMBIA^PROGRAMS 
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NEW  70RK 


OWE  BOWEN 


ANSAS  CITY 


OMAHA 


SAN  FBANCISCO 


NCORPORATED 
PRESENTATIVES  FOR  BROAOCASTINC  STAnONS 


SEND  REPLY  TO 
CHICAQO  OFFICE 

40O  NORTH  MICHIGAN  AVE. 

CHICAGO 


February  16,  1933 


Mr.  Billings: 


Yom-  station  has  done  such  a  m  gnif  icent  job  on  the  SOS  camiDaigti 
that  I  thoughb  you  would  be  interested  in  some  specific  figures. 

First  of  all,  on  a  schedule  of  16  staticns,  all  large  netv/ork 
affiliated  stations,  KSTP  brought  in  more  inquiries  enclosing 
carton  tops  than  any  other  tvo  stations  on  the  schedule. 


Secondly,  the  cost  per  inquiry  on  KSTP  tvas  the  lowest  on  the 
entire  schedule  -  beir^  exactly  50^  of  the_  c  ost  of  the  next 
station. 

It  so  happened  that  in  the  Tv/in  Cities, due  to  a  certain  local 
sales  problem,  tnwo  staticaas  were  used.    In  every  other  city 
only  one  station  v/as  used. 

Here  are  the  actual  returns  from  January  12  to  February  2  in- 
clusive: 


Stati  on 
KSTP 

Station  B 


lluiriber  of  Inquiries      Cost  per  Inquiry 


1502 
431 


6ji 
28jzf. 


At  less  gross  cost  per  week,  KSTP  brought  in  abo\rt;  3^  times  the: 
nuniber  of  inquiries,  at  less  than  1/4  the  cost  per  inquiry. 

Congratulations  I    You  have  done  an  excellent  job. 


Sinceoely, 


Lawrence  Field :mb 

Mr.  Ford  Billings 
Radio  Station 
St»  Paul,  Minn 


Western  Manager 
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►  CONSECUTIVE  WEEKS 

^t/ie  WLS  Barn  Dance  Crew 


Has  Played  With  Every  Seat  Taken 


In  One  Year 

117,332 

People  Paid 
75c  Each  to  See 
This  Radio  Pro- 
gram Broadcast 


One  Solid  Year  at 
the  Eighth  Street  Theatre 
in  Chicago 

On  March  19,  1932,  WLS  started 
broadcast  the  National  Barn  Dance  froiri 
the  Eighth  Street  Theatre  in  Chicago 
Tickets  are  75c  per  person. 

When  the  cowbells  ring  the  show  starts 
And  this  cast  of  more  than  65  WLJ 
Artists  keeps  it  going  till  midnight. 

The  first  show  starts  at  7 — the  second  « 
9:45.     Even   on   the   coldest   night  th 
winter   the   house    was    sold   out.  Lower 
photo  shows  crowd  waiting  for  the  seconc 
show  to  start. 


Every  State  in  the  Union  Listens 
to  tlie  National  Barn  Dance 

The  largest  single-station  radio  audience  in  the  world  listens  to  the  WLS  Saturday  Nigh 
National  Barn  Dance.  This  audience  reaches  from  Coast  to  Coast  and  from  Canada  tc 
Mexico,  as  proved  week  after  week  by  the  mail  response. 

The  WLS  National  Barn  Dance  offers  to  advertisers  an  opportunity  that  is  unequalleti 
anywhere  else.     If  you  will  write  or  call,  we  shall  be  glad  to  tell  you  more  about  it 


WLS 


—  The  Prairie  Farmer  Station 


Burridge  D.  Butler,  President  Glenn  Snyder,  Manager 

1230  West  Washington  Blvd.,  Chicago,  111. 
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Radio  Plays  Major  Role  in  Banking  Crisis 

By  MARTIN  CODEL 


Facilities  Are  Placed  at  Command  of  Nation's  Leaders 
Whose  Messages  Prove  Steadying  Influence  on  Populace 


"Calm,  Confidence,  Good  Humor" 

Upon  the  broadcasting  industry — and  no  less  upon  the  spon- 
sors of  broadcast  programs  and  their  agencies — rests  a  tremen- 
dous responsibility.  Gratified  as  we  may  be  with  the  way  radio 
reported  the  inauguration  ceremonies,  the  Presidential  proclama- 
tions, the  convening  of  the  new  Congress  and  the  general  news 
of  the  banking  crisis,  we  must  not  stop  with  those  achievements. 
Each  of  us  in  radio,  whether  we  operate  stations  or  use  the  time 
of  stations,  has  an  intensified  responsibility  in  the  weeks  to  come, 
during  which  President  Roosevelt  and  our  other  new  leaders  will 
unquestionably  solve  our  financial  ills. 

That  responsibility,  in  addition  to  cooperation  with  our  local 
as  well  as  national  leaders,  is  the  maintenance  of  a  spirit  of  calm, 
confidence  and  good  humor.  Such  a  spirit  should  prevail  in  our 
own  business  procedure,  of  course,  but  more  than  that  it  should 
be  the  keynote  of  our  broadcast  programs.  On  behalf  of  the 
organized  broadcasting  industry,  I  have  proffered  the  new  Ad- 
ministration radio's  full  and  unqualified  cooperation  in  the  tasks 
before  it.  This  offer  was  extended  not  merely  with  the  thought 
that  we  will  cheerfully  clear  the  air  for  the  President  on  an  in- 
stant's notice  as  he  sees  the  need,  but  with  the  idea  that  our  own 
peculiarly  direct  and  intimate  relations  with  the  people  can  do 
much  to  maintain  morale  during  the  crisis. 

As  we  radiate  calm,  confidence  and  good  humor  in  our  attitude 
and  in  our  broadcasts,  so  will  the  listening  public — 60,000,000  of 
our  citizens — become  infused  with  the  same  spirit.  Radio's  stake 
is  our  country's  stake.  There  are  no  interests  paramount  to  the 
interests  which  President  Roosevelt,  in  whom  we  all  have  bound- 
less faith,  is  striving  to  protect. 

ALFRED  J.  McCOSKER, 
President 

National  Association  of  Broadcasters 


CAUGHT  in  the  whirlpool  of  the 
[  banking  crisis,  radio  not  only 
'  stayed  on  even  keel   but  moved 
'  swiftly  forward  to  place  its  re- 
sources at  the  command  of  Presi- 
dent Roosevelt  and  the  new  Demo- 
c  r  a  t  i  c  administration.    The  last 
fortnight,    from    the  remarkable 
broadcasts  of  the  inauguration  cer- 
'  emonies  forth,  was   replete  with 
further  demonstrations  of  radio's 
I  tremendous  importance  as  a  pri- 
mary medium  for  keeping  the  body 
politic  apprised  of  news  develop- 
<  ments  of  vital  interest  to  every- 
one. It  was  a  period  of  radio  news 
reporting  on  a  magnificent  scale, 
with  the  networks  sparing  no  ef- 
fort or  expense  to  provide  an  in- 
tensive coverage  of  the  Washing- 
ton scene. 

Broadcasters  throughout  the 
country  were  affected  by  the  bank- 
ing holiday  in  the  same  way  that 
•  their  accounts  and  other  businesses 
were  affected.  There  was  a  ten- 
dency, at  least  locally,  for  accounts 
to  withdraw  or  suspend  their  time 
commitments,  but  no  one  feared 
that  this  was  anything  but  a  tem- 
porary expedient.  The  reassurances 
that  came  from  President  Roose- 
velt, Secretary  Woodin  and  various 
business  leaders  soon  dispelled  all 
thought  that  the  business  of  broad- 
casting, along  with  other  business, 
was  destined  for  the  demnition 
bow-wows. 

Facilities  are  Tendered 

THOUGH  SPONSORS  in  many 
cases  were  unable  temporarily  to 
meet  their  invoices,  and  though 
many  stations  had  to  delay  pay- 
rolls and  other  outlays  while  reve- 
nue sources  were  paralyzed,  sales 
and  merchandising  activities  were 
pursued  generally  with  usual  vigor. 
Like  most  other  enlightened  busi- 
ness concerns,  confident  of  a  quick 
recovery  of  the  national  financial 
situation,  radio  extended  credit 
freely — indeed,  radio  was  used  sub- 
stantially in  many  cities  by  local 
business  houses  both  to  offer  mer- 
cantile credit  extensions  and  to 
keep  the  public  calm  about  the 
ultimate  effect  of  the  banking  hi- 
atus on  individual  and  collective 
pocketbooks. 

Messages  from  the  radio  leaders 
were  dispatched  immediately  after 
the  inauguration  of  President 


Roosevelt  to  assure  him  that  his 
administration  could  command  a 
clear  "right  of  way"  on  any  or  all 
the  wave  lengths  upon  instant  de- 
mand. Representing  the  rank  and 
file  of  broadcasters.  President  Al- 
fred J.  McCosker  of  the  NAB  sent 
the  following  telegram  to  President 
Roosevelt: 

"It  is .  with  great  sincerity  that 
I  assure  you  of  the  hearty  and 
continued  cooperation  of  the  broad- 
casters  of  the  United  States 
throughout  your  administration. 
We  deem  it  a  privilege  to  place 
our  facilities  at  your  disposal 
whenever  you  desire  them.  We  are 
confident  your  administration  will 
be  a  most  successful  and  notable 
one."  Similar  telegrams  were  also 
sent  to  every  cabinet  officer. 

Before  orders  went  out  in  net- 
work headquarters  to  scan  all 


continuities  to  eliminate  any  allu- 
sions to  the  banking  situation  that 
might  conceivably  arouse  fear  and 
unrest.  Presidents  Aylesworth  of 
NBC  and  Paley  of  CBS  also  sent 
telegrams  to  President  Roosevelt 
to  offer  their  facilities  without 
qualification.  Networks  stood  by 
to  clear  the  wires  and  radio  chan- 
nels of  commercial  or  other  pro- 
grams for  any  presidential  mes- 
sage or  proclamation  and  for  any 
information  the  Secretary  of  the 
Treasury  might  want  to  impart. 
On  Sunday  evening,  March  12, 
President  Roosevelt  took  his  first 
advantage  of  these  offers  to  de- 
liver his  talk  on  the  opening  of 
the  banks  the  next  week — a  talk 
which  both  NBC  and  CBS  carried 
and  which  probably  had  the  larg- 
est audience  in  radio  history. 
Extending  his  sweeping  powers 


to  radio.  President  Roosevelt  if  he 
chose  to  do  so  mighis  have  com- 
mandeered the  radio  for  the  gov- 
ernment as  though  the  nation  were 
at  war,  but  the  immediate  cooper- 
ation extended  by  radio  obviated 
any  suggestion  that  such  a  need 
would  arise.  Indeed,  Mr.  McCosker 
was  in  Washington  for  the  inaugu- 
ration and  thereafter  ready  and 
willing  to  establish,  on  a  moment's 
notice,  any  liaison  between  radio 
and  the  federal  authorities  that 
need  might  dictate. 

Not  a  scrap  of  official  informa- 
tion escaped  the  keen  ear  of  the 
networks'  microphones  during  the 
last  10  days.  Close  contacts  were 
established  by  them  with  the 
White  House,  the  Treasury  and 
Congress — and  millions  of  listeners 
during  day  and  night  hours  heard 
President  Roosevelt's  proclama- 
tions and  addresses  and  Secre- 
tary Woodin's  official  pronounce- 
ments for  the  first  time  by  radio. 
Though  radio's  speedy  transmis- 
sion naturally  got  the  information 
to  the  public  faster  than  any  other 
medium  possibly  could,  no  attempt 
was  made  to  compete  directly  with 
the  press.  Radio  flashes  were  con- 
fined to  official  information  purely, 
while  commentators  exercised  ex- 
treme caution  in  their  interpreta- 
tions of  developments. 

The  audience  was  almost  invari- 
ably urged  to  read  the  forthcom- 
ing editions  of  its  local  newspapers 
for  further  information. 

"Business  as  Usual" 

WITHIN  the  radio  ranks,  the  same 
calm  spirit  prevailed  that  was  ap- 
parent among  the  American  people 
as  a  whole.  The  byword  was 
"business  as  usual."  If  business 
hesitated,  the  station  and  network 
managers  did  not.  This  was  an 
emergency  into  which  everyone  in 
radio  threw  his  heart  and  soul,  al- 
ways with  a  supreme  confidence  in 
the  wisdom  of  the  new  leaders  of 
the  American  people. 

In  some  localities  the  industrial 
and  banking  leaders  used  radio  to 
quiet  the  fears  of  the  people.  This 
was  more  apparent  on  the  part  of 
local  retailers  and  a  few  national 
concerns  than  among  bankers,  how- 
ever. The  latter,  as  in  Michigan, 
where  the  bank  holiday  precipi- 
tated the  national  crisis,  at  first 
preferred  to  remain  silent  and  to 
have  all  news  emanate  from  Wash- 
ington. In  Detroit  the  offers  of 
the  stations  to  place  their  time  at 
the  disposal  of  the  bankers  were 
not  accepted  until  March  8  when 
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the  First  National  Bank,  largest 
financial  institution  in  the  state, 
took  time  on  WJR  for  a  series  of 
explanations  by  officers  of  the 
bank  to  keep  the  public  apprised 
of  developments.  Questions  and 
answers  sent  in  by  the  public  were 
made  the  subjects  of  interviews. 

There  was  some  danger,  of 
course,  in  throwing  open  the  micro- 
phone to  all  who  sought  time  to 
address  the  people  on  the  banking 
situation.  Cranks  with  pet  nos- 
trums might  excite  undue  fears. 
The  obvious  and  natural  source  of 
news  and  comment,  since  the  crisis 
was  national,  was  Washington,  and 
for  the  most  part  ears  were  tuned 
to  Washington.  One  of  the  inter- 
esting features  of  the  situation 
was  the  great  demand  for  office 
radios,  usually  midgets  or  the  new 
"cigar  box"  models,  among  busi- 
ness men  eager  to  catch  every 
scrap  of  news  that  came  via  radio. 

Loucks  Advises  Caution 

STATIONS  and  networks  had 
many  demands  for  time  from  ques- 
tionable "saviors  of  the  people." 
The  networks  at  Washington  es- 
tablished a  policy  of  refusing  time 
— all  too  eagerly  sought  by  new 
members  of  the  new  Congress — 
except  to  officials  of  the  adminis- 
tration or  their  authorized  spokes- 
men. To  members  of  the  associa- 
tion, Philip  G.  Loucks,  managing 
director  of  the  NAB,  sent  the  fol- 
lowing letter  of  caution: 

"Recently  a  number  of  reports 
have  reached  this  office  regarding 
statements  broadcast  by  various 
stations  tending  to  disturb  the  con- 
fidence of  listeners  in  banking  and 
other  financial  institutions.  In 
most  cases  it  appears  that  these 
statements  are  being  made  by  news 
commentators  and  other  speakers 
without  the  previous  knowledge 
and  approval  of  the  station  man- 
agers. 

"As  a  measure  of  protection  to 
your  station  against  criticism  or 
possible  litigation,  and  also  as  a 
service  to  the  country  in  restrict- 
ing the  output  of  unfounded  ru- 
mors, it  is  strongly  urged  that 
you  carefully  scrutinize  in  advance 
all  news  broadcasts  and  speeches, 
for  the  purpose  of  eliminating  all 
statements  which  may  reflect  in- 
accurately on  the  position  of  fi- 
nancial institutions.  When  such 
advance  scrutiny  is  impossible,  it 
is  suggested  that  you  caution  news 
cornmentators  and  speakers  against 
giving  currency  to  rumors  which 
may  have  disastrous  results  both 
for  the  public  and  for  your  sta- 
tion." 

Upward  Turn  Forecast 

IT  IS  FAR  too  early,  as  we  go  to 
press,  to  predict  with  any  degree 
of  confidence  what  the  outcome  of 
the  situation  will  be  so  far  as  it 
aff'ects  radio.  It  is  fair  to  assume, 
along  with  Democratic  and  Repub- 
lican leaders  alike,  however,  that 
the  banking  crisis  marks  the  low- 
est point  in  the  depression.  Their 
confidence  that  business  will  soon 
take  a  turn  for  the  better  is  con- 
firmed by  leading  economists  and 
by  such  authorities  as  Roger  Bab- 
son  and  Dun  &  Bradstreet.  It  is 
further  confirmed  by  the  apparent 
movement  toward  a  rise  in  prices, 
which  is  generally  regarded  as  the 
first  step  toward  a  new  prosperity. 
Speaking  for  the  National  Re- 


RADIO  COVERS  CONGRESS— For  the  first  time,  microphones  were 
installed  on  the  rostrum  of  the  House  to  carry  actual  proceedings  of  a 
session.  Above,  Speaker  Rainey,  whose  words  were  broadcast  as  he 
presided,  NBC  later  carrying  debate  on  banking  bill.  Below,  Harry 
Butcher,  CBS,  interviews  Senator  King  in  Senate  anteroom.  At  control 
is  Earl  Merryman,  WJSV  operator.  Next  to  Senator  King  are  Robert 
Trout,  CBS  presidential  announcer;  William  Bruckart,  newspaperman, 
and  James  Ring,  committee  clerk. 

tail  Dry  Goods  Association,  organ- 
ization of  3,800  department  stores 
and  specialty  shops  throughout  the 
country.  Lew  Hahn,  president,  pre- 
dicted following  a  board  meeting 
in  New  York  that  a  wave  of  pub- 
lic buying  and  higher  prices  is 
likely  to  follow  the  crisis.  In  the 
New  York  Times  he  was  quoted 
as  saying: 

"In  a  period  of  great  business 
activity,  such  as  that  which  pre- 
ceded the  crash  of  1929,  the  gen- 
eral public  evinces  a  strong  pref- 
erence for  the  things  rather  than 
for  money.  This  means  great  bus- 
iness activity.  A  depression  pro- 
motes caution  and  a  complete 
change  of  psychology.  People  then 
prefer  money  to  things  and  busi- 
ness decreases. 

"The  financial  crisis  may  change 
this  psychology  again  by  shaking 
public  confidence  in  money  and 
leading  to  a  strong  determination 
to  exchange  money  for  what  it 
may  procure  in  things.  This  would 
mean  a  great  wave  in  buying." 


Covering  the  Inaugural 

TO  RETURN  to  the  way  radio  it- 
self has  met  its  public  service  ob- 
ligations, aside  from  making  its 
services  instantly  available  to  the 
national  leaders.  The  handling  of 
the  inauguration  ceremonies  March 
4,  covered  more  intensively  than 
any  other  event  in  history,  was 
(Continued  on  page  25) 


PRESIDENT'S  MIKE— This  is  the 
specially  designed  microphone 
stand  presented  by  CBS  to  Presi- 
dent Roosevelt,  and  used  by  him 
for  the  first  time  during  the  in- 
augural ceremonies  March  4.  Her- 
bert Glover,  CBS  director  of  news 
broadcasts,  shown  above,  made  the 
presentation.  Outlets  are  provided 
for  additional  hookups  and  sound 
movies. 


Sykes  is  Renamed, 
J.  H.  Hanley  Slated 
For  Commissioner 

No  Immediate  Change  Seen 
In  Radio  Regulation 

JUDGE  E.  0. 
SYKES,  of  Mis- 
sissippi, was  re- 
appointed to  the 
Radio    C  o  m  ni  i  s  - 
sion  March  13  by 
President  Roose- 
velt to  represent 
the  third  zone. 
His  confirmation 
by  the  Senate  is 
expected  at  once.      Judge  Sykes 
probably  to  be  followed  immediate- 
ly thereafter  by  his  election  to  the  • 
Commission's  chairmanship. 

The  only  remaining  member  of 
the  original  commission.  Judge 
Sykes  was  reappointed  to  the  third  , 
zone  post,  which  he  held  continu- 
ously for  six  years  until  Feb.  23,  1 
when  his  last  term  expired.  He  ' 
was  reappointed  by  President 
Hoover,  but  the  last  Congress 
failed  to  confirm  the  appointment. 
There  has  never  been  any  doubt 
about  his  reappointment  because 
of  his  excellent  record  on  the  Com- 
mission and  almost  universal  sup- 
port throughout  the  industry.  He 
headed  the  American  delegation 
at  the  Madrid  Conference,  and  will 
also  go  to  Mexico  City  shortly  as 
a  delegate  to  the  North  Amercian 
Conference. 

Associate  of  Mullen 

APPOINTMENT 
of  James  H.  Han- 
ley, an  attorney 
of  Omaha  and 
long  an  associate 
of  Arthur  F.  Mul- 
1  e  n  ,  vice  chair- 
man of  the  Demo- 
cratic  National 
Committee,  who 
„    ,  s  e  r  V  e  d  as  the 

Mr.  Hanley  Roosevelt  floor 
manager  at  the  Democratic  na- 
tional convention,  to  fill  the  unex- 
pired term  of  Maj.  Gen.  Charles 
McK.  Saltzman,  former  chairman, 
is  expected  shortly.  Gen.  Saltzman 
resigned  last  July,  although  his  ap- 
pointment did  not  expire  until  Feb. 
23,  1936. 

President  Hoover,  just  before  he 
retired  from  office,  named  Prof.  J. 
C.  Jensen,  director  of  WCAJ,  Lin- 
coln, Neb.,  operated  by  Nebraska 
Wesleyan  University,  to  succeed 
Gen.  Saltzman.  Prof.  Jensen  be- 
ing a  Republican,  the  Democratic 
Senate  naturally  declined  to  con- 
sider the  nomination. 

Other  Changes  Dim 

REPORTS  widely  prevalent  that 
the  Commission  would  be  abolished 
and  radio  regulations  thrown  un- 
der some  other  agency  as  a  part 
of  the  economy  -  reorganization 
plans  of  the  Roosevelt  administra- 
tion, are  refuted  for  the  time  being 
at  least,  with  the  reappointment  of 
Judge  Sykes.  Other  changes  in 
the  Commission's  membership  ru- 
mored during  the  last  few  weeks, 
it  was  indicated  in  high  Demo- 
cratic councils,  are  still  possible 
although  less  probable  than  before. 
Mr.  Hanley  has  been  prominent 
{Continued  on  page  27) 
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Wynn  Reveals  Third  Network 
Plan  of  Revolutionary  Caliber 

Commercial  Credits  Limited,  Press  Ads  Tied-In  ; 
Eastern  Branch  Ready  to  Start  Operating 


ELABORATE  plans  for  a  "third 
network",  proposing  to  introduce 
revolutionary  changes  both  in  the 
handling  of  commercial  programs 
and  in  station  relations,  were  an- 
nounced Marc>  10  by  Ed  Wynn, 
Broadway  comic  and  prime  mover 
of  the  enterprise,  at  a  dinner  ten- 
dered the  radio  press  in  New  York. 
The  first  phase  of  the  project, 
which  was  exclusively  announced 
by  Broadcasting  in  its  Feb.  1  is- 
sue, will  begin  "within  10  days," 
Mr.  Wynn  announced.  The  initial 
network  will  be  called  the  Atlantic 
Seaboard  Broadcasting  Co.  and 
will  cover  populous  centers  along 
the  eastern  seaboard  from  New 
York  to  Washington  and  using 
Western  Union  lines. 

The  announced  policy  of  the 
Wynn  chain  will  be  to  mollify  the 
press  by  limiting  commercial  cred- 
its to  30  words  at  the  beginning 
and  end  of  each  program,  without 
price  mention,  and  then  to  refer 
listeners  to  the  sponsor's  news- 
paper ads.  Mr.  Wynn  disclaimed 
any  malice  toward  existing  net- 
works but  declared  that  a  new  ele- 
ment of  "showmanship"  was  needed 
in  radio,  and  that  his  preparations 
are  complete. 

WCDA  is  N.  Y.  Key 

SHOULD  the  first  link  of  the  proj- 
ect succeed,  Mr.  Wynn  claimed  he 
had  unli^iited  resources  from  an 
unnamed  "Detroit  millionaire",  be- 
lieved to  be  Edsel  Ford.  The  co- 
median has  indicated  that  he  would 
spend  $200,000  of  his  own  money 
during  the  trial  period  of  30  days 
following  opening  of  the  eastern 
link,  which  is  being  projected  by 
the  recently  formed  Amalgamated 
Broadcasting  System,  Inc.,  551 
Fifth  Ave.,  New  York. 

The  New  York  outlet  for  the 
network,  he  announced,  will  be 
WCDA,  owned  by  Walter  Whet- 
stone and  operating  full  time  on 
1350  kc.  with  250  watts.  Others 
aligned  are  WOAX,  Trenton,  also 
Whetstone- owned;  WDEL,  Wil- 
mington, of  the  Mason-Dixon 
Group;  WPEN,  Philadelphia,  owned 
by  Paul  F.  Harron;  WCBM,  Balti- 
more', owned  by  John  Elmer,  and 
WOL,  Washington,  owned  by  Le- 
Roy  Mark. 

It  was  made  clear  that  all  of  the 
stations  are  independently  owned 
and  that  all  additional  stations 
later  linked  in  the  network  will  be 
independent.  There  is  no  present 
intention  of  associating  in  the 
Wynn  group  stations  now  affiliated 
with  either  of  the  nation-wide  net- 
works. 

Discussing  advertising,  Mr. 
Wynn  said  it  is  his  intention  to 
return  some  of  the  business  that 
radio  allegedly  has  taken  from 
newspapers  and  magazines.  The 
30-word  limitation,  he  asserted, 
would  mean  a  minimum  of  sales 
talk,  with  no  mention  of  the  spon- 
sor between  beginning  and  end  of 
program.  The  closing  announce- 
ments, he  declared,  will  advise 
listeners  to  read  the  next  day's 
newspapers  for  an  announcement 


concerning  the  sponsor's  product. 

Mr.  Wynn  reiterated  his  inten- 
tion of  serving  as  master  of  cere- 
monies during  the  evening  pro- 
gram schedules.  His  present  Tex- 
aco contract  for  NBC  expires  next 
month.  Whether  it  will  be  renewed 
is  problematical.  Declaring  that 
he  would  "bring  the  theater  to  the 
air,"  he  said  that  too  much  com- 
mercialism has  robbed  radio  of  the 
Broadway  tradition. 

Regarding  future  plans,  Mr. 
Wynn  said  he  had  37  stations 
aligned  in  the  south  and  40  be- 
tween Chicago  and  Seattle  that  he 
can  secure  upon  call.  It  was  indi- 
cated that  the  next  step  would  be 
to  link  the  Michigan  State  Net- 
work, operated  by  George  Trendle, 
of  WXYZ,  Detroit,  with  the  east- 
ern group,  via  Pittsburgh.  In  other 
words,  a  line  would  be  run  by 
WXYZ  to  Pittsburgh  to  tie  into 
one  from  WCDA  to  the  same  city. 

"One  of  the  richest  men  in  the 
world,"  Mr.  Wynn  declared,  "is  in- 
terested in  this  third  chain.  He 
does  not  like  Jews  and  yet  I  am  a 
Jew.  It  is  the  beginning  of  a  Jews' 
business  on  a  Christian  basis." 

Declaring  his  belief  that  the  ra- 


Comic  Turns  Executive 

dio  chains  have  cut  seriously  into 
newspapers  and  magazines,  Mr. 
Wynn  said:  "My  chain  will  have 
very  little  if  any  advertising. 
What  I  am  going  to  do  is  throw 
millions  of  dollars  back  to  the 
newspapers  and  magazines.  I  have 
27  accounts  ready  to  start  on  my 
chain,  and  among  my  first  spon- 
sors will  be  George  Fink,  president 
of  the  National  Steel  Co.,  Detroit, 


GREATEST  FEAT  OF  NETWORKS 

NBC  and  CBS  Assemble  Largest  Staffs  in  History 
 To  Cover  Inaugural  Cermonies  


THE  LARGEST  staff  of  commen- 
tators, announcers  and  technicians 
in  radio's  history — exceeding  by  a 
wide  margin  even  the  extensive 
setup  for  the  Chicago  political  con- 
ventions last  summer — was  mus- 
tered by  each  of  the  national  net- 
work organizations  for  the  Roose- 
velt inauguration  March  4.  Dozens 
of  pickup  points  were  established, 
and  the  whole  event  was  on  the 
air  a  total  of  more  than  eight 
hours  on  both  NBC  and  CBS. 

Besides  being  broadcast  nation- 
ally to  the  exclusion  of  all  other 
programs,  the  inaugural  ceremon- 
ies were  carried  via  short  waves 
to  all  foreign  countries  that  cared 
to  rebroadcast  them.  Reports  from 
England,  Germany,  Hawaii,  Japan 
and  various  other  countries  indi- 
cated that  much  of  the  event  was 
carried  and  that  President  Roose- 
velt's memorable  message  was 
listened  to  eagerly. 

Via  the  short  wave  facilities  of 
WGY  and  KDKA,  Kurt  Sell,  rep- 
resenting the  Wolff  news  agency 
of  Germany,  broadcast  from 
Washington  to  the  German  broad- 
casting system,  as  he  regularly 
does  on  a  bi-weekly  schedule.  S.  K. 
Ratcliffe  of  the  London  Spectator 
was  the  special  announcer  for  the 
British  Broadcasting  Corp.  NBC's 
other  commentators  and  announc- 
ers were:  David  Lawrence,  Wil- 
liam Hard,  Floyd  Gibbons,  Anne 
Hard,  Charles  Francis  Coe,  Gra- 
ham McNamee,  Frank  Sinsinger, 
Charles  Lyon,  Herluf  Provensen, 
Norman  Sweetser  and  Charles 
O'Connor.  Observers  and  report- 
ers for  NBC  were  Vincent  Calla- 


han, A.  E.  Johnson,  Richard  Chap- 
lin and  Vance  Babb.  William  Burke 
Miller  was  in  charge  of  the  en- 
tire staff. 

The  CBS  speaking  staff  consisted 
of  Frederic  William  Wile,  Edwin 

C.  Hill,  Boake  Carter,  H.  C.  Kal- 
tenborn,  Ted  Husing,  Don  Ball, 
Paul  Douglas,  T.  W.  Church,  Rob- 
ert Trout,  Lawrence  Elliott,  Har- 
old Gray  and  William  Slater.  The 
executive  staff  included  Herbert  B. 
Glover,  Joe  Donohue,  Henry  A. 
Bellows  and  Harry  Butcher,  with 
Paul  White  and  Robert  Taplinger 
in  charge  of  publicity. 

The  NBC  technical  staff  con- 
sisted of  C.  H.  Campbell,  H.  W. 
Yates,  S.  H.  Rose,  W.  R.  Brown, 
H.  P.  See,  F.  V.  Becker,  C.  M. 
Hutson,  R.  W.  Pickard,  H  C.  Gom- 
berg,  C.  Fisher,  A.  R.  McGonegal, 

D.  A.  UUman,  W.  H.  Chew,  C.  F. 
Rothery  and  Carl  Lorenz.  On  the 
Capitol  dome,  W.  C.  Resides  and 
A.  A.  Walsh  were  at  the  controls, 
and  on  the  Washington  Monument 
Dewey  Sturgell,  C.  A.  Atwater  and 
R.  Bauer  were  stationed.  E.  C. 
Wilbur  was  on  the  roof  of  the  Na- 
tional Press  Building  in  charge  of 
the  stationary  short  wave  trans- 
mitting station,  which  cued  chan- 
nels to  all  mobile  positions. 

Edwin  K.  Cohan  was  in  charge 
of  the  engineering  activities  of 
CBS,  and  his  staff  included  Henry- 
Grossman,  A.  B.  Chamberlain,  C. 
Mundorf,  F.  Evans,  G.  Hagberg, 
L.  Farkas,  J.  Hillegas,  R.  Trago, 
J.  Spear,  W.  Lodge,  L.  H.  Bow- 
man, M.  Beale,  Clyde  Hunt,  Harold 
Forry  and  Earl  Merryman. 


Early  to  Handle  Radio 
Contacts  at  White  House 

CONTACTS  with  the  White  House 
relative  to  broadcasting  events  will 
be  handled  through  Stephen  T. 
Early,  former  Washington  news- 
paperman, who  has  been  named  as 
one  of  the  three  secretaries  to 
President  Roosevelt.  Mr.  Early, 
who  resigned  from  Paramount 
News  to  take  the  White  House 
post,  will  be  in  charge  of  press  re- 
lations and  will  deal  with  nev?s- 
reel  and  photographic  organiza- 
tions as  well  as  newspapers  avd 
broadcasting  companies. 

President  Roosevelt's  secretarial 
contact  with  members  of  Congress, 
the  cabinet  and  other  members  of 
officialdom  is  Marvin  H.  Mclntyre, 
also  a  former  newspaperman  and 
one  well-acquainted  with  radio.  He 
will  also  handle  all  appointments 
with  the  President.  Mr.  Mclntyre 
formerly  was  Washington  repre- 
sentative of  Pathe  News,  and  after 
its  sale  to  RKO  he  became  the 
Washington  representative.  Both 
were  newspapermen  in  1920  when 
President  Roosevelt  was  Assistant 
Secretary  of  the  Navy.  

who  will  broadcast  but  has  nothing 
to  sell. 

"I  can  start  a  nation-wide  chain 
within  60  days,  but  I  don't  want 
to.  I  want  to  start  slowly.  I  can 
get  any  independent  station  in  the 
country  I  want." 

Mr.  Wynn  said  he  is  prepared 
to  furnish  a  16-hour  program 
schedule  daily,  using  artists  not 
now  on  the  air  under  contract.  He 
said  he  has  engaged  700  actors, 
including  some  of  the  best  known 
names  in  the  theatrical  world. 

Low  Rates  Promised 

THE  AREA  which  would  be  cov- 
ered by  the  eastern  group  of  the 
network  embraces  30  per  cent  of 
the  population  and  40  per  cent  of 
the  purchasing  power  of  the  coun- 
try, according  to  an  Amalgamated 
spokesman.  Consequently,  he  said, 
advertisers  can  buy  intensive  cov- 
erage at  extremely  low  rates. 

The  tentative  contractual  relations 
of  the  proposed  network  with  its 
stations  was  reported  in  the  Feb.  1 
issue  of  Broadcasting,  but  none  of 
the  six  stations,  it  is  understood, 
has  any  contract.  The  30-day  pro- 
gram test  period  will  give  the  sta- 
tions opportunity  to  appraise  the 
worth  of  the  project,  after  which 
it  is  intended  that  they  shall  talk 
definite  contracts  and  charges. 

Use  of  the  Western  Union  lines 
represents  another  new  departure 
in  network  broadcasting.  These 
lines  are  essentially  designed  for 
Morse  code,  and  were  not  origi- 
nally designed  to  be  balanced  for 
transmitting  voice  or  music  fre- 
quencies like  A.  T.  &  T.  lines. 
But  LeRoy  Mark,  owner  of  WOL, 
Washington,  declared  that  tests 
during  the  week  of  March  6  failed 
to  develop  any  line  hum  or  noise 
level  above  that  experienced  on 
telephone  lines.  Rates  for  the 
Western  Union  lines  were  said  to 
be  40  per  cent  below  those  for 
A.  T.  &  T.  circuits. 

Studios  of  WCDA,  as  key  for 
the  network,  will  be  in  the  Liggett 
Building,  42nd  and  Broadway,  New 
York.  Associated  with  Mr.  Wynn 
in  the  executive  end  of  the  project 
are  Ota  Gygi  and  G.  M.  King,  pro- 
gram directors,  and  W.  J.  Spieser, 
New  York  attorney. 
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Parcel  Post  Open 
To  Net  Fan  Mail 


TESTIMONIAL  TO  A  FRIEND— Alfred  J.  McCosker,  director  of  WOR 
and  president  of  the  NAB,  at  extreme  left,  is  presenting  a  testimonial 
scroll  signed  by  leading  figures  in  New  York  business  and  social  life  to 
William  Woodin,  just  before  the  new  Secretary  of  the  Treasury  departed 
for  Washington.  Occasion  was  a  dinner  March  2  to  Mr.  Woodin  given 
by  WOR,  where  many  of  his  compositions  have  been  introduced,  includ- 
ing "Red  Lacquer  and  Jade"  which  is  named  after  a  popular  WOR 
program.  Next  to  Mr.  Woodin  are  Mrs.  Woodin,  Paul  Whiteman  and 
George  Shackley,  WOR  musical  director  and  intimate  friend  of  the 
composer-Secretary. 


Stations  May  Forward  Letters 
Unopened  in  Bulk  Form 

IN  A  FURTHER  revision  of  regu- 
lations governing  the  handling  of 
radio  fan  mail,  the  Post  Office  De- 
partment has  ruled  that  network- 
affiliated  stations  may  forward 
such  mail,  unopened,  in  bulk  via 
fourth  class  parcel  post.  Last  De- 
cember the  department,  on  in- 
quiry, ruled  that  such  mail  might 
be  sent  unopened  by  express  or 
other  similar  method  without  pay- 
ment of  additional  first  class  post- 
age. 

As  in  the  earlier  order,  the  de- 
partment pointed  out  that  the  rul- 
ing is  limited  to  the  forwarding 
of  audience  letters  from  stations 
to  network  headquarters  and  does 
not  cover  forwarding  from  network 
to  program  sponsor  or  agency.  In 
the  latter  instance  the  department 
specifies  that  the  mail  must  carry 
additional  first  class  postage  under 
the  exclusive  monopoly  given  the 
Post  Office  by  Congress  for  the 
carrying  of  mail.  The  new  ruling 
was  issued  Feb.  15. 

To  Check  Service  Use 

IN  A  CIRCULAR  to  all  postmast- 
ers, the  Third  Assistant  Postmast- 
er General  instructed  them  to  fur- 
nish the  new  information  to  all 
stations  within  their  postal  dis- 
tricts, and  thereafter  to  advise  the 
department  as  to  the  extent  to 
which  stations  utilize  the  mails  for 
the  parcel  post  transmission  of 
audience  letters. 

The  letter,  containing  the  ruling, 
follows  in  full  text: 

It  is  understood  that  quantities  of 
"audience"  letter  mail  intended  for 
advertisers  or  sponsors  of  radio  broad- 
casting programs,  addressed  and  de- 
livered to  local  radio  broadcasting  sta- 
tions, are,  without  having  been 
opened,  being  offered  for  remailing  to 
the  headquarters  of  the  broadcasting 
system,  and  are  later  sent  to  the  ad- 
vertisers or  sponsors  of  the  program 
to  which  they  relate. 

When  letters  so  addressed  are 
delivered  to  a  radio  station  in  accor- 
dance with  the  address  appearing 
thereon  and  after  having  the  ad- 
dresses changed  are  remailed  to  ad- 
dresses they  are  subject  to  a  new 
payment  of  postage. 

The  provision  of  the  postal  laws 
and  regulations  under  which  first- 
class  matter  may  be  forwarded  with- 
out additional  charge  for  postage  ap- 
plies in  cases  where  the  addressee  has 
actually  changed  his  address.  It  does 
not  apply  under  the  conditions  exist- 
ing with  respect  to  matter  addressed 
to  a  broadcasting  station  at  the  in- 
stance of  the  addressees  and  there  has 
been  no  actual  change  in  the  address 
of  the  addressees. 

"Audience"  or  "fan"  letter  mail,  in- 
tended for  sponsors  of  radio  programs, 
prepaid  at  the  letter  rate  of  postage 
and  addressed  in  care  of  and  delivered 
to  local  radio  broadcasting  stations,  if 
not  opened  by  the  latter  may  be  mailed 
by  them  in  bulk  to  the  headquarters 
of  the  broadcasting  network  with  post- 
age prepaid  at  the  fourth-class  or 
parcel  post  rates  computed  on  the 
bulk  weight  of  the  parcels,  provided 
the  letters  are  not  to  be  opened  at 
the  headquarters  of  the  broadcasting 
network,  but  are  to  be  sent  unopened 
to  the  sponsors.  However,  when  such 
letters  are  remailed  by  the  head- 
quarters office  of  the  broadcasting  net- 
work to  the  sponsors,  advertisers  or 
others,  to  be  opened,  such  letters  may 


not,  under  the  latter  conditions,  be 
accepted  at  the  fourth-class  rates,  but 
are  chargeable  with  postage  at  the 
first-class  rate. 

You  are  instructed  to  furnish  this 
information  to  all  radio  broadcasting 
stations  within  your  postal  district. 
Also  thereafter  please  advise  this  of- 
fice, Division  of  Classification,  as  to 
the  extent  to  which  such  broadcasting- 
stations  utilize  the  mails  for  the  pur- 
pose indicated. 


New  G.  E.  Drive 

A  SPRING  newspaper  and  maga- 
zine drive,  designed  to  stimulate 
the  sales  of  refrigerators,  electric 
ranges  and  dishwashers,  will  be 
started  April  3  by  General  Electric 
Co.,  which  has  announced  it  will 
devote  part  of  its  regular  radio 
periods  to  commercial  announce- 
ments to  build  up  G.  E.  salesmen. 
Batten,  Barton,  Durstine  &  Osborn 
handles  the  campaign. 


By  DON  CRAIG* 
Radio  Editor 
Washington  Daily  News 
PRESIDENT  Roosevelt  made  his 
first  radio  address  from  the  White 
House    Sunday    night,    March  5. 
And  if  ever  there  was  a  pleased 
crowd  of  men  it  was  the  NBC  and 
Columbia  crews  that  sauntered  out 
onto  Pennsylvania  Avenue  half  an 
hour  later. 

President  Roosevelt  is  the  per- 
fect broadcaster.  He  knows  what 
radio  requires  of  him.  For  that 
matter,  so  did  Hoover.  But  there 
is  an  air  of  consideration  and  in- 
formality about  the  White  House 
now  that  is  unique. 

The  President  broadcast  from 
the  big  Oval  Room  instead  of  from 
the  Lincoln  Study  or  the  Cabinet 
Room  used  by  Hoover.  He  smiled 
all  over  his  face  when  he  saw  the 
mikes  already  set  up. 

"These  mikes  don't  look  like  the 
ones  we  had  at  Albany,"  he  com- 
mented. One  of  the  engineers  ex- 
plained some  technical  diff'erences. 

*Reprinted  by  permission  of  the 
Washington  Daily  News. 


Adams  Joins  WMCA 

APPOINTMENT  of  John  T.  Adams, 
former  president  of  the  Adams 
Broadcasting  Service,  as  vice  pres- 
ident of  WMCA,  New  York,  was 
announced  March  1  by  Donald 
Flamm,  president  of  WMCA.  Mr. 
Adams  has  had  a  varied  career  in 
radio.  For  a  time  he  was  director 
of  sound  for  Vitaphone,  and  later 
he  was  president  of  the  Wolfsohn 
Musical  Bureau  and  Hudson  Radio 
Program  Corp.  In  connection  with 
Batten,  Barton,  Durstine  &  Osborn, 
he  originated  and  produced  the  At- 
w^ater  Kent  concerts  on  NBC.  He 
also  is  a  former  vice  president  and 
director  of  CBS  and  Columbia  Con- 
certs Corp. 


NBC  in  San  Francisco  met  the 
California  bank  holiday  by  paying 
all  artists  half  salaries  in  cur- 
rency and  holding  balance  of  sal- 
ary until  banking  situation  cleared. 


"And  what's  the  'CBS'  for?"  he 
added.  Somebody  else  explained 
that  it  was  the  sign  used  here  in- 
stead of  the  large  "Columbia"  let- 
tering.   "Oh,"  he  smiled. 

The  minutes  flew  by.  Roosevelt 
chatted  with  Cordell  Hull.  Mrs. 
Roosevelt  came  in,  greeted  the  as- 
sembled group  and  sat  down  with 
her  knitting  in  her  lap. 

"When  do  I  start?"  Roosevelt 
suddenly  asked.  They  explained 
the  cues  to  him.  He  took  as  much 
interest  in  it  all  as  though  the 
handling  of  the  dials  were  his  par- 
ticular job.  The  cue  came  through. 
Carlton  Smith  tapped  him  on  the 
shoulder.  And  the  broadcast  was 
on. 

When  it  was  over  there  wasn't 
a  sound.  Roosevelt  laid  his  papers 
down  on  the  table  and  waited  in 
silence.  He  glanced  at  one  of  the 
production  men.  His  raised  eye- 
brows asked,  "Was  I  all  right?" 
The  first  break  came  when  one  of 
the  engineers  voiced  the  customary 
"O.  K."  Somebody  said  "Thank 
you,  Mr.  President."  Roosevelt 
nodded  and  smiled  again.  And  it 
was  over. 


Chesterfield's  Account 
Going  OflfCBS  April  15; 
Etting  Refuses  Offer 

CHESTERFIELDS,  handled  by  the 
Lennen  &  Mitchell  Co.,  New  York, 
goes  off  the  CBS  network  April  15. 
It  is  currently  sponsoring  six  pro- 
grams weekly,  two  each  of  Ruth 
Etting,  Bing  Crosby  and  Jane 
Frohman,  with  Lennie  Hayton's 
orchestra. 

Chesterfield  planned  to  remain 
on  the  air  with  but  one  program, 
featuring  Miss  Etting.  The  agency 
told  Miss  Etting  about  the  plan 
but  requested  her  to  take  a  cut  of 
about  40  per  cent  in  salary.  She 
refused.  Miss  Etting's  contract 
expires  March  30,  but  Lennen  & 
Mitchell  requested  her  to  continue 
for  two  additional  weeks  at  the 
contracted  salary,  and  she  agreed. 

Bing  Crosby  is  forced  off  the 
program,  whether  the  account  de- 
sires him  or  not,  because  he  is  un- 
der contract  to  Paramount  for  a 
motion  picture.  He  will  leave  for 
the  west  coast  shortly  after  the 
program  suspends. 

Jane  Frohman,  a  Chicago  song- 
stress, was  engaged  for  the  Ches- 
terfield series  the  middle  of  Feb- 
ruary. At  first  it  was  reported  that 
Chesterfield  would  remain  on  the 
air  with  Miss  Frohman  only,  but 
later  reports  were  tTiat  the  ac- 
count decided  to  go  off  the  air  al- 
together. 


150  Stations  Carrying 
A.F.A.  Advertising  Talks 

MORE  than  150  stations  in  46 
states  have  agreed  to  carry  the 
series  of  15  weekly  talks  on  ad- 
vertising, addressed  primarily  to 
the  general  consumer  of  advertised 
products,  initiated  by  the  Adver- 
tising Federation  of  America 
March  7.  The  first  talk  on  "Ad- 
vertising-Minded America"  was 
given  over  WOR,  Newark,  by  Gil- 
bert T.  Hodges,  of  the  New  York 
Sun,  chairman  of  the  A.F.A.  The 
second  talk  was  by  Edgar  Kobak, 
of  the  McGraw-Hill  Publishing  Co., 
A.F.A.  president. 

The  talks  are  being  sent  to  sta- 
tions to  be  read  before  the  micro- 
phone locally  by  leaders  in  local 
industry,  business  and  advertising. 
Their  purpose  is  to  give  the  buy- 
ing public  a  wider  understanding 
of  the  functions  of  advertising  and 
an  appreciation  of  its  importance 
as  an  economic  force. 


New  Disk  Comedy 

THE  PREMIERE  of  "Growin' 
Up",  a  transcription  comedy  sei-ial 
based  on  the  exploits  of  a  boy  and 
a  girl,  each  about  14  years  old, 
was  staged  over  KFI,  Los  Ange- 
les; KPO,  San  Francisco,  and  KSL, 
Salt  Lake  City,  on  March  6.  The 
feature  is  broadcast  five  times 
weekly,  sponsored  by  the  Los  An- 
geles Soap  Co.  for  its  Mission  Bell 
brand  of  toilet  soap.  Gay  Seabrook 
and  Emerson  Treacy,  stage  and 
film  stars,  play  the  leading  roles. 
Earnshaw-Young,  Inc.,  Los  Ange- 
les, which  is  placing  the  account, 
announces  it  will  be  placed  on  other 
stations  until  it  is  heard  over  the 
entire  west. 


ROOSEVELT:  PERFECT  BROADCASTER 

President's  Ease  in  White  House  Debut  Delishts  Network 
  Technicians;  Shows  Interest  in  Setup   
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Find  Radio  an  Ideal  Medium 


Broadcast  Advertising  Adapted  to  Sample  Distribution; 
Retail  Window  and  Counter  Displays  Essential 


MAKERS  of  toilet  goods  and  cosmetics  are  among 
the  oldest  and  largest  users  of  radio  advertising,  and 
among  the  most  successful.  The  reason  why  these 
advertisers  find  radio  an  ideal  means  of  reaching 
prospective  buyers  and  of  persuading  them  to  try 
their  products  is  explained  in  this  general  discus- 
sion of  toiletries  accounts.  Experience  has  shown, 
however,  the  importance  of  encouraging  coopera- 
tion on  the  part  of  retail  outlets  if  maximum  sales 
are  to  be  attained. 


TOOTHPASTES  and  toilet  soaps, 
perfumes  and  powders,  rouges  and 
razor  blades,  lipsticks  and  lotions, 
deodorants  and  depilatories — the 
thousand  and  one  preparations 
that  cover  the  shelves  of  our  bath- 
rooms and  fill  the  drawers  of  our 
wives'  dressing  tables — put  them 
all  together  and  it  is  not  surpris- 
ing that  the  toiletries  business  is 
one  of  our  major  industries. 

Nor,  considering  the  universal 
distribution  of  cosmetics  and  toilet 
goods  through  the  country's  drug 
and  department  stores,  is  it  sur- 
prising that  the  manufacturers  in 
this  field  are  among  the  largest 
users  of  time  on  the  air  for  adver- 
tising purposes?  In  1932  the  drugs 
and  toiletries  industry  spent 
$8,526,268*  for  time  alone  over  the 
two  major  networks,  or  about  20 
per  cent  of  the  sale  of  time  to  all 
advertisers  during  this  period. 
This  compared  with  $6,106,667  in 
1931. 

Pepsodent  Heads  List 

OF  THIS  SUM,  fully  two-thirds 
represented  accounts  advertising 
dentifrices  and  antiseptics,  shaving 
accessories,  toilet  soaps,  and  such 
strictly  feminine  products  as  pow- 
ders, perfumes  and  cosmetics. 

By  far  the  largest  single  buyer 
of  network  facilities  in  the  toilet- 
ries group  is  the  Pepsodent  Com- 
pany, whose  bill  for  the  time  occu- 
pied by  "Amos  'n'  Andy"  and  "The 
Goldbergs"  from  the  first  of  the 
year  until  November  30,  1932,  was 
$1,735,380.  Next  largest  users  of 
network  broadcasting  during  this 
period  were  Barbasol  ($570,405), 
Linit  ($399,900),  Phillips  Dental 
Magnesia  ($351,726),  and  Liste- 
rine  ($322,281). 

It  is  interesting  to  note  that  the 
broadcast  advertising  expenditures 
of  toiletries  manufacturers  have 
not  been  adversely  affected  by  the 
general  depression.  On  the  con- 
trary, they  have  steadily  increased 
on  both  NBC  and  CBS. 

First  on  the  Air 

TOILET  GOODS,  being  articles  of 
common  use,  were  among  the  first 
items  to  be  advertised  over  the  air. 
And,  by  the  same  token,  this  ad- 
vertising has  been  in  the  main 
profitable,  for  it  is  a  truism  that 
any  article  in  which  a  large  part 
of  the  public  is  interested  may  be 
successfully  advertised  by  radio. 

Nor,  with  few  exceptions,  is  this 
type  of  advertising  seasonal.  Teeth 
must  be  cleaned  daily,  winter  and 
summer.  Faces  must  be  washed 
and  hair  shampooed,  whatever  the 
weather.  Lotions  that  protect  the 
skin  from  the  winter  winds  are 
also  used  to  guard  it  from  the  sum- 
mer sun.  And  women  must  powder 
their  noses  and  touch  up  their  lips 
regardless  of  time  or  place. 

The  best  time  of  the  day  for 
toiletries  advertising  varies  with 

*The  source  of  this  and  the  other 
figures  concerning  expenditures  for 
broadcast  time  over  the  networks  is 
National  Advertising  Records. 


the  product  to  be  advertised  and 
with  the  appeal  to  be  used.  A 
dentifrice  manufacturer,  for  ex- 
ample, might  logically  choose  an 
evening  period  when  he  can  reach 
a  maximum  audience,  as  his  prod- 
uct is  used  by  men,  women  and 
children  alike.  Or  he  might  select 
a  less  expensive  afternoon  spot  and 
concentrate  on  the  juvenile  audi- 
ence, knowing  that  if  he  can  secure 
the  support  of  the  youngsters  they 
will  insist  on  the  purchase  of  his 
particular  brand. 

A  cosmetics  manufacturer  like- 
wise must  make  a  choice  between 


COSMETIC  advertising  over  the 
radio  has  included  many  kinds  of 
programs.  Music  of  all  types, 
from  the  hottest  of  jazz  to  the 
most  cerebral  of  the  classics;  talks 
on  all  varieties  of  beauty  culture, 
by  distinguished  physicians,  by 
popular  beauticians,  and  by  sweet- 
voiced  women  broadcasting  under 
the  names  of  the  advertised  prod- 
ucts; melodramatic  mystery  thrill- 
ers— every  type  of  entertaining  or 
educational  program  imaginable. 
Until  a  few  months  ago,  however, 
no  cosmetic  manufacturer  had  tied 
up  his  product  with  the  most  fit- 
ting kind  of  entertainment — love 
and  romance. 

Yet  what  could  be  more  logical? 
Women  purchase  and  use  cosmetics 
because  they  want  to  be  beautiful. 
And  they  desire  beauty  because 
they  want  to  be  attractive  to  men, 
and  especially  to  the  man- 
Series  of  Plays 

COSMETICS  and  romance  are  in- 
separable in  a  woman's  mind — or 
so  it  seemed  to  the  makers  of  Prin- 
cess Pat  toiletries,  and  according- 
ly, when  they  considered  radio  as 
a  means  of  advertising  their  prod- 
ucts their  first  thought  was  as  to 
how  the  fundamental  appeal  of 
love  could  be  used  most  effectively. 
The  answer  was  the  "Princess  Pat 


the  daytime  hours,  when  he 
can  talk  at  great  length  about  his 
preparations  and  their  most  effec- 
tive application  with  the  assurance 
that  he  is  addressing  an  audience 
made  up  almost  entirely  of  women, 
and  the  evening  hours,  when  he 
must  make  his  programs  entertain- 
ing to  a  mixed  audience  but  when 
he  can  reach  the  thousands  of 
business  women  who  are  not  with- 
in listening  range  during  the  day. 

Of  considerable  advantage  to 
toiletries  advertisers  is  the  ease 
with  which  radio  lends  itself  to 
sampling.  Offers  to  send  trial-size 


Pageant",  a  series  of  romantic 
dramas  dealing  with  love  in  all 
times  and  climes,  under  all  sorts 
of  conditions.  Or  perhaps  series 
is  not  the  proper  v/ord,  as  each 
program  is  a  complete  play  in  it- 
self, and  the  continuity  does  not 
carry  over  from  one  broadcast  to 
the  next. 

The  greatest  care  is  taken  in 
the  selection  of  scripts  to  make 
these  broadcasts  unusually  attrac- 
tive to  the  feminine  audience.  Play- 
wrights and  authors  of  national 
reputation  have  been  induced  to 
write  most  of  the  plays.  Equal 
care  is  used  in  casting  and  produc- 
ing the  dramas;  in  fact,  no  effort 
is  spared  to  give  the  radio  audi- 
ence the  same  type  of  production 
one  might  expect  in  a  first  class 
theater. 

Written  for  Adults 

TOO  OFTEN  program  sponsors 
have  taken  literally  the  statement 
that  the  mental  age  of  the  average 
listener  is  about  twelve  years  and 
have  built  their  programs  accord- 
ingly, with  the  maximum  amount 
of  blood  and  thunder  and  hoakum 
and  with  the  minimum  amount  of 
adult  drama.  The  producers  of 
the  "Princess  Pat  Pageants"  have 
gone  to  the  other  extreme  as  far 
(Continued  on  page  2U) 


tubes  or  bottles  containing  "enough 
for  a  week's  use"  have  repeatedly 
secured  excellent  sampling  lists  at 
an  extremely  low  cost  per  inquiry. 
And  where  samples  of  one  product 
are  offered  only  when  the  listener 
sends  proof  of  purchase  of  another 
product  such  offers  have  more 
than  paid  for  themselves  in  im- 
mediate increased  sales. 

Too  often  advertisers  overlook 
the  importance  of  merchandising 
their  broadcast  advertising  to  their 
retail  outlets.  Most  toiletries  are 
sold  through  drug  stores,  and  most 
druggists  work  such  long  hours 
that  they  are  not  apt  to  hear  any 
given  program  unless  it  is  brought 
to  their  attention.  And  certainly 
they  cannot  back  up  the  broadcasts 
with  any  added  sales  effoi-ts  if  they 
don't  know  about  them. 

Re  Retail  Displays 

OF  EQUAL  importance  is  support- 
ing the  broadcasts  with  window 
displays,  counter  cards  and  other 
point-of-sale  reminders  that  "this 
is  the  product  you  heard  about  on 
the  air."  No  matter  how  inter- 
ested a  listener  is  in  a  program, 
no  matter  how  well  the  radio  ad- 
vertising sells  him  on  a  product,  it 
must  be  remembered  that  he  is  be- 
ing sold  at  home,  and  that  the  sale 
is  not  complete  until  he  has  gone 
to  the  drug  store  and  purchased, 
the  product. 

Usually  that  means  the  next  day, 
and  by  that  time  he  may  have  for- 
gotten the  trade  name,  or  the  ef- 
fect of  the  sales  talk  may  have 
worn  off  to  the  point  where  it  is 
easy  for  the  clerk  to  sway  him  to 
another  brand.  But  if  the  drug- 
gist has  been  sold  on  the  program, 
if  he  has  an  ample  stock  of  the 
product,  if  his  window  contains  a 
display  connecting  the  product  and 
program  and  his  counter  carries  a 
further  reminder — then  the  chances 
are  greatly  increased  that  the 
radio-advertised  item  will  be  pur- 
chased. 

An  experiment  of  the  Merchan- 
dise Mart  Drug  Store  in  Chicago 
proved  this  point  completely.  Lo- 
cated in  a  huge  building,  this  store 
found  that  its  lunch  counter  and 
soda  fountain  were  doing  a  rush- 
ing business  while  its  other  de- 
partments did  almost  no  business 
at  all.  Then  the  manager  had  an 
idea. 

With  the  assistance  of  NBC, 
whose  Chicago  studios  are  located 
in  the  same  building,  he  set  up  a 
display  of  radio-advertised  mer- 
chandise together  with  pictures  of 
the  artists  participating  in  the 
broadcasts,  with  a  silver  tower  at 
each  end.  Between  the  towers, 
suspended  on  the  aerial  wires  in 
large  silver  letters,  were  the  words 
"On  the  air  over  NBC." 

Display  Sells  Products 

"THE  DISPLAY  has  been  a  huge 
success",  Oliver  Agdesteen,  the 
manager  repoi'ted.  "My  customers 
no  longer  dash  out  of  the  store 
after  they  have  eaten;  they  are  at- 
tracted by  the  unusual  display, 
walk  over  and  look  at  their  favorite 
radio  stars,  and  then  without  any 
(Continued  on  page  28) 
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McCosker  Names  NAB  Committee  Heads  for  1933 


Flat  Fee  Planned 
On  Sustaining  Disk 

MPPA  Scheme  Would  Permit 

Repetitions  on  Program 

By  JOE  HOFFMAN 

THE  MUSIC  Publishers  Protective 
Association  soon  will  propose  a 
new  license  fee  scale  for  manufac- 
turers of  electrical  transcriptions 
to  cover  copyrighted  music  record- 
ed for  sustaining-  programs. 

MPPA,  it  is  learned,  will  pro- 
pose a  flat  fee  for  all  numbers  re- 
corded by  transcriptions  for  non- 
commercial broadcasts,  to  supplant 
the  present  method  which  consti- 
tutes a  levy  of  25  cents  per  popu- 
lar song  per  broadcast  and  50  cents 
per  production  number  per  broad- 
cast. The  current  scale  applies  to 
both  sustaining  and  commercial 
features,  while  the  new  license 
scale  will  change  only  the  fee  cov- 
ering sustaining  programs. 

How  New  Fee  Works 

JUST  WHAT  the  new  flat  fee  will 
be  has  not  been  made  known.  It 
was  indicated,  however,  that  it 
would  be  either  $5  or  $10  per  popu- 
lar song  and  more  for  production 
numbers.  The  fee  would  be  paid 
by  the  manufacturer  of  the  tran- 
scription and  would  permit  an  un- 
limited number  of  broadcasts  in  a 
particular  sustaining  program 
without  payment  of  additional  fees. 
It  would  mean  that  after  the  flat 
fee  has  been  paid  for  the  use  of  a 
copyrighted  song  in  one  series  of 
programs,  it  could  be  used  repeat- 
edly for  sustaining  broadcasts 
without  additional  charge,  but 
should  the  song  be  used  in  another 
program  series  the  manufacturer 
again  would  pay  the  flat  fee  li- 
cense. 

The  proposed  change  is  ascribed 
to  the  difficulty  now  experienced  by 
MPPA  in  checking  the  number  of 
sustaining  transcription  broadcasts. 
MPPA,  consequently,  has  con- 
cluded that  the  more  effective 
method  would  be  to  collect  for  the 
xise  of  the  copyrighted  composition 
for  sustaining  broadcasts  through 
the  flat  fee  assessment  and  to  dis- 
regard the  number  of  times  the 
particular  composition  is  per- 
formed. 

Commercials  Unchanged 

IT  WAS  MADE  clear  that  MPPA 
will  not  disturb  its  present  method 
or  scale  of  licensing  numbers  for 
commercial  transcriptions.  No  dif- 
ficulty has  been  experienced  in  the 
collection  of  the  royalty  per  song 
per  time  performed  per  station, 
which  it  held  was  more  profitable 
than  to  assess  a  flat  fee. 

MPPA's  assessment  of  royalties 
has  been  repeatedly  attacked  by 
Jiational  advertisers  and  agencies, 
on  the  ground  that  it  constitutes 
double-assessment,  since  stations 
pay  the  American  Society  of  Com- 
posers, Authors  &  Publishers  for 
blanket  authority  to  perform  its 
copyrighted  music.  A  test  suit  to 
determine  the  validity  of  the 
MPPA  assessment  has  been  dis- 
cussed. 


CALL  LETTERS  of  WABZ,  New 
Orleans,  have  been  changed  to 
WBBX  by  authority  of  the  Radio 
Commission. 


Mr.  Elkin  Mr.  Church 


COMMITTEES  of  the  NAB  for 
the  current  year  were  announced 
March  7  by  President  A.  J.  Mc- 
Cosker, WOR,  Newark.  H.  K.  Car- 
penter, WPTF,  Raleigh,  and  Ed- 
gar L.  Bill,  WMBD,  Peoria,  were 
renamed  chairmen  of  the  commer- 
cial and  program  committees,  re- 
spectively. Joseph  A.  Chambers, 
WLW,  Cincinnati,  was  named 
chairman  of  the  engineering  com- 
mittee, succeeding  John  V.  L. 
Hogan,  of  New  York.  Each  of  the 
members  of  these  committees  will 
become  chairman  of  a  subcommit- 
tee dealing  with  some  phase  of  the 
respective  fields. 

E.  M.  Elkin,  KDKA,  Pittsburgh, 
was  named  chairman  of  the  tax 
committee;  S.  H.  Bliss,  WCLO, 
Janesville,  chairman  of  the  mem- 
bership committee,  and  Arthur 
Church,  KMBC,  Kansas  City, 
chairman  of  the  cost  accounting 
committee.  A  special  committee 
was  named  on  constitution  and  by- 

Mills  Takes  Road 
In  ASCAP  Behalf 

Visits  Stations  on  Copyright; 
NAB  Works  on  Foundation 

A  THREE-WEEK  junket  to  the 
Pacific  coast  by  E.  C.  Mills,  gen- 
eral manager  of  the  American  So- 
ciety of  Composers,  Authors  & 
Publishers,  during  which  he  plans 
to  interview  broadcasters  about  the 
music  copyright  situation,  was  the 
only  new  development  along  the 
copyright  front  during  the  last 
fortnight.  Indicated  for  some 
time,  it  is  understood  that  Mr. 
Mills  will  endeavor  to  salve  the 
feeling  of  stations  as  a  result  of 
the  new  copyright  license  scale 
which  the  NAB  contends  was  ac- 
cepted "under  duress"  last  spring. 

Should  Mr.  Mills'  dealings  with 
broadcasters  on  this  trip,  begun 
March  4,  prove  successful,  it  is  ex- 
pected that  he  will  visit  stations 
in  other  parts  of  the  country.  In 
the  past  Mr.  Mills  has  made  peri- 
odic "surveys"  in  the  field,  consult- 
ing ASCAP  attorneys  en  route. 

While  denied  in  the  past,  it  is 
generally  believed  that  ASCAP 
has  engaged  Ivy  Lee,  well-known 
public  relations  counsel  in  New 
York,  to  handle  the  publicity  case 
of  the  authors  and  composers. 
Such  a  move  was  favored  by  a 
group  of  the  ASCAP  board  imme- 
diately after  the  NAB  retained 
Oswald  F.  Schuette  as  its  director 
of  copyright. 

Meanwhile  the  NAB  itself  is 
marking  time  in  its  dealings  with 
the  copyright  situation,  while  af- 
fairs are  being  whipped  into  shape 
for  the  incorporation  of  the  Radio 
Program   Foundation,  definitely 


Mr.  Carpenter        Mr.  Chambers 


laws,  comprising  William  S.  Hed- 
ges, WMAQ,  Chicago;  W.  J.  Damm, 
WTMJ,  Milwaukee,  and  Harry 
Shaw,  WMT,  Waterloo,  la.,  the 
three  past  presidents. 

Personnel  of  Committees 

THE  COMMITTEES  and  their  per- 
sonnel follow: 

Tax  Committee:  Chairman,  E.  M. 
Elkin,  KDKA;  A.  L.  Ashby,  WJZ; 
Sydney  M.  Kaye,  WABC;  A.  Z.  Moore, 
WKJC;  Edgar  T.  Bell,  WKY;  Wiley 
P.  Harris,  WJDX;  C.  R.  Myers, 
KOIN. 

Constitution  and  By-Laws  Commit- 
tee: Chairman,  William  S.  Hedges, 
WMAQ;  W.  J.  Damm,  WTMJ;  Harry 
Shaw,  WMT. 

Program  Committee:  Chairman, 
Edgar  L.  Bill,  WMBD;  John  Elwood, 
WEAF;  Fred  Willis,  WABC;  Clarence 
Wheeler,  WHEC;  John  Henry,  KOIL; 
Rogan  Jones,  KVOS;  Judith  Waller, 
WMAQ;  Charles  A.  Sessions,  WIBW; 
Birt  Fisher,  KOMO. 

Commercial  Committee:  Chairman, 
H.  K.  Carpenter,  WPTF;  Leslie  Fox, 


authorized  by  the  NAB  board  at 
its  special  meeting  in  Washington 
three  weeks  ago.  The  Foundation, 
ultimately  designed  to  become  a 
wholly-owned  radio  music  reser- 
voir which  would  relieve  the  in- 
dustry of  its  dependence  upon 
ASCAP,  originally  was  r  e  c  o  m- 
mended  by  Mr.  Schuette.  He  is  in 
direct  charge  of  its  organization, 
collaborating  with  the  law  firm  of 
Newton  D.  Baker,  special  counsel 
for  the  NAB,  to  whom  the  whole 
question  of  copyright  activity  has 
been  delegated.  Whether  Mr. 
Baker  will  elect  to  take  the  copy- 
right case  to  court  or  accept  the 
invitation  of  ASCAP  to  reopen  ne- 
gotiations, remains  undetermined. 


Join  Disk  Concern 

ED  CONNE,  formerly  of  World 
Broadcasting  System,  and  Al  Boas- 
berg,  noted  script  writer,  have 
taken  charge  of  the  radio  depart- 
ment of  Columbia  Phonograph  Co., 
55  Fifth  Ave.,  New  York,  to  handle 
production  of  all  transcriptions. 
L.  Mindling  has  joined  them  as  as- 
sistant. Messrs.  Conne  and  Boas- 
berg  have  severed  their  previously 
reported  affiliation  with  Byers  Re- 
cording Laboratories. 


Heinz  Tests  "Tarzan" 

W.  J.  HEINZ  Co.,  Pittsburgh,  (57 
Varieties)  on  March  13  began  test 
sponsorship  of  the  "Tarzan"  tran- 
scriptions five  times  weekly  for  six 
weeks  over  WSPD,  Toledo.  Series 
is  to  start  for  same  period  March 
20  over  WJAR,  Providence,  and 
KMBC,  Kansas  City.  Product  ad- 
vertised is  Rice  Flakes.  Record- 
ings were  produced  by  World 
Broadcasting  System. 


Mr.  Bliss  Mr.  Bill 


WSM;  Martin  Campbell,  WFAA;  H. 
K.  Boice,  WABC;  Roy  C.  Witmer, 
WJZ;  John  Patt,  WGAR;  Donald 
Davis,  WHB;  Charles  Chatterton, 
KGW;  Roy  Harlow,  WNAC. 

Membership  Committee:  Chairman, 
S.  H.  Bliss,  WCLO;  F.  P.  Manchester, 
WAAW;  W.  E.  Hutchinson,  WAAF; 
Eugene  V.  Cogley,  WLBW;  Roy 
Thompson,  WFBG;  Arthur  Kales, 
KECA;  Harold  Wheelahan,  WSMB; 
William  Knight,  WTOC;  F.  E.  Tun- 
nicliff,  KPNF;  Ed  Riggins,  KMJ; 
S.  H.  Cook,  WFBL;  Allen  T.  Simmons, 
WADC;  Don  Oilman,  KGO;  G.  E.  Zim- 
merman, KPRC;  LeRoy  Mark,  WOL. 

Cost  Accounting  Committee:  Chair- 
man, Arthur  Church,  KMBC;  Walter 
J.  Damm,  WTMJ;  M.  R.  Runyon, 
WABC;  H.  F.  McKeon,  WJZ;  R.  W. 
Hoffman,  WHFC;  Lewis  Weiss,  WJR; 
J.  H.  Ryan,  WSPD;  J.  L.  Kaufman, 
WCAE;  I.  Z.  Buckwalter,  WGAL. 

Engineering  Committee:  Chairman, 
Joseph  Chambers,  WLW;  Charles  R. 
Horn,  WEAF;  Ed  Cohan,  WABC; 
John  F.  Byrne,  WEAO;  Walter 
Evans,  KDKA;  William  West,  KSD; 
John  Fetzer,  WKZO;  Stanley  Hub- 
bard, KSTP;    William  Foss,  WMAS. 


New  NAB  Reports 

DISCONTINUAI^E  of  the  mime- 
ographed news  bulletin  heretofore 
issued  weekly  by  the  NAB  was 
announced  March  11  by  Philip  G. 
Loucks,  managing  director.  In  its 
place  Mr.  Loucks  will  send  to  all 
members  a  printed  report  covering 
official  NAB  affairs,  texts  of  im- 
portant court  and  other  decisions 
and  similar  official  material. 

"When  the  Broadcasters  News 
Bulletin  was  founded  nearly  three 
years  ago,"  Mr.  Loucks  stated, 
"there  were  no  trade  publications 
regularly  and  satisfactorily  pre- 
senting general  news  of  broadcast- 
ing. Now  this  field  is  being  ade- 
quately covered  and  there  is  no  de- 
sire on  the  part  of  the  association 
to  duplicate  this  effort." 


Mrs.  Dall  Signed 

BEST  &  Co.,  New  York  depart- 
ment store,  will  sponsor  talks  by 
Mrs.  Anna  Roosevelt  Dall,  daugh- 
ter of  the  President,  over  WEAF, 
New  York,  starting  March  17  and 
continuing  through  April  28.  She 
has  been  signed  for  13  programs, 
Tuesdays  and  Fridays,  9:45-10  a.m. 
W.  H.  H.  Hull  &  Co.,  New  York, 
handles  account.  Mrs.  Franklin  D. 
Roosevelt  has  completed  her  series 
for  Pond's  and  will  not  speak-  on 
sponsored  programs  hereafter.  She 
received  $5,000  per  broadcast,  all 
of  which  she  devoted  to  charity. 


WARD  BAKING  Co.,  New  York, 
(bread  and  cakes)  is  preparing  a 
series  of  dramatic  sketches  on  tran- 
scriptions featuring  Mitzi  Green, 
child  star  of  stage  and  screen. 
Programs  will  be  placed  over  east- 
ern stations  through  the  Joseph 
Katz  Co.,  Baltimore.  World  Broad- 
casting System  is  recording. 
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Theater  Man  Looks  at  Radio  Competition 


By  L.   B.  WILSON 

President,  WCKY,  Covington,  Ky. 
Manager,  L.  B.  Wilson  Theatrical  Enterprises 


Broadcast  Entertainment  Held  Fresher  Than  Screen; 
Room  for  Both  Seen,  Cooperation  Advocated 


So  They  Stayed  Home! 

IT  IS  6:30  o'clock  Sunday  evening, 
at  the  dinner  table  of  an  average 
American  family.  Listen  in  with 
me: 

JOHN:  How  would  you  like  to  see 
Eddie  Cantor  tonight  in  "The 
Kid  from  Spain"?  It's  running 
at  the  Grand. 

MARY:  Oh  yes.  I  would  like  to 
see  that.  The  reviews  sound 
good. 

JOHN:  All  right,  get  your  hat. 
Let's  go  there  early  enough  for 
the  first  show. 

MARY:  Why  John  Martin,  you 
know  I  can't  be  ready  before  8 
o'clock.  I've  got  to  wash  dishes 
and  get  dressed,  and  call  Jane 
to  stay  with  the  children. 

JOHN:  Eight  o'clock!  Why  I'd 
never  find  a  parking  place  and 
I'd  have  to  pay  garage  fee 
again.  Sunday  sure  brings  out 
the  belles  and  beaus. 

MARY:  Sunday!  Why  John,  this  is 
the  night  Eddie  Cantor  is  on  the 
radio,  and  Rubinoff, — Oh,  I  hate 
to  miss  that  program. 

JOHN:  Come  to  think  of  it,  isn't 
that  funny  word  twister  Roy  At- 
will  on  WBBB  at  9  o'clock  with 
Fred  Allen?  Say,  he's  really 
funny. 

MARY:  Walter  Winchell's  on  at 
9:30  tonight  too.  You  always 
get  a  kick  out  of  him. 

JOHN:  And  David  Lawrence  at 
ten,  but  I  suppose  you'll  want  to 
hear  D.  W.  Griffith's  Hollywood 
stories  at  that  time.  Seth  Park- 
er's on  tonight  too  isn't  he? 

MARY:  Yes,  and  those  cute  Pick- 
ens Sisters.  What  was  that  local 
program  I  told  you  was  so  good 
that  I  wanted  to  hear  tonight  on 
WCCC? 

JOHN:  Well,  what's  the  answer? 

MARY:  Don't  you  think  we  might 
as  well  stay  home?  We'll  save 
money  and  have  grand  enter- 
tainment too.  You  need  some 
new  shirts,  and  let  me  see — 
tickets  SI. 10  and  50  cents  to 
Jane  for  watching  the  children, 
and — 

JOHN:  Parking  fee  35  to  50  cents; 
that  makes  $2.10.  Well,  that  will 
buy  me  one  shirt  all  right. 

MARY:  Yes,  and  the  weather  man 
says  rain  too.  Well,  I'll  hurry 
with  the  dishes,  and  put  the 
children  to  bed.  I  won't  have  to 
change  my  dress  either.  I've  got 
to  put  a  hem  in  little  Anne's 
dress  for  school  tomorrow,  but  I 
can  do  that  while  we  listen. 

JOHN:  Say  Mary,  that  "Three 
Bakers"  program  you  like  is  on 
tonight.  I  suppose  you'll  stay  up 
to  hear  your  favorite  Donald 
Novis  at  11:15. 

MARY:  Yes  indeed.  This  is  a  good 
night   to   stay   home   with  the 
radio,  isn't  it? 
And  so  they  stayed  home. 


THE  AUTHOR  of  this  article  is  a  showman  of  23 
years  experience.  His  role  as  managing  director  of 
the  four  largest  Covington  theaters  as  well  as  presi- 
dent of  WCKY  is  unique,  and  it  obviously  enables 
him  to  view  radio  and  the  theater  impartially.  Mr. 
Wilson  is  also  president  of  the  Cincinnati-Covington 
Cities  Bridge  Co.,  operating  the  two  bridges  over 
the  Ohio  river,  is  vice  president  and  director  of  one 
of  Kentucky's  largest  banks  and  heads  various 
other  local  enterprises. 


THE  AT-HOME 
scene  described 
on  this  page  be- 
tween Mary  and 
John  is  dupli- 
cated in  the  same 
manner  and  in 
different  ways, 
too,  in  many 
American  homes 
on  various  eve- 
Mr.  Wilson  nings  of  the  week. 
In  thousands  of  homes  there  isn't 
even  any  discussion.  It's  just  a 
settled  routine.  After  dinner,  the 
radio.  The  world's  finest  and 
highest-priced  entertainers  at  no 
cost  to  those  entertained. 

And  this  entertainment  can  be 
enjoyed  in  perfect  comfort.  John 
can  smoke  his  cigar  or  pipe,  and 
Mary  can  relax  after  a  trying  day, 
or  maybe  she  wants  to  darn  the 
socks  or  do  some  embroidering 
while  listening.  The  show  can  be 
terminated  on  a  second's  notice, 
and  then  it's  simply  "turn  out  the 
lights  and  go  to  sleep."  No  worry- 
ing about  reaching  a  street  car  or 
taking  the  long  drive  home  in  the 
cold. 

Times  Have  Changed 

THAT'S  WHAT'S  happening  to 
show  business — or  rather  that  part 
of  it  represented  by  the  theaters, 
both  stage  and  screen.  Radio  is 
successfully  competing  with  the 
theater.  Hard  times  have  added 
millions  of  persons  to  the  radio 
audience,  while  taking  millions 
from  the  theater  audience. 

You  can  get  Eddie  Cantor  on  the 
air  for  nothing.  It  costs  you  50 
cents  or  more  to  get  him  at  the 
theater.  You  may  need  the  50  cents 
for  food  or  clothing.  So  the  the- 
ater loses  a  patron  and  the  radio 
gets  a  listener. 

In  previous  depressions,  the  the- 
ater was  not  so  badly  affected. 
There  was  no  radio,  and  people 
had  to  have  something  to  get  their 
minds  off  their  worries.  Enter- 
tainment is  necessary  to  keep  up 
the  morale  of  a  nation,  whether  it 


is  fighting  a  foreign  foe  or  an  eco- 
nomic slump.  During  the  World 
War,  when  factories  and  shops  en- 
gaged in  non-essential  work  were 
closed  on  "heatless"  days,  theaters 
were  kept  open  by  government 
order. 

But  radio  has  made  the  show- 
house  less  of  a  necessity. 

Sees  Theater  Comeback 

WHEN  BETTER  times  come  I 
look  for  a  tremendous  rush  back 
to  the  theater.  This  will  be  due 
first  to  the  fact  that  people  have 
had  a  long  vacation  from  the  the- 
ater and  will  be  hungry  for  stage 
and  screen  entertainment.  Second, 
there  will  be  a  greatly-increased 
desire  to  mingle  with  other  folks, 
to  see  other  people  and  see  what 
others  are  wearing,  to  leave  the 
home  where  so  much  time  has  been 
spent  for  many  months. 

Radio  is  giving  fresher  and 
more  lively  entertainment  than 
the  stage  and  screen.  To  take  Can- 
tor as  an  instance  once  more :  You 
can  hear  him  every  Sunday  night 
with  his  newest  jokes  and  gags. 
By  the  time  a  Cantor  movie 
reaches  your  theater  it  is  six  or 
seven  months  old.  The  jokes  have 
been  told  and  re-told,  often  over 
the  radio  and  sometimes  by  mouth- 
to-mouth  circulation.  Perhaps  Can- 
tor himself  has  used  them  in  his 
broadcasts.  By  the  time  the  pic- 
ture, or  the  stage  show,  gets 
around  it  has  lost  much  of  its 
novelty.  You  must  pay  hard-earned 
money  to  see  the  show,  but  the  new 
and  fresh  radio  program,  prepared 
just  a  few  days  before,  costs  you 
nothing. 

Prizes  as  a  Lure 

IN  THE  TIJEATERS  under  my 
direction  we  have  striven  for  many 
months  past  to  give  our  patrons 
something  they  cannot  obtain  else- 
where. Each  week  some  patron  of 
one  of  these  theaters  receives  free 
a  brand-new  1933  model  Plymouth 
sedan.    Monday,  the  dead  night  of 


the  week,  is  made  to  show  a  good 
profit  through  this  contest. 

In  other  words,  you  can  get  Can- 
tor on  the  radio,  just  as  you  can 
get  him  in  the  theater.  But  you 
can't  get  a  Plymouth  sedan  free, 
or  an  opportunity  to  win  one,  at 
least,  on  the  radio  every  week.  In 
this  automobile  contest  we  have 
every  element  of  real  drama.  We 
fill  the  theaters,  and  people  like  to 
go  to  theaters  that  are  well-filled. 
We  have  the  suspense  of  who  is  go- 
ing to  get  the  prize.  We  have  the 
spectacle  of  a  poor  man  or  wom- 
an, or  a  poor  family,  walking 
down  to  the  theater,  but  riding 
home  in  their  own  new  car.  If 
the  winner  cannot  afford  to  run  a 
car,  he  can  get  a  cash  prize  at  once 
in  lieu  thereof. 

We  tie  this  Plymouth  contest  up 
with  our  radio  and  newspaper  ad- 
vertising, and  tell  each  week  who 
wins  the  car,  besides  publishing 
pictures  of  the  winner  standing  be- 
side the  automobile. 

On  Wednesday  nights  we  have 
radio  stars  appear  in  person.  Audi- 
ences may  have  seen  Cantor  or 
Rudy  Vallee  or  Kate  Smith  in  the 
talkies,  but  we  give  them  personal 
glimpses  of  their  local  radio  fav- 
orites from  the  various  Cincinnati 
stations. 

Friday  nights  are  known  as  Hol- 
lywood Nights.  Amateur  acts, 
which  usually  prove  to  be  real  en- 
tertainment and  sometimes  de- 
velop talent  for  stage  and  radio, 
are  offered.  For  instance,  Hal 
LeRoy,  the  dancing  sensation  of 
the  last  Follies,  first  appeared  on 
one  of  our  Hollywood  Night  bills. 
At  that  time  he  was  chubby,  rosy- 
cheeked  Leroy  Schotte,  from  Cin- 
cinnati, a  schoolboy  with  none  of 
the  stage  presence  that  he  now 
possesses,  but  with  plenty  of  pro- 
nounced dancing  ability. 

Harlem  Night  Clicks 

RECENTLY  we  inaugurated  Har- 
lem Night  on  Saturday  at  one  of 
our  theaters.  This  was  done  v/ith 
some  trepidation.  It  presented 
from  four  to  six  acts  of  entertain- 
ment by  colored  amateurs.  After 
the  first  two  Harlem  Nights,  we 
knew  the  presentation  had  clicked. 
The  audiences  roared  their  ap- 
proval and  there  was  quite  a  pick- 
up in  attendance. 

All  of  these  special  attractions 
are  in  addition  to  the  regular  talk- 
ing feature,  news  reels,  short  sub- 
jects and — on  Friday  and  Satur- 
day nights — serials. 

To  my  mind  there  should  be  no 
bad  blood  between  the  theater,  the 
newspaper  and  radio.  Each  has  its 
own  peculiar  place  in  the  Ameri- 
can scheme  of  things.  And  there 
are  plenty  of  Americans  who  will 
support  all  three  when  the  good 
days  return. 

Cooperation  Holds  Key 

WE  OUGHT,  all  of  us  in  radio 
and  in  the  theater,  to  be  thinking 
and  planning  ahead,  building  for 
those  days  which  are  bound  to 
(Continued  on  jyage  2Jt) 
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Bread  Carries  Radio  Revue  Tickets 

Los  Angeles  Bakery  Boosts  Trade  During  Price  War; 
Hi  Jinks  Attracts  56,500  Paid  Patrons  in  Year 

THAT  the  program  is  the  thing  in  radio  might  be 
the  moral  of  this  story  of  a  sponsor's  success  after 
failure  in  broadcast  advertising.  Crowds  have  flock- 
ed to  see  the  Franco  Hi  Jinks  for  more  than  a  year ; 
and  every  patron  bought  20  loaves  of  bread  at  10 
cents  each  for  the  privilege.  The  program  is  said  to 
be  so  successful  that  Los  Angeles  theatre  managers 
are  bothered.  Hi  Jinks  was  evolved  only  after  a 
careful  analysis  had  been  made  of  radio  programs 
and  after  a  previous  haphazard  experiment  had 
proved  a  flop.  The  story  should  be  invaluable  to 
station  executives,  advertisers  and  agencies  in  pro- 
gram production. 


By  GERALD  KING 
Manager,  KFWB,  Los  Angeles 


Mr.  King  had  been  broad- 
cast for  the  preceding  52  weeks 
over  KFWB.  On  the  following 
Sunday  another  7000  fans  came  to 
see  a  repeat  performance. 

This  in  itself  is  not  remarkable, 
although  the  Shrine  Auditorium  is 
the  largest  roofed  auditorium  in 
Los  Angeles.  The  remarkable 
thing  is  that  every  person  attend- 
ing these  Hi  Jinks  shows,  includ- 
ing children,  had  purchased  20 
loaves  of  a  new  10-cent  bread  for 
his  or  her  ticket!  And  this  on 
top  of  the  fact  that  during  the 
previous  12  months  more  than 
42,000  persons  had  seen  the  Hi 
Jinks  at  weekly  performances  and 
had  "paid"  their  way  in  similar 
fashion. 

Cuts  in  on  Theaters 

TO  SAY  that  the  Franco  Hi  Jinks 
program  is  successful  is  like  stat- 
ing simply  that  we  are  in  the 
middle  of  a  depression.  As  a  mat- 
ter of  fact  it  is  so  successful  that 
theater  operators  in  and  around 
Los  Angeles  are  trying  to  do  some- 
thing about  it,  not  so  much  be- 
cause of  the  50,000  patrons  of  the 
shows  but  because  the  Sunday 
night  radio  competition  is  cut- 
ting down  movie  attendance. 

Behind  such  a  success  is  usually 
a  story,  and  here  is  the  Hi  Jinks 
story,  told  because  it  may  be  of 
use  to  other  stations  and  other 
radio  advertisers. 

The  Franco  American  Baking 
Co.,  Los  Angeles,  is  not  a  large 
bakery  judged  by  some  of  the 
plants  of  the  great  national  bak- 
ing chains  nor  for  that  matter  so 
far  as  several  local  competitors 
are  concerned.  For  many  years 
Franco  has  been  in  the  business 
of  supplying  bread  and  rolls  only 
to  the  restaurant  trade  and  has 
been  successful  in  building  up  a 
nice  business  in  this  line.  Com- 
peting with  them  for  this  business 
are  some  10  or  12  firms. 

Early  in  1931,  when  people 
really  began  to  believe  there  was 
a  depression,  the  restaurant  busi- 
ness took  a  long,  sickening  nose 
dive.  After  numerous  conferences, 
one  of  the  Franco  directors  sug- 
gested trying  radio. 

So  a  station  representative  was 
called  in — do  I  hear  someone  mur- 
muring that  one  of  the  directors 
had  a  friend  who  knew  a  friend 
who  was  in  radio? — and  the  out- 
come was  a  weekly  half  hour  with 
two  fictional  characters.  Bob  and 
Harriet,  an  orchestra,  some  sing- 
ers and  some  copy  written  around 
the  "Take  Her  to  A  Restaurant" 


theme.  The  program  went  on  for 
three  months  but  with  only  fair 
results,  not  enough  to  justify  its 
continuance,  but  Franco  continued 
anyway  hoping  that  something 
would  break  to  reveal  a  better 
solution  to  its  problem. 

The  break  came  in  a  peculiar 
way.  A  bread  war  developed  and 
the  restaurants,  grateful  as  they 
were  to  Franco  for  the  program, 
began  to  take  advantage  of  lower 
prices  offered  by  Franco's  com- 
petitors. Then,  the  station  on 
which  the  program  was  running 
had  to  change  the  hour  three 
times  in  three  weeks  because  of 
new  chain  programs. 

KFWB  Steps  In 

SOMEWHAT  discouraged.  Franco 
decided  to  go  off  the  air  and  hand- 
ed its  notice  to  the  station.  In 
Los  Angeles  the  major  stations 
have  a  gentlemen's  agreement  not 
to  solicit  accounts  already  on  the 
air,  but  when  the  news  reached 
us  at  KFWB  we,  along  with  sev- 
eral others,  decided  to  do  some- 
thing and  save  this  account. 

For  some  time  we  had  been 
making  an  analysis  of  radio  pro- 
grams. The  revue  type  of  broad- 
cast was  believed  to  be  sure-fire, 
and  we  determined  to  sell  this  pro- 
gram to  Franco.  We  knew  it 
would  cost  about  three  times  what 
Franco  had  been  spending,  but  we 
believed  the  increased  results  would 
justify  the  expense. 

We  decided  upon  Sunday,  8  to 
9  p.m.,  as  the  ideal  hour.  Most  of 
our  competitors  broadcast  church 
services  at  that  time,  and  Sunday 
night  a  year  ago  was  rather  shy 
on  good  radio  entertainment.  We 
called  the  program  the  Sunday 
Nite  Hi  Jinks  to  get  away  from 
the  name  "frolic"  usually  append- 
ed to  the  late-hour  unrehearsed 
and  quite  awful  variety  shows  of 
early  day  radio. 

Hi  Jinks  clicked  from  the  start 
thanks  to  our  avoiding  mistakes 
of  similar  shows.  We  played  be- 
fore an  audience  of  about  800 
people  who  come  to  a  sound  stage 
on   the  Warner   Brothers  motion 


picture  lot.  By  all  means  if  you 
are  going  to  put  a  show  of  this 
type  on  the  air,  get  a  legitimate 
audience,  not  one  that  applies  on 
signal.  Spontaneity  is  the  basis 
of  the  revue,  and  there  is  no  spon- 
taneity without  an  audience  of 
more  than  200  people. 

The  merchandising  idea  used  by 
Franco  was  to  pass  out  applica- 
tions for  tickets  in  those  restau- 
rants which  served  the  Franco 
product.  Theoretically,  it  was  a 
good  idea;  practically,  it  did  not 
work.  The  restaurant,  instead  of 
giving  applications  to  their  cus- 
tomers, used  them  to  get  tickets 
for  themselves  and  their  friends. 
Naturally,  Franco  was  delighted 
to  have  its  customers  at  the  shows, 
but  it  also  saw  that  unless  the 
general  public  got  the  tickets  the 
whole  plan  of  encouraging  res- 
t  a  u  r  a  n  t  patronage  would  fail. 
Meanwhile,  the  problem  of  dis- 
tributing some  800  tickets  weekly 
among  1100  outlets  became  acute 
because  the  program  had  doubled 
the  number  of  Franco  users. 

Started  in  Retail 

THEN  a  curious  phenomena  oc- 
curred. Thousands  of  persons 
asked  their  grocers  for  the  bread 
advertised  on  the  Hi  Jinks  pro- 
gram. Naturally  the  grocer  had 
none  because  the  bread  and  rolls 
were  sold  only  to  restaurants.  To 
satisfy  his  customers  the  grocer 
asked  Franco  to  enter  the  retail 
bread  business. 

The  upshot  was  that  Franco  put 
out  a  special  loaf  of  bread  selling 
for  10  cents  and  placed  it  in  about 
80  outlets,  one  in  each  large  resi- 
dential area.  The  buyers  could 
save  the  coupons  inside  each  pack- 
age and  exchange  them  for  tickets 
to  the  broadcast. 

Would  the  public  buy  Hi  Jinks 
bread  at  10  cents  a  loaf  when 
bread  wars  brought  the  prices  of 
all  other  brands  down  as  low  as 
1  cent  a  loaf.  For  weeks  no  mar- 
ket handling  Hi  Jinks  Bi'ead  had 
a  loaf  left  after  noon.  Dealers 
clamored  for  the  privilege  of  sell- 
ing Hi  Jinks  Bread.     Not  until 


just  recently,  around  Nov.  1,  was 
Franco  able  to  supply  dealers  with 
enough  bread. 

No  Other  Media  Used 

FRANCO  is  not  yet  the  largest 
selling  bread  in  Los  Angeles.  It 
hasn't  the  baking  capacity  for  one 
thing.  And  in  these  times  not  all 
people  are  going  to  buy  a  10-cent 
loaf  when  they  can  get  bread 
much  cheaper.  But  Franco's  plant 
is  operating  24  hours  daily  and  at 
100  per  cent  capacity,  which  is 
something  that  none  of  its  com- 
petitors are  doing.  It  is  entering 
the  second  year  of  its  Hi  Jinks 
program  confident  that  its  radio 
effort  is  producing  remarkable  re- 
sults, for  during  the  past  year 
Franco  used  no  other  advertising. 

Why  is  the  Hi  Jinks  so  success- 
ful? Briefly  told:  A  good  pro- 
gram idea,  a  good  hour  on  a  good 
station,  and  a  good  merchandising 
tieup. 

I  pointed  out  earlier  that  we 
avoided  mistakes  of  other  revue 
type  programs.  Out  of  our  analy- 
sis we  drafted  a  few  rules  to  gov- 
ern a  program  of  this  kind. 

(1.)  Talent  budget  should  be 
sufficient  to  buy  12  to  15  separate 
acts;  (2.)  Repeat  no  act  or  talent 
on  the  same  program,  allow  no 
encores;  (3.)  Employ  a  clever 
master  of  ceremonies,  for  whom 
clever  copy  has  been  written  by 
a  competent  gag  man;  (4.)  No  ad 
libbing;  (5.)  Tempo.  Difficult  to 
describe  in  words,  something  which 
must  be  felt.  Our  conception  of 
tempo  limits  an  act  to  four  min- 
utes. The  orchestra  is  used  only 
for  accompaniment. 

*  *  * 

Since  this  article  was  written 
originally.  Franco  has  reached  a 
decision  to  cancel  the  arrangement 
by  which  free  tickets  to  see  the 
KFWB  Hi-Jinks  could  be  secured. 

The  reason  for  this  was  because 
the  broadcast  was  "too  success- 
ful". The  sponsor  could  not  keep 
up  with  the  demand  for  tickets 
without  going  to  the  expense  and 
trouble  of  securing  larger  quarters 
for  the  acts  each  week  and,  after 
all,  the  sponsor  wasn't  in  the  the- 
ater business. 

Accordingly,  KFWB  on  Dec.  20 
announced  that  those  who  had  been 
saving  bread  wrappers  would  have 
to  cash  them  in  for  Hi-Jinks  tic- 
kets not  later  than  Jan.  18. 

Sponsors  and  the  station  antici- 
pated probably  around  10,000  calls 
for  tickets  to  come  in  during  the 
month.  But  by  actual  account  it 
reached  35,000. 

So  the  Hi-Jinks  show  continued 
with  its  Sunday  night  crowd  and 
in  addition  the  sponsors  took  over 
the  Shrine  Auditorium  the  evenings 
of  March  7,  8  and  9.  This  caught 
up  with  the  35,000  applications. 

Since  Jan.  18  no  announcement 
has  been  made  over  the  air  as  to 
how  to  get  in  to  see  the  Hi-Jinks 
acts  in  person.  Franco  has  dis- 
continued the  coupon  idea,  but  it 
will  continue  the  audience  angle 
by  giving  free  ducats  to  those  who 
write  in  for  them.  There  are  no 
strings  to  the  offer.  No  bread 
must  be  bought;  no  tickets  saved. 

Still,  with  no  announcements  in 
February  or  March,  applications 
have  come  in  for  tickets  at  a  con- 
tinued rapid  rate  and  space  has 
been  "sold  out"  to  the  middle  of 
June.  That,  you  must  admit,  is 
some  record. 
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NEW  ENGLAND 


New  England's  besf  known 
symbol — Plymoufh  Rock; 
New  England's  best  known 
radio  outlets— WBZ-WBZ A. 


A  cleared  channel  with  outlets  at 
Boston  and  Springfield,  using  the 
highest  power  in  Massachusetts, 
delivers  to  New  England  the  pop- 
ular programs  of  the  NBC  Blue 
Network.  Advertisers  on  WBZ- 
WBZA  are  always  assured  an 
audience  of  responsive  listeners 
.  •  •  That's  why  you  will  find  an 
increasing  tendency  on  the  part 
of  local  and  spot  broadcasters  to 
favor  WBZ-WBZA  in  the  New 
England  market. 


WBZ  -  WBZA 


N  B  C  LOCAL  SERVICE  BUREAU 

NEW  YORK  •  CHICAGO  •  SAN  FRANCISCO 

WEAF    &    WJZ       WMAQ&WENR       KPO.      KGO      &  KTA 

BOSTON  -  WBZ -WBZA  SPRINGFIELD.  MASS  -  WBZA -WBZ  SCHENECTADY  •  WGY 
WASHINGTON.  0.  C.  -  WRC  S  WMAL  PITTSBURGH  -  KOKA  CLEVELAND  -  WTAM 
DENVER  -  KOA  '   PORTLAND.  ORE  ■  KEX  SPOKANE  •  KGA 


March  15,  1933  •  BROADCASTING 


Page  13 


WMAL 


since  March  2nd,  1933  a  NBC  managed  and  operated  station,  offers  the  advertiser  in  the  Washington  market 
not  only  an  established  local  audience  of  effective  proportions  but  also  many  new  listeners  attracted  by  the  out- 
standing programs  of  the  NBC  Blue  Network.  One  of  Washington's  pioneer  stations,  WMAL  operates  full  time 
on  a  frequency  of  630  kilocycles  with  a  power  of  500  watts  daytime  and  250  watts  at  night.  For  complete  details  write 


NBC     LOCAL     SERVICE  BUREAU 

NEW  YORK  •  CHICAGO  •  SAN  FRANCISCO 
WEAF     &     WJZ      WMAQ&WENR      KPO,      KGO      &  KYA 

BOSTON  •  WBZ-WBZA  SPRINGFIELD.  MASS  •  WBZA-WBZ  SCHENECTADY  •  WGY 

WASHINGTON.  D.  C.  *  WRC  8  WMAL  PrnSBURGH  •  KDKA  CLEVELAND  •  WTAM 

I 

DENVER  •  KOA  PORTLAND.  ORE  •  KEX  SPOKANE  •  KGA 
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Listener  Who  Uses 
Product  Has  Edge 
In  Radio  Contests 

Half  of  Winners  Customers 
Before  Entering  Contest 

By  C.  T.  MUTCHNER 
The  Frigidaire  Corporation 

HOMESPUN  evidence  that  a 
thorough  knowledge  of  any  prod- 
uct is  important  in  advertising  it 
and  that  an  understanding  of  what 
the  product  will  do  for  the  user 
is  a  sine  qua  non  of  good  sound 
copy,  is  seen  in  a  study  Frigidaire's 
advertising  department  has  made 
of  winning  answers  in  a  contest 
it  recently  conducted. 

The  contest,  carried  on  over 
NBC,  was  based  upon  what  was 
then  a  new  feature  of  this  com- 
pany's household  product — "greater 
food  space."  While  this  departure 
in  construction  methods  was  as  un- 
familiar to  the  then  users  of  this 
particular  electric  refrigerator  as 
it  was  to  any  of  the  116,000  con- 
testants, almost  half  the  total  num- 
ber of  prizes  went  to  Frigidaire 
users. 

Product  Users  Win 

TWENTY-TWO  out  of  a  total  of 
45  contest  winners  have  since  re- 
ported they  are  users  of  this  com- 
pany's products.  Three  owned  other 
makes  of  electric  refrigerators,  13 
had  none  in  their  homes  and  seven 
did  not  answer  requests  for  in- 
formation. 

E.  D.  Doty,  Frigidaire  advertis- 
ing manager,  has  concluded  that 
contestants  with  personal  knowl- 
edge of  the  advantages  of  electric 
refrigeration  and  to  some  extent, 
of  this  particular  make,  had  a 
most  decisive  advantage  in  produc- 
ing copy  that  tied  in  the  one  new 
feature  with  older  and  better 
known  sales  arguments. 

"Anyone  who  has  been  associ- 
ated with  a  radio  contest,"  said 
Mr.  Doty,  "knows  that  a  large  per- 
centage of  the  answers  submitted 
are  hopelessly  unworthy  of  more 
than  passing  consideration.  Vio- 
lation of  plainly  printed  rules,  mis- 
spelling, slipshod  grammar  and 
other  shortcomings  disqualify  a 
high  percentage  right  at  the  start. 

Entries  of  High  Type 

"NEVERTHELESS,  this  contest 
did  produce  some  very  fine  entries 
— simple,  understandable,  straight- 
from-the-shoulder  truths  that  were 
all  the  more  convincing  because 
they  were  shorn  of  all  embellish- 
ment. It  was  good  evidence  that 
an  ounce  of  sincerity .  is  worth  a 
ton  of  rhetoric,  in  the  production 
of  either  a  contest  winning  entry 
or  advertising  copy." 

The  belief  sometimes  expressed 
that  such  contests  do  not  attract 
a  representative  cross-section  of 
the  buying  public  was  not  borne 
out  by  the  results,  Mr.  Doty  said. 

Winners  of  five  automobiles, 
which  were  the  featured  prizes  of 
the  contest,  included  the  head  of 
the  promotion  department  of  one 
of  the  leading  Chicago  newspapers, 
the  office  manager  of  a  large 
leather  manufacturing  concern,  the 
wife  of  a  prosperous  truckman,  a 


I PATRIOTIC  APPEAL  I 
Sounded  by  WCKV  After  Bank  I 
 Holiday  is  Ordered  ■ 

"NOW,  more  than  ever,  America 
needs  Americans!" 

This  line  was  used  as  a  back- 
ground for  station  announcements 
by  WCKY,  Covington,  Ky.,  during 
the  days  following  President 
Roosevelt's  proclamation  ordering 
a  bank  holiday. 

The  background  was  ordered  as 
a  stimulus  to  patriotic  thought  dur- 
ing trying  days  by  L.  B.  Wilson, 
WCKY  president.  It  brought  many 
expressions  of  approval  from  busi- 
ness people  and  the  general  public. 

WCKY,  like  other  stations 
throughout  the  country,  co-oper- 
ated in  every  way  to  bring  sane 
and  truthful  statements  on  the 
banking  situation  to  the  radio  pub- 
lic during  the  crisis.  The  thought 
behind  the  station  announcement 
was  that,  just  as  in  war  days, 
the  nation  needed  calmness  and 
sober  thought,  as  opposed  to  un- 
reasoning fear,  in  line  with  the 
keynote  sounded  by  President 
Roosevelt. 


Making  New  Rules 

A  NEW  SET  of  regulations  gov- 
e  r  n  i  n  g  Canadian  broadcasting, 
possibly  including  provisions  limit- 
ing advertising  over  Canadian  sta- 
tions to  products  manufactured  in 
Canada,  or  else  limiting  the  per- 
centage of  American  content  of 
programs  on  Canadian  stations, 
will  be  promulgated  in  Ottawa  on 
or  about  April  1.  This  was  an- 
nounced in  Parliament  early  this 
month  by  Alfred  Duranlear,  Minis- 
ter of  Marine. 


A  NEW  schedule  of  standard  fre- 
quency transmissions  from  the  U. 
S.  Bureau  of  Standards  station 
WWV,  at  Beltsville,  Md.,  effective 
April  1,  has  been  announced  by  the 
Bureau.  Details  are  available  on 
request  from  the  Bureau  of  Stand- 
ards, Washington. 


stenographer  earning  a  comfort- 
able salary  and  one  married  wo- 
man, listed  as  "housekeeper." 

Class  of  Contestants 

"SOMETIMES,  in  checking  over  a 
hundred  thousand  or  more  names 
we  are  so  impressed  by  the  tre- 
mendous number  of  people  who 
take  part  in  such  contests  that 
we  are  inclined  to  form  the  opin- 
ion that  many  of  them  must  be 
shut-ins,  unemployed,  or  possessing 
little  or  no  buying  power,"  Mr. 
Doty  said. 

"It  is,  of  course,  impossible  to 
check  up  on  all  the  people  who 
send  answers  in  to  a  contest.  How- 
ever, we  have  taken  the  trouble  to 
investigate  people  who  have  won 
major  prizes  in  two  of  our  con- 
tests, and  in  every  instance  they 
have  been  found  financially  well 
able  to  buy  our  products.  In  a 
surprising  number  of  instances 
such  winners  were  found  already 
to  own  Prigidaires.  In  the  recent 
contest,  a  $10  prize  check  was 
brought  to  one  of  our  dealers  as 
a  payment  on  a  unit  purchased 
last  May." 


New  Disk  Features 

NEW  transcription  features  re- 
ported in  the  making  for  sponsors 
are  being  recorded  by  World  Broad- 
casting System  for  Coca  Cola,  by 
Titan  Productions  of  San  Fran- 
cisco for  Barbara  Gould  cosmetics, 
(Bourjois,  Inc.,  New  York)  and  by 
RCA  Victor  for  the  Aetna  insur- 
ance companies,  Hartford,  Conn. 
First  of  a  series  of  transcription 
features  by  Columbia  Phonograph 
Co.,  New  York,  since  Ed  Conne  and 
Al  Boasberg  joined  that  company, 
is  "Night  Club",  to  be  offered  for 
sustaining  purposes,  with  others  to 
be  added  to  the  list. 


Three  Stations  Go 
National  in  Canada 

GovernmentRailroad  Sells 
To  Radio  Commission 

By  JAMES  MONTAGNES 

THE  FIRST  nationally  owned  sta- 
tions to  come  under  the  wing  of 
the  Canadian  Radio  Commission 
are  CNRA,  Moncton,  N.  B.;  CNRO, 
Ottawa,  and  CNRV,  Vancouver,  all 
licensed  at  500  watts.  These  sta- 
tions have  been  owned  and  oper- 
ated by  the  Canadian  National 
Railways  for  several  years,  form- 
ing the  nucleus  of  the  chain  of 
railways  stations  which  once  num- 
bered nearly  a  score  and  consti- 
tuting the  first  broadcasting  net- 
work in  the  Dominion.  The  three 
stations,  according  to  advices  from 
Ottawa  and  statements  made  in 
Parliament,  are  being  taken  over 
immediately  from  the  government- 
operated  railway. 

The  C.  N.  R.  system  of  radio 
stations  operated  also  from  other 
cities,  and  leases  on  time  of  pri- 
vate broadcasting  stations  are  un- 
derstood also  to  have  been  as- 
sumed by  the  Commission.  The 
network  programs  of  the  railways 
have  been  running  on  the  carrier- 
current  wires  of  the  telegraph  lines 
of  the  national  railways,  and  some 
system  is  being  worked  out  where- 
by the  Commission's  national  pro- 
grams will  also  be  carried  on 
these  wires. 

The  exact  sum  paid  for  the  sta- 
tions has  not  been  made  public, 
but  it  is  understood  to  approxi- 
mate $50,000,  which  includes  in  the 
case  of  CNRV,  station  buildings  on 
Lulu  Island,  near  Vancouver.  This 
sum  is  to  be  paid  by  the  Commis- 
sion over  a  period  of  years,  the 
information  states,  and  is  not  to 
be  taken  from  the  $1,000,000  voted 
the  Commission  by  Parliament  this 
year  for  national  programs. 

The  call  letters  of  these  three 
stations  may  possibly  be  changed, 
since  the  first  three  letters  iden- 
tified the  Canadian  National  Rail- 
ways and  were  especially  procured 
for  the  system  by  the  government 
through  international  negotiations 
with  Morocco  to  whom  these  let- 
ters are  assigned  by  international 
radio-telegraph  regulations. 

The  buying  of  these  stations  by 
the  Commission  will  save  the  rail- 
ways considerable  money.  The 
staffs  of  the  stations  will  be  re- 
tained by  the  Commission,  the  di- 
rector of  all  the  railway  stations, 
E.  A.  Weir,  having  gone  to  the 
Commission  some  time  ago. 


Service  Band  Ban 
Arouses  Congress 

Hand  of  Union  Labor  Seen 
Behind  Adams'  Order 

APPARENTLY  forced  by  the  de- 
mands of  union  musicians,  Charles 
Francis  Adams,  while  Secretary 
of  the  Navy,  on  Feb.  28  ordered 
the  Navy  and  Marine  bands  to 
discontinue  their  broadcasts,  which 
had  totaled  14  hours  a  week  over 
the  networks.  The  order  precipi- 
tated a  furore  in  Congress,  with 
debates  March  2  on  the  House 
floor.  The  War  Department,  con- 
trolling the  Army  band,  has  not 
changed  its  policy  of  permitting 
broadcasts. 

The  military  bands  have  been 
used  entirely  as  sustaining  fea- 
tures and  have  won  wide  popu- 
larity throughout  the  country.  The 
concerts  have  been  featured  on  the 
air  virtually  since  the  beginning 
of  chain  broadcasting,  and  in  many 
cases  have  become  part  of  the  cur- 
ricula of  radio-equipped  schools. 
The  fact  that  Secretary  Adams 
stepped  out  of  office  March  4, 
along  with  the  Republican  admin- 
istration, left  some  hope  that  the 
new  Secretary,  Claude  A.  Swan- 
son,  may  reverse  the  ruling,  al- 
though Secretary  Swanson  had  no 
sooner  assumed  office  before  Joseph 
H.  Weber,  president  of  the  Ameri- 
can Federation  of  Musicians,  sent 
him  a  letter  urging  him  not  to 
rescind  the  Adams  order. 

Britten  Raps  Action 

IN  OPENING  debate  on  the  sub- 
ject in  the  House  Rep.  Britten, 
(R.)  of  Illinois,  ranking  member 
of  the  House  Naval  Committee, 
berated  the  Navy  for  its  action. 
Declaring  that  he  was  at  a  loss  to 
understand  why  "Charlie  Adams" 
had  issued  the  order,  he  said  its 
effect  is  to  take  from  the  people 
those  musical  programs  for  which 
they  are  paying  through  indirect 
taxation. 

Rep.  Britten  said  the  principal 
loser  will  be  the  public  while  the 
bands  will  lose  "this  intensive 
practice  hour  which  has  made  them 
what  they  are."  He  said  it  was 
"ridiculous"  that  these  bands, 
which  cost  the  taxpayers  about  a 
million  dollars  a  year,  should  not 
be  heard  outside  the  District  of 
Columbia  "because  some  one  or 
some  organization  objects."  He 
declared  the  broadcasting  time  va- 
cated will  not  be  filled  by  union 
musicians  or  any  organized  musi- 
cal associations. 

Rep.  Blanton,  (D.)  of  Texas, 
stormy  petrel  of  the  House,  minced 
no  words  in  charging  that  the  rea- 
son for  the  Navy's  action  was  "be- 
cause the  unions  commanded  them 
to  do  it." 

In  defense  of  the  Navy's  action 
spoke  Rep.  LaGuardia,  (R.)  of 
New  York,  and  Rep.  Stafford,  (R.) 
of  Wisconsin,  both  lame  ducks. 
Rep.  LaGuardia  asserted  that  while 
the  service  bands  play  on  the  ra- 
dio without  pay  thousands  of  un- 
employed musicians  are  walking 
streets.  He  went  into  a  discus- 
sion of  commercial  broadcasting, 
alleging  that  these  concerts  "are 
sandwiched  in  between  paid  adver- 
tisements and  that  the  radio  com- 
panies derive  profit  from  these 
concerts." 
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Better  Days  Ahead 

FEW  CAN  DOUBT  that  the  Roosevelt  bank- 
ing holiday  marked  the  turning  point  in  the 
depression,  and  that  the  higher  price  levels 
which  are  already  discernible  mean  our  emer- 
gence, however  gradual,  into  an  era  of  better 
business.  Advertising  has  a  bigger  part  than 
ever  to  play  in  the  recovery  program — and 
the  repeated  success  of  radio  advertising  cam- 
paigns in  the  past  unquestionably  means  that 
it  will  be  utilized  more  widely  than  ever  in 
the  coming  months  and  years. 

Keen  advertisers  in  many  cities  actually 
seized  the  occasion  of  the  banking  holiday  to 
calm  the  buying  public  and  to  proffer  ex- 
tended credit,  using  radio  time  as  well  as 
printed  space.  The  messages  of  better  busi- 
ness must  reach  the  public,  and  how  else  to 
do  it  than  by  advertising  ? 

Radio  advertisers  and  radio  stations  have 
nothing  to  fear  from  the  Roosevelt  adminis- 
tration by  way  of  further  restrictions  that 
might  hamstring  radio  advertising  and  sta- 
tion operations.  It  is  reasonable  to  assume 
that  President  Roosevelt  wants  radio  to  flour- 
ish along  with  all  other  business.  We  know 
how  he  used  broadcasting  to  carry  his 
messages  and  other  pronouncements  to  the 
American  public;  there  was  no  more  potent 
force  than  radio  in  calming  the  public  during 
the  critical  days.  Indeed,  the  Radio  Commis- 
sion's relaxation  of  the  "broadcast  day"  rule 
showed  how  it  sympathizes  with  the  economic 
problems  of  the  smaller  stations. 

Even  if  some  accounts  have  pulled  out  in 
recent  weeks,  this  is  not  the  time  to  howl 
calamity.  If  we  have  confidence  at  all  in  the 
leadership  of  our  new  President,  we  should 
carry  on  business  as  usual. 


Using  Radio  Aptly 

THAT  the  affiliation  of  the  leading  advertis- 
ers of  the  country  should  elect  to  use  spot 
time  on  more  than  150  stations  "to  gain  among 
the  buying  public  a  wider  understanding  of 
the  functions  of  advertising  and  an  apprecia- 
tion of  its  importance  as  an  economic  force," 
is  a  real  tribute  to  the  power  of  radio  as  a 
means  of  mass  communication.  The  Adver- 
tising Federation  of  America's  radio  series  is 
exactly  the  sort  of  institutional  campaign  for 
which  radio  is  ideally  suited.  Radio  reaches 
hot  merely  the  average  buyer  but  all  classes 
of  purchasing  power.  Here  radio  has  an  op- 
portunity to  demonstrate  to  the  men  who  buy 
time  and  space — some  of  whom  must  still  be 
"sold"  the  radio  advertising  idea — how  it  can 
develop  public  understanding  and  appreciation 
of  the  great  economic  force  of  advertising. 


Lame  Duck  Soup 

TWO  DAYS  before  Congress  quit  on  March  4, 
Rep.  LaGuardia,  Republican  lame  duck  from 
New  York,  indulged  in  a  little  political  byplay 
in  the  House  using  radio  as  his  theme.  His 
cue  was  the  order  of  Secretary  Adams  banning 
radio  performances  of  the  Navy  and  Marine 
bands.  He  made  an  impassioned  plea  in  be- 
half of  the  unemployed  musicians  in  condemn- 
ing the  Navy's  action. 

His  ignorance  of  broadcasting  was  appall- 
ing. The  story  he  told  of  how  the  networks 
reap  profits  from  the  sustaining  programs  of 
the  sei'vice  bands  was  a  figment  of  his  imagi- 
nation. But  his  speech,  we  assume,  was  in- 
tended to  be  a  gracious  sop  to  Tin  Pan  Alley 
and  to  his  East  Side  unionist  constituents  who 
rejected  him  at  the  last  election.  He  is  ex- 
pected to  go  before  them  again  in  two  years 
for  another  try. 


WHATEVER  else  the  new  administra- 
tion does  with  the  control  of  radio,  it  is 
reassuring  to  know  that  Judge  Sykes, 
Democrat,  and  only  remaining  ynember  of 
the  original  Radio  Commission,  will  now 
remain  as  the  government's  radio  "anchor 
man."  His  splendid  work  at  MaArid  dem- 
onstrated that  his  talents  cannot  be  sub- 
stituted, especially  in  view  of  the  forth- 
coming North  American  conference,  which 
he  ivill  attend  as  a  delegate. 


Searching  for  Suckers 

A  DELIBERATE  effort  to  incite  unrest  in 
broadcasting  ranks  in  connection  with  the 
forthcoming  North  American  Conference  for 
redistribution  of  wave  lengths  is  being  made. 
This  bald  attempt  to  inveigle  stations,  large 
and  small,  into  "buying"  alleged  confidential 
information  and  service  that  will  protect  them 
when  the  "general  reallocation"  of  broadcast- 
ing facilities  comes,  is  denounced  by  the  Radio 
Commission.  In  the  case  of  smaller  stations, 
the  offer  was  even  made  to  get  them  "im- 
proved" facilities. 

No  one  can  foretell  what  the  North  Ameri- 
can conference  will  yield.  It  is  far  from  cer- 
tain that  there  will  be  any  reallocation  at  all. 
And,  as  Acting  Chairman  Lafount  states,  it 
is  foolish  for  any  station  in  this  country  to 
hope  to  benefit  in  improved  facilities  as  a 
result  of  the  conference.  The  interests  of 
broadcasting  stations  are  being  looked  after 
by  James  W.  Baldwin,  former  Commission 
secretary  who  has  been  retained  by  the  NAB. 
Broadcasters  have  but  to  consult  him  to  get 
the  true,  unbiased  story  of  what  it  is  all 
about. 


VASTLY  SUPERIOR  in  literary  style  and 
choice  of  subject  matter  than  Frederick 
Ringel's  "America  as  Americans  See  It"  (a 
Literary  Guild  selection  of  last  year,  which 
had  an  utterly  stupid  chapter  on  radio  by 
Graham  McNamee)  Edwin  C.  Hill's  "The 
American  Scene:  The  Inside  Story"  (M.  Wit- 
mark  &  Sons,  New  York,  $3)  is  just  such  a 
book  as  foreigners  might  read  to  get  a  real 
picture  of  the  real  United  States  during  at 
least  one  year,  1932. 

The  popular  CBS  broadcaster  of  "the  hu- 
man side  of  the  news"  not  only  knows  how 
to  tell  a  story  in  rattling  style,  but  can  paint 
a  vivid  and  lasting  picture  of  contemporary 
life.  That  is  the  purpose  of  the  35  chapters 
in  this  thick  volume — all  of  them  just  as  in- 
teresting as  Ed  Hill's  own  radio  talks.  In- 
deed, most  of  the  material  is  reshaped  from 
his  various  broadcasts.  He  treats  of  such  sub- 
jects as  politics,  finance,  prohibition,  crime,  the 
bonus,  farm  problems,  movies,  stage,  sport. 
Each  chapter  spins  a  yarn  around  a  central 
figure  or  notable  event  of  1932  in  the  style 
that  only  the  ex-star  reporter  of  the  New 
York  Sun,  now  "gone  radio",  has  mastered 
both  with  pen  and  on  the  air. 

There  is  one  chapter  titled  "The  Troubled 
Air  Waves"  which  is  a  discourse  on  the  as- 
tonishing growth  of  an  infant  industry,  its 
artistic  and  regulatory  and  advertising  prob- 
lems and  its  outstanding  broadcasts  of  1932. 

Here  is  a  book  well  worth  owning,  thor- 
oughly enjoyable  for  the  yarns  it  spins,  well 
fulfilling  its  purpose  "to  deal  with  American 
life  as  a  whole  by  throwing  into  high  relief 
the  major  occurrences — (of  1932) — ^whose  full 
importance  could  not  be  measured  until  the 
year  had  fallen  back  into  Time." 


RADIO  STARS  are  paying  the  bill  for  10,000 
copies  of  a  350-page  book,  "Who's  Who  in 
Radio",  to  be  distributed  among  radio  sta- 
tions, advertising  agencies  and  concerns  using 
radio  advertising.  The  book  is  being  compiled 
and  prepared  by  Finney  Briggs  under  the 
direction  of  H.  G.  Erstrom,  managing  director 
of  the  Federated  Radio  Trades  Association, 
Chicago.  Designed  to  present  the  activities  of 
the  various  entertainers  for  the  information 
of  radio  advertisers,  each  entertainer  will  pay 
for  the  amount  of  editorial  matter  and  art 
work  he  desires.  Otherwise  no  advertisements 
are  to  be  included  in  the  book. 

A  popular  edition  designed  to  appeal  to  the 
public  and  selling  at  $1  is  also  planned.  Spe- 
cial articles  on  the  growth  of  radio,  how  a 
radio  network  is  operated,  how  programs  are 
built,  and  an  elaborate  log,  are  to  be  included. 


LECTURES  delivered  at  the  Lowell  Institute, 
Boston,  by  executives  of  the  American  Tele- 
phone &  Telegraph  Co.  and  associated  organ- 
izations last  year  have  been  compiled  in  a 
book  under  the  title,  "Modern  Communica- 
tion" (Houghton  Mifflin  Co.,  Boston;  $2.75). 
Latest  developments  in  television,  radio,  tele- 
phone, talking  pictures  and  other  forms  of 
communication  are  discussed  by  Arthur  W. 
Page,  John  E.  Otterson,  Ralph  Brown,  H.  D. 
Arnold,  Harvey  Fletcher,  Frank  B.  Jewett 
and  Herbert  E.  Ives. 


THE  THIRD  year-book  of  the  Institute  for 
Education  by  Radio  was  recently  published 
under  title  of  "Education  on  the  Air — 1932." 
Copies  may  be  obtained  at  $3  from  the  Bureau 
of  Educational  Research,  Ohio  State  Univer- 
sity, Columbus,  0. 
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CONSULT  "Who's  Who  in  Amer- 
ica", the  biographical  dictionary 
of  notable  people  in  the  United 
States,  and  you  will  find  only  three 
lines  about  William  David  Lent 
Starbuck.  They  simply  give  his 
name  and  address  and  note  the 
fact  that  he  has  been  a  Federal 
Radio  Commissioner  since  April, 
1929, 

Of  the  eleven  men  who  have 
served  on  the  Commission  since  its 
creation  in  1927,  Mr.  Starbuck  has 
been  the  least  publicized.  Yet  be- 
hind the  scenes  in  radio  he  has 
been  identified  with  some  of  its 
most  important  activities,  notably 
those  of  the  engineering  division, 
over  which  he  has  supervision.  To 
him  also  full  credit  should  be  given 
for  the  remarkable  progress  made 
by  commercial  aeronautics  in  cre- 
ating and  utilizing  radio  facilities. 
Aviation  radio,  with  the  greatest 
network  of  stations  in  the  world, 
is  now  the  busiest  and  one  of  the 
most  successful  of  the  industrial 
pursuits  to  which  radio,  other  than 
broadcasting,  has  been  put. 

William  David  Lent  Starbuck 
has  the  unique  qualification  of 
being  both  engineer  and  lawyer. 
Since  these  two  professional  fields 
embrace  the  entire  scope  of  the 
Commission's  activity,  he  came  to 
that  body  with  a  well-balanced 
background,  even  though  he  had 
not  previously  been  identified  with 
radio. 

The  possibilities  af  aviation  ra- 
dio inspired  Mr.  Starbuck's  inter- 
est shortly  after  he  was  appointed 
to  the  Commission  nearly  four 
years  ago.  Together  with  the  en- 
gineers of  the  air  transport  oper- 
ators and  the  engineers  of  the 
Commission,  he  worked  out  a 
highly  efficient  system  of  utilizing 
the  severely  limited  number  of 
available  wave  lengths  to  provide 
for  maximum  service  and  safety 
to  commercial  aviation.  Subse- 
quently, a  cooperative  communica- 
tion organization,  Aeronautical  Ra- 
dio, Inc.,  was  formed. 

In  three  years  he  has  seen  Aero- 
nautical Radio  become  the  com- 
munication subsidiary  of  all  the 
organized  air  mail  and  passenger 


operators,  and  the  project  he  out- 
lined for  "radiozing"  all  air  mail 
lanes  is  more  than  90  per  cent  com- 
plete. Aeronautical  stations  are  lo- 
cated in  90  cities,  acting  as  "dis- 
patching" units  of  various  trans- 
ports, and  maintaining  constant 
radiotelephone  communication  with 
planes  in  flight  and  between  ground 
stations.  Under  the  organization, 
frequencies  are  allocated  to  the 
corporation  rather  than  to  indi- 
vidual air  lines. 

Mr.  Starbuck  was  born  in  New 
York  City  March  23,  1886.  After 
receiving  his  primary  education  in 
New  York  schools  he  enrolled  in 
Columbia  University,  class  of 
1907,  and  was  graduated  with  a 
degree  in  mechanical  engineering. 
For  two  years  he  was  a  member 
of  Columbia's  varsity  crew.  Presi- 
dent Roosevelt  and  Mr.  Starbuck 
were  on  Columbia's  campus  at  the 
same  time,  the  former  having  been 
in  the  Law  School  with  the  class 
of  1907. 

Upon  leaving  Columbia,  he  en- 
gaged in  various  engineering  pur- 
suits. He  served  successively  with 
the  Bethlehem  Steel  Co.,  Ameri- 
can Car  and  Foundry  Co.,  Inger- 
soll-Rand  Co.  and  other  manufac- 
turers. 

At  the  outbreak  of  the  war,  he 
enlisted  and  was  commissioned  a 
first  lieutenant  in  the  Ordnance 
Corps  in  December,  1917.  In  May, 
1918,  he  sailed  for  France.  As- 
signed to  the  81st  Division,  which 
saw  action  in  the  Meuse-Argonne, 
he  returned  to  this  country  in 
March,  1919. 

After  being  honorably  discharged 
from  the  Army  that  year,  Mr.  Star- 
buck  began  a  consulting  engineer- 
ing practice  in  New  York  with  a 
former  classmate.  In  1924  he 
joined  the  law  firm  of  Ramsay 
Hoguet,  and  in  connection  with  that 
work  was  tutored  in  law  and  was 
admitted  to  the  New  York  bar  in 
1926.  He  was  also  admitted  to 
practice  before  the  United  States 
Supreme  Court. 

It  was  while  he  was  associated 
with  that  firm  that  Mr.  Starbuck 
received  an  appointment  to  the 
Commission  by  President  Hoover 
on  May  6,  1929.    He  is  a  Democrat 


PERSONAL  NOTES 


EVERETT  WHITMYRE,  originator  of 
the  NBC  "Adventures  in  Hobby  Rid- 
ing" and  creator  of  other  programs 
used  by  manufacturers  and  retailers 
in  central  New  York  State,  has  been 
appointed  merchandising  manager  of 
WFBL,  Syracuse,  N.  Y.  He  formerly 
was  assistant  sales  promotion  mana- 
ger of  the  Sherwin-Williams  Co., 
Cleveland;  sales  promotion  manager 
of  the  Burroughs  Adding  Machine  Co., 
Detroit;  advertising  and  sales  mana- 
ger of  Kellogg  Products,  Inc.,  Buffalo, 
and  retail  division  account  executive 
of  Campbell-Ewald  Co.,  Detroit. 

FATHER  CHARLES  E.  COUGHLIN, 
who  broadcasts  over  a  special  network 
from  his  Shrine  of  the  Little  Flower, 
Detroit,  was  in  Washington  for  the 
Roosevelt  inauguration,  and  conferred 
with  Prof.  Raymond  Moley,  advisor  of 
the  President.  His  regular  Sunday 
broadcast  March  .5  was  from  WOL, 
Washington.  Accompanying  him  was 
George  Richards,  president  of  WJR, 
Detroit. 

ALFRED  J.  McCOSKER,  director  of 
WOR,  Newark,  and  president  of  the 
NAB,  with  Mrs.  McCosker  and  their 
daughter  Angela  were  Washington 
visitors  for  the  inauguration.  Mr. 
McCosker  returned  later  for  a  con- 
ference with  Postmaster  General 
Farley. 

M.  H.  AYLESWORTH,  president  of 
NBC,  and  Mrs.  Aylesworth  left  for 
Miami  in  latter  February  for  a  vaca- 
tion. 

BERNARD  FENNER,  formerly  studio 
director  of  KFAB,  Lincoln,  Neb.,  is 
managing  Fontenelle  Features,  radio 
script  syndicate  offering  sustaining 
and  commercial  features,  with  offices 
at  502  No.  30th  St.,  Omaha. 

ARTHUR  SORENSON,  former  photo 
editor  of  NBC,  has  started  his  own 
publicity  service  at  4  E.  43rd  St.,  New 
York,  and  is  distributing  a  service 
called  "Rambling  Round  Radio  Row" 
containing  notes  and  anecdotes  about 
radio  artists. 

J.    LEGRAND    EVERETT,    Jr.,  has 

been  promoted  from  announcer  to  pro- 
gram director  of  WBT,  Charlotte,  N. 
C,  according  to  an  announcement  by 
William  A.  Schudt,  Jr.,  new  manager 
of  WBT. 

THOMAS  B.  ROBINSON,  formerly 
with  WJKC,  Lancaster,  Pa.,  and  at 
one  time  with  NBC,  has  joined  WSYR, 
Syracuse,  N.  Y.,  as  merchandising 
counsel  and  sales  promotion  director. 

TOM  MORGAN,  manager  of  KTAB, 
Oakland,  Cal.,  and  at  one  time  opera- 
tor of  KTM,  Los  Angeles,  and  KTAB, 
for  the  Pickwick  Broadcasting  Corp., 
has  moved  his  home  from  Beverly 
Hills  to  Oakland. 

DAVID  DRISCOLL,  formerly  with 
KGDE,  Fergus  Falls,  Minn.,  and 
WCCO,  Minneapolis,  has  been  ap- 
pointed by  Carlyle  Anderson,  Adver- 
tising, Fergus  Falls,  to  handle  its 
radio  accounts. 

EARL  C.  SMITH,  formerly  with  San 
Francisco  newspapers  and  with  the 
Rodney  Boone  Organization,  has  joined 
the  commercial  staff  of  KFRC,  San 
Francisco.. 

ALTON  K.'  HARTENBOWER,  for- 
merly with  the  McCann-Erickson  Ad- 
vertising Agency,  Chicago,  has  been 
added  to  the  sales  promotion  depart- 
ment of  NBC  in  Chicago. 
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and  was  appointed  from  Connec- 
ticut. He  is  a  member  of  the  Co- 
lumbia University  Club  of  New 
York,  Alpha  Delta  Phi  Fraternity, 
the  American  Society  of  Mechani- 
cal Engineers  and  the  Institute  of 
Radio  Engineers. 

He  enjoys  water  sports,  prefer- 
ring fishing,  swimming  and  sailing. 


G.  B.  DEALEY,  president  of  the  A. 

H.  Belo  Corp.  and  the  Dallas  News, 
owners  and  operators  of  WFAA,  and 
Martin  Campbell,  general  manager  of 
WFAA,  were  honor  guests  and  Mr. 
Campbell  the  speaker  at  a  dinner 
given  by  the  Dallas  Junior  Chamber 
of  Commerce  in  appreciation  of  the 
successful  negotiations  whereby 
WBAP,  Ft.  Worth,  increased  its  power 
to  50  kw.  through  use  of  the  WFAA 
transmitter.  Mr.  Campbell,  also  na- 
tional advertising  manager  for  WBAP, 
was  introduced  to  the  audience  by 
radio  from  Ft.  Worth. 

J.  ARTHUR  DUPONT,  former  man- 
ager of  CKAC,  Montreal,  has  joined 
the  Canadian  Radio  Broadcasting  Com- 
mission as  director  of  broadcasting, 
eastern  division,  with  headquarters  in 
Ottawa. 

STANLEY  E.  HUBBARD,  general 
manager  of  KSTP,  St.  Paul,  was  in 
Washington  March  10  for  a  confer- 
ence on  radio  matters  with  Postmaster 
General  James  E.  Farley. 
JACK  BROOKS  of  the  staff  of 
WBBM,  Chicago,  has  been  elected  vice 
president  of  the  Paddle  and  Net  Club 
of  Chicago,  composed  of  ping  pong 
enthusiasts  in  the  advertising  frater- 
nity who  meet  in  a  court  in  the  Wrig- 
ley  Bldg.  J.  H.  Piatt,  advertising 
manager  of  the  Kraft-Phenix  Cheese 
Corp.,  is  president. 

WALLER  HORNADAY,  formerly  with 
the  Yost  Advertising  Agency,  St. 
Louis,  has  joined  the  sales  department 
of  KMOX,  St.  Louis,  J.  L.  Van  Vol- 
kenberg,  sales  and  operations  direc- 
tor, has  announced.  The  sales  staff 
now  also  includes  J.  C.  Hetherington, 
William  N.  McKamy,  James  L.  Huff- 
man, Douglas  Danforth  and  Theodore 
White.  ^1 


BEHIND 
THE  MICROPHONE 

WILLIAM  FRANCIS,  formerly  of  the 
Omaha  Bee-News,  has  joined  KOIL, 
Omaha-Council  Bluffs,  as  manager  of 
its  artists  bureau. 

DR.  MAX  JORDON,  NBC  represen- 
tative in  Central  Europe,  reported  the 
German  national  elections  March  5 
from  a  studio  of  the  Reichs  Rundfunk 
Gesellschaft  to  the  NBC-WJZ  network 
in  this  country. 

JOHN  McCOLLOM,  former  college 
dramatic  director  and  experienced  in 
legitimate  stage  work,  has  been  added 
to  the  program  department  of  WCBA- 
WSAN,  Allentown,  Pa.  Mr.  McCollom 
was  at  one  time  associate  editor  of 
The  Dramatist. 

BILLY  REPAID,  popular  radio  re- 
porter for  WJR,  Detroit,  has  signed 
a  contract  to  broadcast  twice  weekly 
on  a  coast-to-coast  NBC-WEAF  net- 
work under  sponsorship  of  the  Hud- 
son Motor  Car  Co.  Mr.  Repaid  en- 
tered radio  via  WJR  in  1930. 
PETER  DIXON,  radio  columnist  and 
author  of  and  actor  in  the  "Raising 
Junior"  series,  recently  resumed  it  on 
WOR,  Newark. 

HUGH  HIPPLE,  formerly  of  WOC, 
Davenport,  la.,  has  been  added  to  the 
announcing  staff  of  KYW,  Chicago. 
MISS  AUDREY  COHN  and  William 
K.  Thomas,  Jr.,  better  known  as  "Aud- 
rey and  Bill",  radio  team  on  WCKY, 
Covington,  Ky.,  were  married  secretly 
Dec.  12,  1931,  it  has  just  been  re- 
vealed. 

ROBERT  YOUSE,  formerly  with 
various  Pacific  coast  stations,  has 
joined  the  announcing  staff  of  WMAL, 
Washington,  succeeding  Dan  Russell, 
who  has  joined  WOV,  New  York,  as 
program  director. 

CLARENCE  MUSE,  composer  of 
"When  Its  Sleepytime  Down  South" 
and  other  tunes,  and  a  well  known 
Hollywood  colored  artist  of  screen  and 
radio,  left  there  Feb.  24  to  fill  a  the- 
atrical engagement  in  Washington  the 
week  of  March  10.  He  also  visited 
New  York  to  consult  with  Erwin, 
Wasey  &  Co.  about  his  new  "Sleepy- 
time"  gag  act  and  "Mind  Readers" 
skit  on  which  that  agency  has  options. 
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THERE  ARE  two  new  fathers  on  the 
dramatic  staflf  of  WJR,  Detroit.  A 
girl  was  born  Feb.  21  to  Mr.  and  Mrs. 
Stephen  Davidow,  and  a  boy  to  Mr. 
and  Mrs.  Kalman  Matus  Feb.  22.  Mr. 
Davidow  writes  the  "Driftwood"  skits 
and  plays  the  part  of  Jimmie  in  them, 
and  Mr.  Matus  is  one  of  the  "Mum- 
mers" cast. 

VICTOR  CAILLE,  staff  organist  and 
pianist  for  WDEL-WILM,  Wilming- 
ton, Del.,  and  Miss  Dorothy  Caulk,  of 
Blackbird,  Del.,  were  married  at  Val- 
ley Forge,  Pa.,  Feb.  23.  Mr.  Caille 
played  a  15-minute  recital  preceding 
the  wedding,  including  his  own  com- 
position written  for  the  occasion, 
"Sonata  No.  2,  Opus  9." 

DAVE  BALLOU,  production  man  at 
KFI,  Los  Angeles,  has  joined  KNX, 
Hollywood,  in  an  announcing  -  con- 
tinuity capacity.  He  was  the  original 
producer  for  the  KFI  Fun  Factory, 
weekly  frolic. 

HOWARD  WAY,  who  formerly  worked 
on  the  production  of  the  Cities  Ser- 
vice and  Cliquot  Club  Eskimos  pro- 
grams, has  moved  to  San  Francisco, 
where  he  intends  to  produce  broad- 
cast programs.  Using  the  Titan  Stu- 
dios, 1040  Geary  St.,  San  Francisco, 
he  has  started  a  series  of  auditions 
for  talent. 

W.  H.  STEIN,  executive  vice  president 
of  the  Music  Corporation  of  America, 
Chicago,  arrived  in  Los  Angeles 
March  10  from  New  York  to  complete 
arrangements  for  the  first  Ben  Bernie 
talking  picture. 

THE  RANDALL  SISTERS,  hill  billy 
trio,  formerly  of  WLW,  have  been 
added  to  the  WJJD,  Chicago,  staff. 

JOHNNY  EILERS  was  married  to 
Jean  Wells  in  Hollywood  late  in  Feb- 
ruary. Filers  is  manager  and  his  wife 
secretary  for  Bill  Sharpies,  who  does 
his  own  radio  brokerage  and  conducts 
a  morning  frolic  over  KNX,  Holly- 
wood. 

BORN  to  Ted  Nabors,  assistant  pro- 
gram director  of  KTRH,  Houston,  and 
Mrs.  Nabors,  a  7-pound  daughter,  Do- 
lores Ann,  late  in  February. 

URSULA  MARCH  has  been  appointed 
drama  director  of  KTAB,  Oakland, 
CaL 


Ad  Review  Committee 
Adds  Two  Broadcasters 

H.  K.  BOICE,  vice  president  of 
CBS,  and  G.  F.  McClelland,  assist- 
ant to  the  president  of  NBC,  have 
been  added  to  the  membership  of 
the  Advertising  Review  Committee, 
recently  formed  to  consider  adver- 
tising practices  which  appear  to 
violate  the  code  of  the  Association 
of  National  Advertisers  and  the 
American  Association  of  Advertis- 
ing Agencies. 

Ralph  Starr  Butler,  vice  presi- 
dent, General  Foods  Corporation, 
is  chairman  of  the  committee. 
Other  members  are:  representing 
A.  N.  A.,  Lee  H.  Bristol,  Bristol- 
Myers  Co.;  Bernard  Lichtenberg, 
Alexander  Hamilton  Institute;  Ken 
R.  Dyke,  Johns-Manville  Corp.; 
Stuart  Peabody,  the  Borden  Co.; 
representing  the  A.A.A.A.,  Ray- 
mond Rubicam,  Young  &  Rubicam, 
Inc.;  J.  K.  Fraser,  The  Blackman 
Co.;  William  H.  Johns,  Batten, 
Barton,  Durstine  &  Osborn,  Inc.; 
A.  W.  Erickson,  McCann  -  Erick- 
son,  Inc.;  and  H.  S.  Gardner,  Gard- 
ner Advertising  Co.,  Inc.;  repre- 
senting the  publishers,  Frank 
Braucher,  Crowell  Publishing  Co.; 
Fred  A.  Healy,  Curtis  Publishing 
Co.;  Edgar  Kobak,  McGraw-Hill 
Publishing  Co.,  Inc.,  John  C.  Sterl- 
ing, McCall  Co.;  and  Louis  Wiley, 
The  New  York  Times. 


GUBERNATORIAL  C  H  A  T  S— A 
weekly  "over  the  desk"  intimate 
discussion  of  state  affairs  is  being 
given  over  KSO,  Des  Moines,  and 
other  stations  specially  hooked  up 
for  a  state  network  by  Governor 
Clyde  Herring,  of  Iowa. 

IN  THE 
CONTROL  ROOM 

RADIO  AMATEURS  on  the  staff  of 
WBBM,  Chicago,  include  Ray  Norene, 
sound  effects  engineer;  Johnny  O'Hara, 
sports  announcer,  and  Cyrus  Reed, 
saxophonist  with  studio  orchestra. 
O'Hara,  now  at  Pasadena  with  the 
White  Sox,  has  been  using  his  "ham" 
station  to  flash  news  to  Harold  Parks 
for  use  in  his  nightly  sports  reviews. 

A  RADIO  short  course,  covering  vari- 
ous technical  phases  of  radio,  will  be 
offered  by  the  extension  division  of  the 
University  of  Wisconsin,  Madison, 
April  10,  11  and  12,  with  inspection 
trips  and  exhibits  by  manufacturers. 
Details  may  be  obtained  by  writing  to 
the  university. 

TWO-WAY  communication  across  the 
Atlantic  on  the  1750  kc.  frequency, 
just  beyond  the  broadcast  band,  is 
reported  by  Philip  S.  Rand,  WIDBM, 
No.  Falmouth,  Mass.  Not  since  early 
1924  has  there  been  two-watt  transat- 
lantic communication  in  this  lowest  of 
amateur  bands,  according  to  F.  E. 
Handy,  communications  manager  of 
the  A.  R.  R.  L. 

JOHN  J.  LONG,  Jr.,  chief  engineer 
of  the  new  25  kw.  WHAM,  Rochester, 
went  on  the  air  during  the  station's 
inaugural  ceremonies  March  4,  and 
between  the  Roosevelt  inauguration 
broadcasts  from  Washington,  to  de- 
scribe the  station's  equipment  to  its 
audience. 

H.  A.  CHINN,  formerly  an  associate 
in  the  Round  Hills  laboratory  of  Mas- 
sachusetts Institute  of  Technology,  has 
joined  the  engineering  staff  of  CBS. 

BORN,  to  George  S.  Driseoll,  of  the 
transmitter  crew  of  WHAM,  Roches- 
ter, and  Mrs.  Driseoll,  a  boy,  March  6. 


NBC  Auditions 

AMONG  the  auditions  at  NBC 
last  week  were  Ipana  Toothpaste, 
a  dramatic  skit  with  Peter  Van 
Steeden's  orchestra,  and  Hellman's 
Mayonnaise,  dramatic  program 
with  music.  The  following  artists 
were  auditioned  by  NBC  for  guest 
appearance  with  Fleischmann:  Rae 
Samuels,  Cissie  Loftus,  Blanche 
Ring  and  the  Four  Sharps.  NBC 
program  board  and  Artists  Service 
auditioned  the  following  artists  and 
programs  for  use  either  as  sus- 
taining or  commercials:  Bruce 
Bainsfather  in  a  program  called 
"World  A  Gram",  and  Aileen 
Clark,  soprano,  with  a  concert 
orchestra. 


Senator  Dill 


Rep.  Bland 


Dill  and  Bland  Top 
Radio  Committees 

Wallace  White  Goes  on  Senate 
Interstate  Commerce  Group 

SENATOR  Clar- 
ence C.  Dill,  (D.) 
of  Washington, 
and  Rep.  Schuy- 
ler Otis  Bland, 
(D.)  of  Virginia, 
become  chairmen 
of  Congressional 
committees 
charged  with  ra- 
dio legislation 
under  the  reor- 
ganization of  the  two  branches 
worked  out  for  the  73rd  Congress 
which  convened  in  special  session 
March  9. 

Long  the  radio  leader  of  the 
Senate,  Senator  Dill  succeeds  to 
the  chairmanship  of  the  important 
Interstate  Commerce  Committee, 
replacing  Senator  Couzens,  (R.)  of 
Michigan,  who  remains  as  the 
ranking  minority  member. 

Bland  is  Newcomer 

REP.  BLAND, 
new  chairman  of 
the  House  Mer- 
chant Marine,  Ra- 
dio and  Fisheries 
Committee,  s  u  c- 
ceeds  former  Rep. 
Ewin  L.  Davis, 
(D.)  of  Tenn.,  de- 
feated in  the  pri- 
maries last  year. 
While  he  has  not 
been  identified  with  radio  legisla- 
tion in  the  past,  Rep.  Bland  has 
evinced  an  interest  in  the  subject 
and  is  likely  to  become  radio 
spokesman  in  the  lower  House. 
The  House  has  not  yet  completed 
its  committee  reorganization,  and 
names  of  new  members  of  the 
Merchant  Marine  Committee  there- 
fore are  not  available. 

Chairmanships  in  both  houses 
are  accorded  by  seniority.  While 
Senator  Dill  was  third  ranking 
Democratic  member,  he  ascended 
to  the  chairmanship  because  Sen- 
ators Smith,  of  South  Carolina,  and 
Senator  Pittman,  of  Nevada,  who 
out-ranked  him,  elected  to  take  the 
helms  of  other  committees.  Frank 
T.  Bell,  secretary  to  Senator  Dill, 
will  become  clerk  of  the  Interstate 
Commerce  Committee,  succeeding 
John  Carson,  secretary  to  Secre- 
tary Couzens. 

White  Joins  Committee 

SEVERAL  new  faces  will  appear 
on  the  Senate  committee.  Most 
important  is  the  assignment  to  it 
of  Senator  Wallace  H.  White,  Jr., 
(R.)  of  Maine.  Senator  White  has 
been  prominently  identified  with 
radio  legislation  in  both  branches 
of  Congress,  having  been  chairman 
of  the  House  committee  prior  to 
his  election  to  the  Senate  in  1930. 
He  is  co-author  of  the  Radio  Act 
of  1927.  He  is  the  only  Republi- 
can addition  to  the  committee. 

New  Democratic  members  of  the 
committee  are  Senators  Dieterich, 
Illinois;  Lonegran,  Connecticut; 
Long,  Louisiana,  and  Brown,  New 
Hampshire.  There  are  two  vacan- 
cies, one  caused  by  the  recent 
death  of  Senator  Howell,  Ne- 
braska. 

Holdover  members  of  the  Senate 


Commission  Suspends 
Two -Thirds  Time  Rule 
Because  of  Depression 

RELAXATION  of  the  terms  of 
Rule  151,  requiring  stations  to 
operate  a  minimum  of  two-thirds 
of  their  authorized  hours,  was 
voted  by  the  Radio  Commission 
March  7  "in  view  of  the  present 
financial  and  economic  situation." 
Action  was  taken  on  motion  of 
Commissioner  Starbuck  in  response 
to  numerous  requests  from  sta- 
tions for  relief. 

The  order  partially  suspends  the 
rule  until  June  1.  Authority  to 
reduce  operating  hours,  however, 
will  be  given  only  upon  written  ap- 
plication specifying  the  exact  hours 
the  station  will  operate. 

It  was  pointed  out  that  many 
small  stations  in  rural  communi- 
ties have  been  unable  to  present 
consistently  good  programs  during 
the  entire  "broadcast  day"  because 
of  economic  conditions  and  lack  of 
talent.  They  complained  that  they 
have  been  forced  to  "fill  in"  with 
inferior  recordings  and  other  ma- 
terial of  dubious  program  value. 

Rule  151  provides  that  "except 
Sundays,  the  licensee  of  each 
broadcast  station  shall  maintain  a 
minimum  regular  operating  sched- 
ule of  two-thirds  of  the  hours  that 
it  is  authorized  to  operate  during 
each  broadcast  day."  The  broad- 
ciist  day  is  prescribed  as  16  hours, 
which  forced  full  time  stations  to 
operate  a  minimum  of  12  hours 
daily. 

Immediately  following  this  ac- 
tion, the  Commission  granted  the 
request  of  WILM,  Wilmington, 
Del.,  to  be  permitted  to  operate  a 
minimum  of  two  hours  daily,  ex- 
cept Sunday. 


Radio's  Envoys 

TWO  of  radio's  staunchest  friends 
are  slated  for  leading  diplomatic 
posts  under  President  Roosevelt. 
Jesse  Isidor  Straus,  president  of 
R.  H.  Macy  &  Co.,  New  York, 
which  controls  the  Bamberger 
Broadcasting  Service,  operator  of 
WOR,  has  been  appointed  Am- 
bassador to  Paris,  and  Judge  Rob- 
ert W.  Bingham,  publisher  of  the 
Louisville  Courier-Journal,  op- 
erator of  WHAS,  is  to  be  Ambas- 
sador to  London.  Both  have  taken 
a  deep  interest  in  broadcasting 
since  its  early  days. 

committee,  besides  those  already 
named  are;  Democrats — Senators 
Smith,  South  Carolina;  Wheeler, 
Montana;  Wagner,  New  York; 
Barkley,  Kentucky,  and  N  e  e  1  y, 
West  Virginia;  Republicans — Fess, 
Ohio;  Metcalf,  Rhode  Island;  Kean, 
New  Jersey;  Hastings,  Delaware, 
and  Hatfield,  West  Virginia. 

Senator  Robert  F.  Wagner,  (D.) 
of  New  York,  becomes  chairman 
of  the  Patents  Committee,  in  which 
copyright  legislation  originates. 
This  committee  is  destined  to  be 
of  extreme  importance  to  broad- 
casting in  connection  with  the  re- 
vision of  the  existing  copyright 
laws  to  protect  the  interests  of 
broadcasters.  He  succeeds  Sena- 
tor Felix  Hebert,  (R.)  of  Rhode 
Island.  Rep.  William  I.  Sirovich, 
(D.)  of  New  York,  continues  as 
chairman  of  the  House  Patents 
Committee. 
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Februaiy  lltb>  19S3. 


Mr.  A.  3.  McCosker,  General  Manager, 
Station  BOH, 
1440  Broadway, 
Hew  York,  N.  I. 

Dear  Mr.  UcCosker:- 

Let  me  express  to  you  and  your  associates  of  DOR  the  thanks 
of  the  Electrical  Association  of  New  lork  for  your  fine  co- 
operation in  assigning  us  periods  on  February  2nd  and  9th 
for  our  broadcasts  designed  to  secure  "Better  Radio  Recep- 
tion" and  to  promote  the  Interests  of  all  listeners,  broad- 
casters and  dealers. 

Our  next  broadcasts  will  be  on  lUZ,  B£AF  and  WABC,  after 
which  we  trust  we  may  be  assigned  a  closing  period  on  WOR 
sometime  late  in  Barch  -  thus  completing  three  periods  on 
each  of  the  local  principal  stations. 

I  think  you  will  be  interested  in  knowing  that  on  February 
5rd,  the  day  after  Mr.  Caldwell  mentioned  over  WOR  an  in- 
vitation to  visit  our  free  exhibit  of  radio  antenna  in-t 
stallations  at  our  Electrical  Institute,  our  attendance 
increased  to  500  visitors,  just  five  times  our  daily  average 
of  visitors.     The  influence  of  WOR  is  still  felt  in  our 
attendance. 


Again  thanking  you. 


Teiy  truly  yours. 


PRESIDENT 


Read  that  third  paragraph  again — and  appreciate 
what  we  mean  when  we  refer  to  ^ listener  -  in^  ^ 
pulling  power  of 


WOR 


America's  Xcat^fnq  Independent  Station  Servinq 
OreaterKlewjerseif  and  newlfork  tnenvpofifa/tJ4rea 


On  request  we  will  gladly  send  you  a  copy  of  the  WOR  Service 
Area  and  pertinent  facts  on  guaranteed  broadcasting  coverage. 

BAMBERGER    RROABCASTING    SERVICE,  inc. 

NEWARK    .    IVEW  JERSEY 
New  York  Office:    1440  RROADWAY  .   New  York  City 

•       William  G.  Rambeau       •       360  N.  Michigan  Avenue       •       Chicago,  111. 
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The  Business  of  Broadcasting 

Current  News  About  Accounts,  Pending  Schedules,  Transcriptions, 
Representatives  and  Apparatus;  Notes  from  the  Stations 


STATION  ACCOUNTS 


WOR,  Newark,  reports  the  following 
new  accounts:  Stanco,  Inc.,  New  York 
(Daggett  &  Ranisdell  toiletries),  three 
15-minute  periods  weekly  13  weeks  to 
May  5,  McCann-Erickson  Co.,  New 
York;  A.  C.  Spark  Plug  Co.,  Flint, 
Mich.,  12  one-minute  announcements  in 
March,  Campbell-Ewald  Co.,  Detroit; 
Aetna  Casualty  &  Surety  Co.,  Hartford, 
13  Tuesday  quarter  hours,  Samuel  C. 
Croot  Co.,  New  York;  Spencer  Corset 
Co.,  New  York,  4  programs  in  March, 
direct;  Jean  Jordeau,  Inc.,  South 
Orange,  N.  J.  (Zip  Hair  Remover), 
twice  weekly,  13  weeks  to  May  12,  J. 
R.  Flanagan  Co.,  New  York;  Vick 
Chemical  Co.,  Greensboro,  N.  C., 
twice  weekly  to  March  15,  Morse  In- 
ternational, Inc.,  New  York;  Johnson 
Educator  Food  Co.,  Cambridge,  Mass. 
(crackers,  cookies,  etc.),  daily  time  an- 
nouncements to  May  27,  Radio  Broad- 
casting Co.,  Boston. 

RENEWAL  accounts  of  WOR,  New- 
ark: Beechnut  Packing  Co.,  Canajo- 
harie,  N.  Y.,  "Chandu",  5  times  week- 
ly, 52  weeks  from  March  6;  Stanco, 
Inc.,  New  York,  (Nujol  mineral  oil) 
recorded  health  talks  by  U.  S.  Senator 
Royal  F.  Copeland,  5  times  weekly  for 
13  weeks,  McCann-Erickson  Co.;  Edna 
Wallace  Hopper,  Inc.,  Chicago  (cos- 
metics), three  5-minute  transcriptions 
weekly,  13  weeks,  WBS;  Loose  Wiles 
Biscuit  Co.,  Long  Island  City,  twice 
weekly  transcriptions,  13  weeks, 
Newell-Emmett  Co.,  New  York. 

NEW  ACCOUNTS  reported  by  WJSV, 
Alexandria,  Va.:  Thine  Products,  Inc., 
New  York  (toiletries),  three  5-minute 
transcriptions  weekly,  4  weeks, 
through  SHB;  Edna  Wallace  Hopper, 
Inc.,  Chicago,  two  5-minute  transcrip- 
tions weekly,  13  weeks,  through  WBS; 
General  Mills,  Minneapolis  (Gold 
Medal  flour),  two  5-minute  transcrip- 
tions daily,  5  weeks,  through  WBS; 
General  Mills  (Bisquick),  3  to  5  tran- 
scriptions weekly,  Blackett-Sample- 
Hummert,  Inc.,  Chicago.  WJSV  also 
reports  the  following  spot  announce- 
ments: Columbia  Pictures,  New  York 
(new  pictures),  6  announcements 
daily,  4  days,  The  Biow  Co.,  New 
York;  A.  C.  Spark  Plug  Co.,  Flint, 
Mich.,  twice  daily,  6  days,  Campbell- 
Ewald  Co.,  Detroit;  Marlin  Mineral 
Water  Co.,  Houston,  Tex.,  52  an- 
nouncements, once  daily,  Rogers-Gano, 
Inc.,  Houston;  Hotel  Governor  Clin- 
ton, New  York,  daily  announcement, 
6  weeks,  Rose-Martin,  Inc.,  New  York; 
Short  Line  Bus  System,  Washington, 
4  announcements  weekly,  25  weeks, 
Lewis  Edwin  Ryan,  Inc.,"  Washington. 

NATIONAL  OIL  PRODUCTS  Co., 
Harrison,  N.  J.,  on  March  4  began 
sponsoring  "Fashion  Forecasts",  pre- 
views of  Vogue  Magazine's  fashion 
designs,  over  WABC,  New  York,  to 
introduce  its  new  Admiracion  Soapless 
Shampoo.  Jane  Wanamaker,  formerly 
of  the  Conde  Nast  staflf,  is  featured. 

RENEWAL  of  Beechnut  Packing  Com- 
pany's "Chandu"  programs,  five  tran- 
scriptions weekly,  for  52  weeks  from 
March  7,  is  reported  by  WJR,  Detroit. 

PRO-KER  LABORATORIES,  New 
York  (Pro-Ker  Hair  Milk)  has  begun 
sponsorship  of  three  evening  studio 
programs  weekly  for  13  weeks  on 
WEEI,  Boston. 

LAMBERT  PHARMACAL  Co.,  St. 
Louis,  (Listerine)  on  March  27  starts 
15  programs  three  noons  weekly  on 
WJZ,  New  York;  account  handled  by 
Lambert  &  Feasley,  Inc.,  New  York. 


THE  "GROWING  UP"  skit  enacted  by 
Gay  Seabrook  and  Emerson  Treacy, 
on  transcriptions  from  the  Freeman 
Lang  Studio,  Hollywood,  was  spotted 
on  March  6  for  the  Los  Angeles  Soap 
Company  by  Earnshaw- Young,  Inc., 
Los  Angeles  agency.  Stations  were 
KFI,  Los  Angeles;  KPO,  San  Fran- 
cisco and  KSL,  Salt  Lake  City.  Period 
was  for  an  indefinite  time  with  pros- 
pect of  other  stations  to  be  added 
later.  Story  concerns  two  youngsters 
in  the  adolescent  stage.  The  series 
was  originally  tried  out  "in  the  flesh" 
over  KFWB,  Hollywood,  a  year  ago. 
Transcriptions  will  run  five  times  a 
week. 

DR.  MILES  Laboratories,  Elkhart, 
Inc.,  ( Alka-Seltzer)  is  sponsoring  part 
of  the  WLS  National  Barn  Dance  Sat- 
urday nights  from  10:15  to  11  p.m.  The 
program  is  broadcast  from  the  stage 
of  the  Eighth  Street  Theater,  Chicago, 
before  an  audience  that  averages  1,200 
persons.  Other  sponsors  of  the  Barn 
Dance  include  the  Mantle  Lamp  Co., 
Keystone  Steel  &  Wire  Co.  and  Ferris 
Nurseries. 

WFBG,  Altoona,  Pa.,  reports  the  fol- 
lowing accounts:  Gold  Dust  Corp., 
New  York  (cleaning  powder),  spot  an- 
nouncements daily.  Batten,  Barton, 
Durstine  &  Osborn;  Gordon  Gordon, 
Ltd.,  Chicago  (Princess  Pat  cosmetics) , 
5-minute  transcriptions  daily,  Shuman- 
Hows  Advertising  Co.,  Chicago. 

CHARLES  H.  PHILLIPS  Chemical 
Co.,  Glenbrook,  Conn.,  (PTiillips  Den- 
tal Magnesia)  will  sponsor  its  Penrod 
and  Sam  transcriptions  by  WBS  five 
afternoons  a  week  on  WMAQ,  Chicago, 
starting  April  3;  handled  by  Blackett- 
Sample-Hummert,  Chicago. 

BEECHNUT  PACKING  Co.  has  re- 
newed the  "Chandu"  transcriptions  on 
KYW,  Chicago,  for  another  52  weeks 
through  McCann-Erickson,  N.  Y.  J. 
Albert  Johnson  Seed  Co.,  using  two 
announcements  daily;  handled  by  Mc- 
Junkin  and  A.  T.  Sears,  Chicago.  Ben- 
dix  Corp.,  Chicago,  (National  Safety 
Clinic  car  testing)  is  sponsoring  Pratt 
and  Sherman,  comedians,  in  weekly 
quarter-hour  program  starting  Feb. 
27;  handled  direct. 

HEXIN,  Inc.,  Chicago,  (proprietary 
medicines)  is  sponsoring  6  evening 
and  6  afternoon  musical  programs 
weekly  over  WIBO,  Chicago;  handled 
direct. 


NEW  ACCOUNTS  on  WBBM,  Chi- 
cago: Stanco,  Inc.,  New  York,  (Cream 
of  Nujol)  5-minute  transcriptions  by 
Senator  Royal  S.  Copeland  for  5 
nights  a  week;  handled  by  McCann- 
Erickson,  New  York.  Red  Star  Yeast 
Co.,  Milwaukee  (yeast),  sponsoring 
Charlie  Hamp  in  6  quarter-hour  day- 
time programs  a  week;  handled  by 
Critchfield  &  Co.,  Chicago.  United 
Remedies  Co.,  Chicago  (Kolorbak), 
presenting  3  quarter-hour  Adventur- 
ers Club  dramatic  programs  weekly; 
handled  by  Heath-Seehof ,  Chicago. 
Willard  Tablet  Co.,  Chicago  (proprie- 
tary medicines),  has  added  6  more 
quarter-hour  morning  and  evening 
programs,  bringing  the  total  to  12 
weekly;  handled  by  Kirtland-Engle, 
Chicago.  P.  H.  Pfunder,  Inc.,  Minne- 
apolis (proprietary  medicines),  spon- 
soring "Bill  Kellogg,  the  Druggist" 
3  nights  weekly;  handled  by  McCord 
Co.,  Inc.,  Minneapolis.  Garden  Ale 
Co.,  Battle  Creek,  Mich,  (vegetable 
juice),  sponsoring  test  of  5  programs 
using  transcriptions;  handled  by  Ward 
M.  Irwin,  Battle  Creek. 
FOLLOWING  new  accounts  are  re- 
ported by  KPO,  San  Francisco:  lodent 
Co.,  Detroit  (toothpaste),  on  March 
20  begins  the  thrice  weekly  transcrip- 
tion "Black  and  Blue";  Maxon,  Inc., 
Detroit,  handles  account.  Signal  Oil 
Co.,  Los  Angeles,  has  renewed  its 
"Tarzan"  transcription  serial,  but  has 
cut  it  from  5  to  3  days  a  week.  Mak- 
ers of  Nujol  are  sponsoring  a  series 
of  five-minute  health  talks  recorded 
by  Dr.  Royal  F.  Copeland.  The  Los 
Angeles  Soap  Co.  on  March  6  started 
"Growin'  Up",  a  transcription  5  nights 
weekly. 

WGAR,  Cleveland,  reports  the  fol- 
lowing national  accounts:  Beechnut 
Packing  Co.,  5  transcriptions  weekly, 
52  weeks,  through  SHB ;  Carleton  & 
Hovey  Co.,  Lowell,  Mass.  (Father 
John's  medicine) ,  weekly  transcrip- 
tion, 26  weeks.  Broadcast  Advertising, 
Inc.,  Boston;  lodent  Chemical  Co.,  De- 
troit (toothpaste),  3  transcriptions 
weekly,  52  weeks,  SHB;  Rumford 
Chemical  Co.,  Rumford,  R.  I.  (baking 
powder),  2  transcriptions  weekly,  52 
weeks,  through  SHB;  Woman's  Home 
Companion  (magazine),  weekly  studio 
program,  52  weeks,  Martin-Pilling- 
Shaw  Co.,  Philadelphia;  Kroger  Gro- 
cery &  Baking  Co.,  Cincinnati  (chain 
stores),  5  weekly  studio  programs,  26 
weeks,  direct. 


WHBL,  Sheboygan,  Wis.,  reports  the 
following  new  accounts:  Gordon  Gor- 
don, Ltd.,  Chicago  (Princess  Pat  cos- 
metics), three  5-minute  programs 
weekly,  13  times,  Critchfield  &  Co.,  Chi- 
cago; Virginia  Snow  Studios,  26  an- 
nouncements, Rogers  &  Smith,  Chi- 
cago; Peruna  Corp.,  Chicago  (tonic), 
renewal  of  26  announcements,  Radio 
Publicity,  Inc.,  Chicago;  Germania 
Herb  Tea  Co.,  26  announcements,  Al- 
lan Firestone  Agency,  St.  Paul;  Barns- 
dall  Refineries,  Inc.,  Tulsa,  Okla.  (pe- 
troleum), 26  fifteen-minute  transcrip- 
tions, through  local  dealers. 

A  PRE-SEASON  broadcast  of  a  base- 
ball game  between  the  Chicago  Cubs 
and  Chicago  White  Sox  in  Los  Ange- 
les was  arranged  for  March  15  by 
WBBM,  Chicago,  for  the  Minit-Rub 
Corp.,  St.  Louis,  (liniment).  Pat 
Flanagan,  sports  announcer  of  WBBM, 
and  John  O'Hara,  WJKS  sports  an- 
nouncer, were  to  describe  the  gamei 
from  the  Los  Angeles  ball  park.  f 

WJJD,  Chicago,  reports  signing  C.  A. 
Mosso  Co.,  Chicago,  (Mosso  Oil  of 
Salt)  with  dramatic  narrations  of  war 
stories  Wednesday  and  Friday  nights 
for  13  weeks;  handled  by  Gale  & 
Pietsch,  Chicago. 

PARAMOUNT  PRODUCTS  Co.,  (Lady 
Lee  face  powder)  is  sponsoring  quar- 
ter-hour musical  program  on  WLS, . 
Chicago,  Saturday  nights,  and  half- 
hour  musical  program  on  WJJD,  Chi- 
cago, Friday  nights  for  indefinite 
period;  handled  by  Coolidge  Advertis- 
ing Co.,  Des  Moines,  la. 

GENERAL  FOODS  Corp.,  New  York, 
(foods)  will  sponsor  Hal  Totten's 
broadcasts  of  the  home  games  of  the 
Chicago  Cubs  and  the  Chicago  White 
Sox  during  the  1933  season.  The  Cubs 
will  open  the  season  in  Chicago  April 
12;  handled  by  Erwin,  Wasey,  New 
York. 

WILLARD  TABLET  Co.,  Chicago, 
(proprietary  medicines)  is  sponsoring 
programs  on  WTMJ,  Milwaukee; 
KFYR,  Bismarck;  WSM,  Nashville; 
KSL,  Salt  Lake  City;  WMAQ  and 
WBBM,  Chicago;  handled  by  Kirt- 
land-Engle and  Heath-Seehof,  Chicago. 

CHURCHILL    SALES    Co.,  Chicago, 
(Spray-Ex)  is  sponsoring  Fanny  May  ^ 
Baldridge  in  Negro  sketch  three  morn- 
ings a  week  over  WBBM,  Chicago, 
starting  March  11.    Handled  direct. 

DETROIT  WHITE  LEAD  Works,  Chi- 
cago, (Syntho-Cote)  is  sponsoring  an- 
nouncements four  times  a  week  over 
WSM,  Nashville;  WJR,  Detroit,  and 
WFBM,  Indianapolis;  handled  by 
Henri,  Hurst  &  McDonald,  Chicago. 

WNAC,  Boston,  reports  the  following 
accounts:  Edna  Wallace  Hopper,  Inc., 
Chicago,  (beauty  preparations)  twice 
weekly  transcriptions  to  May  10, 
through  WBS;  Dr.  McKnight,  Boston 
(dentist),  talks  each  Sunday  on  teeth 
for  year,  Leonard  Etherington  Ser- 
vice, Cambridge,  Mass.;  Rosdex  Health 
Products,  Boston  (laxative),  health 
talks  thrice  weekly  to  April  5,  Harry 
M.  Frost,  Boston. 

JULIUS  GROSSMAN,  Inc.,  Brooklyn^ 
(shoes)  on  March  12  started  "Baby 
Rose  Marie"  on  WJZ,  New  York,  Sun- 
day noons,  13  weeks;  account  handled 
by  Leon  A.  Friedman  Co.,  New  York. 


Records  For  History 

PRESIDENT  Roosevelt's  inaugural 
address,  broadcast  over  nearly  200 
stations,  was  recorded  by  the 
World  Broadcasting  System,  to  be 
"preserved  for  posterity",  accord- 
ing to  Percy  L.  Deutsch,  WBS 
president.  Mr.  Deutsch  obtained 
permission  to  make  the  transcrip- 
tion of  the  message.  He  said  it 
will  be  a  first  step  in  the  founding 
of  a  national  library  of  the  words 
of  famous  men.  WBS  already  has 
in  its  archives  transcriptions  of 
addresses  by  Presidents  Hoover 
and  Coolidge. 


Photo  by  Times  Wide  World 


PAPAL  RADIO  STATION— This  photograph  was  taken  at  the  inaugura- 
tion of  the  new  Vatican  ultra-short  wave  broadcasting  station,  which 
uses  the  parabolic  antenna  devised  by  Guglielmo  Marconi,  donor  of  the 
station.    Pope  Pius  (right)  is  shown  with  Signor  Marconi. 
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^M^HE  gospel  you  preach  to  your  prospect  is  the  gospel 
you,  as  a  station  operator,  should  follow  yourself.  The 
letter  reproduced  above  from  a  leading  broadcaster  reveals 
a  confidence  in  his  own  business  that  every  station  should 
have. 

These  are  not  times  of  despair.  Rather,  the  times  demand 
more  intensive  effort,  with  as  boundless  a  faith  in  the  busi- 
ness of  broadcasting  as  we  all  must  have  in  the  future  of 


our  country  under  its  new  leadership. 

Advertising  demonstrates  aggressiveness.  Stations  that 
exist  by  advertising  sold  to  others  certainly  themselves  must 
believe  in  advertising.  Reaching  every  agency  handling 
radio  accounts  and  all  known  past,  present  and  prospective 
radio  advertisers,  Broadcasting  Magazine  is  in  a  class  by 
itself  as  the  medium  for  carrying  your  messages  to  the  men 
who  handle  radio  advertising  budgets. 
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NETWORK  ACCOUNTS 


STANDARD  OIL  Co.  of  N.  J.  and 
New  York,  on  Feb.  28  renewed  "Five 
Star  Theater"  programs  on  CBS,  Tues- 
days, 10-10:30  p.m.,  with  Solly  Ward, 
comedian,  and  on  NBC-WJZ,  Mondays 
and  Fridays,  7:30-8  p.m.,  13  weeks. 
McCann-Erickson,  Inc.,  New  York, 
handles   both  accounts. 

STANDARD  OIL  Co.  of  New  York, 
New  York,  on  April  3  renews  "So- 
coneyland  Sketches"  over  an  NBC 
network  comprising  WEAF,  WEEI, 
WTIC,  WJAR,  WTAG,  WCSH,  WGY 
and  WBEN,  Mondays,  8-8:30  p.m.,  13 
weeks.  Batten,  Barton,  Durstine  & 
Osborne  handles  account. 

STERLING  PRODUCTS,  Wheeling, 
W.  Va.  (Phillips  dental  magnesia),  on 
March  4  renewed  Abe  Lyman  orches- 
tra and  Hollywood  Newsboy  on  21 
CBS  stations  plus  Minneapolis,  Tues- 
days, Wednesdays  and  Thursdays, 
8:45-9  p.m.  Blackett-Sample-Hum- 
mert.  Inc.,  handles  account. 

GENERAL  FOODS  Corp.,  New  York 
(Post  Toasties),  on  March  27  renews 
"Paul  Wing  the  Story  Man"  on  an 
NBC-WEAF  network,  Mondays,  Wed- 
nesdays and  Fridays,  5:45-6  p.m.,  13 
weeks.  Benton  &  Bowles,  New  York, 
handles  account. 

GENERAL  FOODS  Corp.,  New  York 
(Maxwell  House  Coffee),  on  April  6 
renews  "Captain  Henry's  Showboat" 
on  NBC-WEAF  network  (with  WOR 
and  various  supplementary  stations 
added),  Thursdays,  9-10  p.m.,  EST,  13 
weeks.  Benton  &  Bowles,  New  York, 
handles  account. 

GENERAL  FOODS  Corp.,  New  York 
(Diamond  Crystal  Salt),  on  April  6 
renews  "Cape  Diamond  Light"  on  NBC 
network,  comprising  WBZ,  WBZA, 
WHAM,  KDKA,  WJR,  Thursdays, 
8-8:30  p.m.,  13  weeks.  Benton  & 
Bowles,  Inc.,  New  York,  handles  ac- 
count. 


KOIL 

KRIME  KLAN 

pulls  local  retail  clothing 
business  out  of  dumps 

Keeps  branch 
store  open 

Harvey  Brothers  Mens  Store  of 
Council  Bluffs,  Iowa,  was  to  be  closed 
— big  close-out  sale  planned — new 
lease  rejected.  Harvey  Brothers 
Omaha  store  sponsored  the  KOIL 
Krime  Klan — big  mystery  thriller,  one 
of  Omaha's  most  popular  programs. 
Business  increased  in  both  stores. 
New  lease  made — new  stock  pur- 
chased— the  Council  Bluffs  store  stays 
open. 

No  wonder  local  and  national  adver- 
tisers turn  to  KOIL  to  dominate  the 
Nebraska-Iowa  territory.  63%  of 
Omaha  listeners  prefer  KOIL — and 
KOIListeners  are  buyers. 


Affiliated  with  NBC's  Blue  Network 


THE   TEST  STATION 

"Voice  of  Barnsdall — 
the  World's  First  Refiner" 
COMMERCIAL  DEPT.,    •     OMAHA,  NEB 


RICHFIELD  OIL  Corp.,  New  York, 
on  March  31  starts  Jack  Golden's  or- 
chestra, Ernest  Glendenning  as  mas- 
ter of  ceremonies  and  Alex  Morrison, 
golf  professional,  on  NBC-WEAF  net- 
work, Fridays,  10:30-11  p.m.,  13 
weeks.  The  Paul  Cornell  Co.,  New 
York,  handles  account. 

RICHFIELD  OIL  Corp.  of  N.  J.  on 
April  3  will  start  "The  Richfield 
Country  Club"  with  Alex  Morrison, 
golf  instructor,  musical  artists  and 
orchestra  on  16  CBS  stations,  Mon- 
days, 10-10:30  p.m.  The  Paul  Cornell 
Co.,  New  York,  handles  account. 

BRISTOL-MYERS  Co.,  New  York  (In- 
grams  shaving  cream)  on  April  3 
starts  "Phil  Cook  and  Ingram  Shav- 
ers" on  the  basic  NBC-WJZ  network, 
with  WCKY,  Mondays  and  Wednes- 
days, 8:45-9  p.m.,  13  weeks.  Pedlar  & 
Ryan,  New  York,  handles  account. 

WYETH  CHEMICAL  Co.,  New  York 
(Jad  salts),  on  March  13  renewed 
script  and  music  program  on  8  CBS 
stations  and  Canadian  outlets,  Mon- 
days, Tuesdays  and  Wednesdays,  6:30- 
6:45  p.m.  Blackett-Sample-Hummert, 
Inc.,  New  York,  handles  account. 

F.  W.  FITCH  Co.,  Des  Moines  (shav- 
ing cream),  on  March  5  renewed  pro- 
gram with  Wendell  Hall  and  orchestra 
on  4  CBS  stations,  Sundays,  2:15-2:30 
p.m.  L.  W.  Ramsey  Co.,  Davenport, 
la.,  handles  account. 

ACME  WHITE  LEAD  &  Color  Works, 
Detroit,  on  March  26  renews  "Smiling 
Ed  McConnell",  Sundays,  2-2:15  p.m., 
on  26  CBS  stations.  Henri,  Hurst  & 
McDonald,  Chicago,  handles  account. 

GENERAL  MILLS,  Inc.,  Minneapolis, 
on  March  29  renews  "Betty  Crocker" 
cooking  talks  on  NBC-WEAF  and  sup- 
plementary southeastern  network, 
Wednesdays  and  Fridays,  10:45-11  a. 
m.,  52  weeks.  The  McCord  Co.,  Min- 
neapolis, handles  account. 

LADY  ESTHER  Co.,  Chicago,  (cos- 
metics) has  changed  contract  dates 
for  Wayne  King  and  orches'^ra  on 
NBC-WJZ  network  from  13  +o  52 
weeks  from  Jan.  16.  Stack-Goble  Ad- 
vertising Co.,  Chicago,  handles  ac- 
count. 

QUAKER  OATS  Co.,  Chicago,  (cere- 
als) on  March  5  started  "Dick  Dar- 
ing", script  show  for  children,  on 
NBC-WJZ  network,  daily  and  Sunday 
at  varying  hours,  13  weeks.  Lord  & 
Thomas,  Chicago,  handles  account. 

JO-CUR,  Inc.,  subsidiary  of  Affiliated 
Products,  Inc.,  Chicago  (Jo-Cur  lo- 
tion), on  Feb.  26  extended  its  "Sun- 
day Matinee  of  the  Air"  over  CBS  for 
13  more  weeks,  Sundays,  2:30-3  p.m. 
Blackett-Sample-Hummert,  Inc.,  New 
York,  handles  account. 

CENTAUR  Co.,  New  York  (Fletcher's 
castoria),  on  April  2  starts  "Pages  of 
Romance",  dramatic  feature  with  El- 
sie Hitz,  Allen  Joslyn,  Adele  Ronson, 
Ned  Weaver  and  Graham  Harris'  or- 
chestra, on  NBC-WJZ  network,  Sun- 
days, 5:30-6  p.m.,  13  weeks.  Young  & 
Rubicam,  New  York,  handles  account. 


LOUIS  PHILLIPPE,  Inc.,  Chicago 
(cosmetics),  on  March  7  started 
"Marie,  the  Little  French  Girl"  on  9 
CBS  plus  3  Don  Lee  stations,  Tues- 
days, Wednesdays,  Thursdays  and 
Fridays,  1-1:15  p.m.,  26  weeks.  Black- 
ett-Sample-Hummert, Inc.,  handles  ac- 
count. 

A.  S.  BOYLE  Co.,  Cincinnati  (floor 
wax),  on  March  12  renewed  program 
on  12  basic  CBS  stations  plus  3,  Sun- 
days, 1:30-2  p.m.  Blackett-Sample- 
Hummert,  Inc.,  handles  account. 

HORLICK'S  MALTED  MILK  Co., 
Chicago,  has  renewed  "Adventures  in 
Health"  series  with  Dr.  Herman  N. 
Bundesen,  Chicago  health  commis- 
sioner, on  an  NBC  network,  Tuesdays 
and  Fridays,  7:30-7:45  p.m. 

YANKEE  NETWORK  reports  the  fol- 
lowing accounts:  John  Irving  Shoe 
Co.,  Bos*^on,  orchestra  and  baritone, 
Feb.  22  to  May  5,  Wednesdays,  8:30-45 
p.m.,  Chambers  and  Wiswell,  Boston; 
Loose-Wiles  Biscuit  Co.,  New  York, 
(Sunshine  cookies)  Tuesdays  and 
Thursdays,  5:45-6  p.m.,  Feb.  14  to 
Aug.  10,  electrical  transcriptions  on 
WNAC  and  WEAN,  Nowell-Emmett 
Co.,  New  York;  Beechnut  Packing  Co., 
Canajoharie,  N.  Y.,  daily  except  Sat- 
urday and  Sunday,  renewal  on  WNAC, 
WEAN,  WDRC,  adding  WMAS  March 
6,  McCann-Erickson,  New  York. 

IT  IS  REPORTED  that  Westinghouse 
will  probably  renew  its  contract  wi'h 
NBC  for  an  additional  13  weeks  fea- 
turing its  present  series  of  Octavus 
Roy  Cohen  scripts.  These  programs 
are  featured  over  NBC  -  WEAF  net- 
work each  Tuesday,  Thursday  and 
Saturday. 

PONTIAC  MOTOR  Co.,  Pontiac,  Mich., 
renews  program  on  CBS  March  23 
with  same  talent  headed  by  Colonel 
Stoopnagle  and  Budd.  The  broadcast 
is  on  Thursdays,  9:30-10  p.m. 


PROSPECTS 


ACCOUNTS  that  have  used  radio,  all 
of  which  are  making  up  lis+s  during 
the  next  few  months,  include  the  fol- 
lowing:: Morex  Tonic  Co.,  Los  Ange- 
les; Mickleberry's  Food  Products  Co., 
Chicago,  (meat  products);  Cedar  Rap- 
ids Tanning  Co.,  Cedar  Rapids,  la., 
(ladies  furs)  ;  W.  A.  Sheaffer  Pen  Co., 
Fort  Madison,  la.,  (fountain  pens, 
pencils,  etc.);  Louisiana  Oil  Refining 
Corp.,  Shreveport,  La.;  Chamber  of 
Commerce,  Bangor,  Me.;  Michigan 
Tourist  &  Resort  Ass'n,  Grand  Rapids, 
Mich.;  Pillsbury  Flour  Mills  Co.,  Min- 
neapolis; R.  M.  Hollingshead  Co., 
Camden,  N.  J.,  (Whiz  cleaner,  polish, 
etc.)  ;  P.  Beiersdorf  &  Co.,  New  York, 
(Nivea  toilet  goods);  Motorstoker 
Corp.,  New  York,  (automatic  coal 
burners);  Mme.  Helena  Rubinstein, 
New  York,  (Valaze  toilet  prepara- 
tions) ;  Shieffelin  Co.,  New  York, 
(wholesale  drugs)  ;  Standard  Brands, 
Inc.,  New  York,  (food  products);  Air- 
Maze  Corp.,  Cleveland,  (air  filters,  fire 
arresters);    Hygrade   Sylvania  Corp., 


Emporium,  Pa.,  (radio  tubes);  Lud- 
en's,  Inc.,  Reading,  Pa.,  (cough  drops) ; 
Harry  Kessinger  Co.,  Houston,  T'ex., 
(proprietary  medicines)  ;  E.  S.  Mat- 
thews Inc.,  Spokane,  Wash.,  (refrig- 
erating machines). 

HEXIN,  Inc.,  5  So.  Wabash  Ave.,  Chi- 
cago, producer  of  a  new  non-narcotic 
headache,  neuralgia  and  cold  tablet, 
has  begun  taking  time  on  various  sta- 
tions, using  established  studio  fea- 
tures, and  will  gradually  widen  its 
use  of  radio.  W.  S.  Baggley  is  presi- 
dent of  the  company  and  has  been 
making  the  station  contacts. 

STANDARD  OIL  Co.  of  California 
and  S.  &  W.  Products  (canned  goods), 
both  San  Francisco,  are  planning  am- 
bitious programs  soon.  Both  are  au- 
ditioning. Standard  is  hearing  as 
many  as  10  programs  a  week. 

MONUMENT  MILLS,  Housatonic, 
Mass.,  (bedspreads  and  coverlets)  will 
use  radio  with  magazines  and  trade 
papers  in  a  campaign  to  be  handled 
by  William  M.  Remington,  Inc.,  Spring- 
field, Mass.  W.  W.  Bricka  is  adver- 
tising manager  of  Monument  Mills. 

LOS  ANGELES  Wallpaper  &  Paint 
Corp.,  520  So.  Main  St.,  Los  Angeles 
(decorators'  supplies,  etc.),  will  use 
radio  along  with  sectional  newspapers 
and  direct  mail  in  a  campaign  to  be 
handled  by  Steedle,  Roberts  &  Gardner, 
Inc.,  1709  West  8th  St.,  Los  Angeles. 

BURKHART  MFG.  Co.,  Florin,  Pa. 
(peanuts  in  shell),  will  use  radio 
with  national  newspapers,  magazines, 
window  displays,  novelties  and  direct 
mail  in  a  campaign  to  be  handled  by 
John  P.  Weidenhamer  &  Associates, 
261  Seneca  St.,  Harrisburg,  Pa. 

J.  OLIVER  JOHNSON,  Inc.,  Chicago, 
(bird  and  fish  food)  will  use  radio 
with  other  media  in  a  campaign  to  be 
handled  by  the  McJunkin  Advertising 
Co.,  Chicago. 

SEIDNER'S,  Inc.,  Westerly,  ,  R.  I., 
(mayonnaise  and  food  products)  will 
use  radio  with  newspapers  in  an  ac- 
count being  handled  by  the  Goulston 
Co.,  Inc.,  Boston  agency. 

PENNZOIL  Co.,  Oil  City,  Pa.,  (lubri- 
cants) has  appointed  Bowman-Deute- 
Cummings,  Inc.,  Los  Angeles,  to 
handle  a  radio  campaign  on  the  Pa- 
cific coast. 

BOURJOIS,  Inc.,  New  York,  will  spon- 
sor a  new  series  of  transcriptions  be- 
ing recorded  by  Titan  Productions, 
Inc.,  San  Francisco,  to  advertise  its 
Barbara  Gould  cosmetics  line. 

AETNA  LIFE  INSURANCE  Co., 
Hartford,  is  preparing  a  series  of 
transcriptions  by  RCA  Victor  to  be 
spotted  over  selected  stations. 


Cowboy  Tom  Expands 

COWBOY  TOM'S  Roundup,  al- 
ready carried  on  CBS  and  three 
New  York  stations,  is  being  pro- 
duced in  transcription  form  for 
spot  broadcasting  over  the  coun- 
try by  World  Broadcasting  System. 
The  feature  is  also  available  on 
phonograph  records.  Account  is 
handled  by  Batten,  Barton,  Dur- 
stine &  Osborn  for  Remington- 
Rand,  Inc.,  New  York,  (office  equip- 
ment). 


New  Station  Group 

WITH  FIVE  midwestern  stations 
already  aligned,  announcement  was 
made  March  8  by  the  Willot  Com- 
pany, Chicago,  of  the  opening  of 
its  office  as  special  representative 
for  radio  stations.  The  stations 
represented  are  WIL,  St.  Louis; 
KFEQ,  St.  Joseph,  Mo.;  WOW, 
Omaha;  KFXF,  Denver,  and  KFBI, 
Abilene,  Kan.  Headquarters  are  in 
the  Mather  Tower,  75  E.  Wacker 
Drive.  An  office  is  maintained  in 
Kansas  City  also,  at  1329  Balti- 
more Ave. 


Frequency  Measuring  Service 

Many  stations  find  this  exact  measuring  service  of  great 
value  for  routine  observation  of  transmitter  perform- 
ance and  for  accurately  calibrating  their  own  monitors. 

MEASUREMENTS  WHEN  YOU  NEED  THEM  MOST 

R.  C.  A.  COMMUNICATIONS,  Inc. 

Commercial  Department 

A  RADIO  CORPORATION  OF  AMERICA  SUBSIDIARY 

66  BROAD  STREET  NEW  YORK,  N.  Y. 
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AGENCIES  AND 
REPRESENTATIVES 


CARL  REIMERS  Co.,  101  Park  Ave., 
New  York,  is  a  new  agency  formed 
by  Carl  Reimers,  formerly  president 
of  Reimers  &  Whitehill,  now  dissolved. 
New  agency  is  handling  the  following 
accounts:  American  Enka  Corp.,  New 
York  (rayon  yarns)  ;  Charel  Fabrics, 
Inc.,  New  York  and  Paris;  Dentoza 
Laboratories,  New  York  (dentifrices)  ; 
Diamond  Bottling  Corp.,  Waterbury, 
Conn,  (ginger  ale) ;  Economic  Bias 
Binding  Co.,  New  York  (bias  tape)  ; 
France  Neckwear  Co.,  New  York 
(neckties)  ;  Knight  Corp.,  Providence 
(fabrics);  Robertson  Art  Tile  Co., 
Trenton,  N.  J.  (tiles);  M.  C.  Schrank 
Co.,  Bridgeton,  N.  J.  (pajamas  and 
lingerie)  ;  Simons  Mfg.  Co.,  Port 
Chester,  N.  Y.  (dry  goods);  Smack 
Corp.,  New  York  (ice  cream)  machin- 
ery) ;  Whirldry  Corp.,  New  Haven, 
Conn,  (washing  and  dry  cleaning  ma- 
chines). 

P.  A.  LAMB  has  been  appointed  Chi- 
cago sales  represen+a+ive  for  CKOK, 
Detroit-Windsor;  WSPD,  Toledo,  and 
WWVA,  Wheeline.  His  offices  are  lo- 
cated in  the  La  Salle  Wacker  Bldg. 

MARION  KYLE,  formerly  on  the 
commercial  sales  force  of  KHJ,  Los 
Angeles,  has  opened  a  radio  advertis- 
ing agency  as  a  partnership.  The  or- 
ganization, known  as  the  Fisher-Kvle 
Company,  maintains  offices  in  the  Wil- 
shire  Professional  Bldg.,  Los  Angeles. 

STEPHEN  GAYLORD,  formerly  with 
KEX,  Portland,  Ore.,  has  joined  the 
radio  department  of  Lord  &  Thomas, 
Chicago. 

ROBERT  COLLIER,  for  many  years 
advertising  head  for  Fox-West  Coast 
Theaters,  Los  Angeles,  on  March  6 
took  up  new  duties  as  junior  executive 
in  charge  of  radio  accounts  for  H.  C. 
Bernstein  advertising  agency,  Los  An- 
geles. The  agency  handles  broadcast 
campaigns  for  Richfield  Oil,  Safeway 
Stores  and  others. 

WILLIAM  H.  RANKIN  Co.,  Tribune 
Tower,  Chicago,  is  placing  the  follow- 
ing new  accounts:  Mills  Chemical  Co., 
Girard,  Kan.,  (Cranolene)  ;  Black 
Swann  Products  Co.,  Chicago  (radi- 
ator seal). 

FRANK  PRESBREY  Co.,  New  York, 
is  placing  the  following  accounts: 
Belding-Heminway-Corticelli  Co.,  New 
York  (silk  fabrics,  threads  and  hosi- 
ery) ;  Urquhart  Mfg.  Co.,  New  York 
(woven  lastex  fabrics). 

ANFENGER  ADVERTISING  Agency, 
St.  Louis,  is  placing  the  following 
new  accounts:  Roy  C.  Sutton  Mfg. 
Co.,  St.  Louis  (Surj  cleaning  powder)  ; 
Schroeder  &  Tremayne,  Inc.,  St.  Louis 
(cord-bound  sponges,  chamois)  ;  Seno- 
ret  Chemical  Co.,  St.  Louis  (Terro 
ant  and  roach  killer). 

BROADCAST  FOODS,  Inc.,  3939  Wal- 
lace St.,  Chicago  (corned  beef  hash) 
is  placing  newspaper  copy  through 
Bisberne  Advertising  Co.,  58  E.  Wash- 
ington St.,  Chicago.  Ralph  J.  Rosen- 
thal, account  executive. 

A  BRANCH  office  of  Batten,  Barton. 
Durstine  &  Osborn,  New  York,  will 
be  established  in  Kansas  City  shortly, 
with  Charles  G.  Lindsay,  of  the  New 
York  office,  in  charge. 

ERWIN,  WASEY  &  Co.,  Chicago,  has 
been  appointed  by  the  Grisby-Grunow 
Co.,  Chicago  radio  and  refrigerator 
manufacturers,  to  handle  its  account. 


Radio  Newspaper 

A  WEEKLY  newspaper  of  the  air 
will  make  its  debut  March  19  on 
an  NBC-WJZ  network  under  spon- 
sorship of  the  Northwestern  Yeast 
Co.,  Chicago.  A  story  of  the  inside 
of  a  newspaper  office  is  told  in  the 
"Northwestern  Chronicle"  with 
Bill  Earth  and  Dolores  Gillen  in 
the  stellar  roles. 


EQUIPMENT 


CREATION  of  a  frequency  measur- 
ing service  for  broadcasting  stations 
was  announced  March  15  by  Westing- 
house.  Maintained  at  the  Chicopee 
Falls,  Mass.  plant  of  the  company, 
the  service  will  provide  one-time 
checks  or  regular  weekly  reports  at 
nominal  cost. 

THE  DEBUT  of  *-he  new  50  kw. 
transmitter  of  WHAM,  Rochester, 
signalized  the  completion  of  the  275th 
broadcasting  transmitter  produced  by 
Western  Electric  Co.  The  first  was 
WWJ,  Detroit,  installed  .Ian.  31.  1932. 
Western  Electric  ins*-alled  WCCO, 
KSL  and  WHAS,  among  other  recent 
high  power  installations,  and  this 
year  will  complete  the  new  WOR, 
WSB  and  KVOO. 

A  NEW  mixer  control  for  dynamic 
and  ribbon  microphones  (Type  653)  is 
announced  by  General  Radio  Co.,  Cam- 
bridge, Mass.,  and  described  in  the 
February  number  of  General  Radio 
Experimenter. 

DEVELOPMENT  of  a  portable  public 
address  system  which  is  housed  in  a 
self-contained  carrying  case  is  an- 
nounced by  RCA-Victor  Co.,  Camden, 
N.  J.  The  new  velocity  ribbon  micro- 
phone is  an  integral  part  of  the  equip- 
ment. The  system  is  provided  with 
volume  and  tone  color  controls,  a 
microphone  transfer  switch  and  a  spe- 
cial voice-music  switch. 

WKBF,  Indianapolis,  has  begun  in- 
stallation of  a  new  transmif'ing  plan"-, 
including  a  1  kw.  transmitter  designed 
in  part  by  RCA  Victor  Co.  A  modern 
vertical  radiator,  said  to  be  of  the 
type  recently  installed  by  KYW,  Chi- 
cago, will  be  used.  The  transmitter 
building  will  be  modernistic.  The  500- 
watt  station,  recently  taken  over  by 
new  interests,  is  being  rebuilt  under 
the  direction  of  Fred  D.  Ellis,  vice 
president. 

THE  WCAU  Amplifying  Co.,  Phila- 
delphia, installed  the  public  address 
systems  at  the  Capitol  and  White 
House  for  the  Presidential  inaugural 
ceremonies  March  4.  NBC  and  CBS 
furnished  all  P.  A.  equipment  for  the 
event  without  cost,  in  return  for  co- 
operation of  the  Democratic  National 
Committee  in  arranging  their  broad- 
casts. 

IRWIN  J.  MENDELS,  general  mana- 
ger of  the  Balkeit  Radio  Co.,  904 
Blackhawk  St.,  Chicago,  has  been 
elected  president  of  the  concern,  which 
reports  that  it  is  developing  several 
new  features  in  radio  construction 
shortly  to  be  introduced. 

WEGO  CONDENSERS,  Inc.,  New 
York,  announces  its  1933  Price  List 
No.  26  covering  its  line  of  paper  di- 
electric condensers. 


STUDIO  NOTES 


NBC  in  San  Francisco  has  inaugu- 
rated a  new  series  of  programs  by 
George  Jarrett,  head  of  the  State 
Narcotic  Bureau,  in  which  the  chief 
describes  activities  of  dope  smugglers. 
Carlton  Morse  is  writing  the  series 
which  replaces  those  previously  done 
by  Chief  of  Police  Quinn. 

BIRTHDAY  Parade,  a  Saturday 
morning  feature,  has  been  running  on 
WNBR,  Memphis,  for  over  six  months 
and  has  proved  extremely  popular. 
The  Birthday  Parade  starts  with  a 
fanfare  of  trumpets,  the  awaited  sig- 
nal for  those  whose  birthdays  come 
during  the  current  week.  The  WNBR 
telephone  operators  are  kept  busy 
during  the  next  20  minutes  clocking 
calls. 

"THE  PIONEERS"  titles  a  new  pro- 
duction over  WCLO,  Janesville,  Wis., 
written  solely  for  the  air  and  pro- 
duced entirely  by  a  studio  staff.  The 
station  claims  that  this  "radiopera" 
is  the  first  of  its  kind  in  broadcast 
history.  The  book  is  by  Raoul  Lar- 
gay,  WCLO  dramatic  director,  and 
the  music  by  Walter  Goetzinger, 
musical  director. 


RADIO  PROGRAMS  of  WDSU,  New 
Orleans,  are  again  being  displayed  in 
the  newspaper  advertising  of  the 
Feibleman  Co.,  a  unit  of  Sears,  Roe- 
buck &  Co.  When  these  programs  re- 
cently were  discontinued,  the  com- 
pany received  thousands  of  letters  of 
protest. 

NEWS  EVENTS  and  features  of  par- 
ticular interest  to  women  are  offered 
by  Rush  Hughes  daily,  except  Satur- 
day and  Sunday,  3  to  3:15  p.m.,  on 
KFI,  Los  Angeles,  and  KGO,  San 
Francisco.  Some  of  the  titles  used 
are  "Forgotten  Women",  covering 
stories  about  unsung  heroines,  and 
"Remembered  Women",  concerning 
those  who  have  been  rewarded. 

A  "BUY  AMERICAN"  and  "Inaugu- 
ral" party  was  staged  in  the  Sala  de 
Oro  of  the  Los  Angeles  Biltmore 
March  3  and  directed  by  Fred  V.  Bow- 
ers, song  writer  and  radio  artist.  Jess 
Kirkpatrick's  orchestra  furnished  the 
dance  music  while  the  radio  talent  in- 
cluded Ruth  Durrell,  KFWB  soprano; 
Sam  Coslow,  KHJ  crooner;  Bill  Sharp- 
ies, KNX  m.c;  Polly  Grant  Hall,  KFI 
pianist;  Alice  Prindle,  KFWB  con- 
tralto; Harry  Barris,  composer,  and 
Charlie  Wellman,  KFI  singer.  Recep- 
tion committee  included  Raymond 
Paige,  KFI  music  director,  and  Don 
Wilson,  chief  announcer  for  KFI. 

APPROXIMATELY  750  visitors  are 
being  attracted  daily  to  the  auditorium 
from  which  broadcasts  of  children's 
program  originate  in  the  E.  W.  Ed- 
wards department  store,  Syracuse,  N. 
Y.,  for  transmission  over  WSYR.  At 
a  party  held  in  Keith's  theater  Feb. 
22  between  3,000  and  4,000  persons 
were  present  to  witness  a  special 
broadcast. 

KFWB,  Hollywood,  observed  its  eighth 
birthday  the  night  of  March  4  wi':h 
its  entire  cast  doing  a  personal  ap- 
pearance from  a  sound  stage  at  War- 
ner Brothers'  lot. 


FIVE  thousand  persons  were  turned 
away  March  5  when  Elder  Solor.ion 
Lightfoot  Michaux,  Negro  preacher, 
held  a  benefit  service  in  Washington 
Auditorium.  Elder  Michaux  broad- 
casts six  mornings  a  week  over 
WJSV,  CBS  outlet  near  Washington. 
On  March  11  the  program  was  put  on 
the  CBS  network  for  daily  broadcasts, 
9  to  9:30  a.m. 

"THE  LOWDOWN"  captions  a  new 
weekly  studio  series  on  KHJ,  Los 
Angeles,  wherein  Announcer  Gary 
Breckner  interviews  studio  entertain- 
ers. Musical  accompaniment  takes  the 
form  of  Hawaiian  tunes. 

KYA,  San  Francisco,  will  carry  the 
weekly  "Classroom  of  the  Air"  for 
St.  Mary's  College.  The  institution 
at  one  time  sponsored  a  similar  broad- 
cast over  KTAB. 
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Cosmetics  and  Romance 

(Continued  from  page  9) 


KDYL,  Salt  Lake  City,  struck  a  new 
chord  in  radio  news  reporting  March 
4  when  it  recreated  the  highlight  of 
the  inauguration  ceremonies.  Record- 
ing the  oath  of  office  and  inaugura- 
tion address  of  Franklin  D.  Roose- 
velt, and  playing  it  later  in  the  eve- 
ning for  the  benefit  of  working  peo- 
ple who  could  not  tune  in  during  the 
day,  proved  to  be  highly  pleasing  to 
listeners.  The  idea  was  Philip  G. 
Lasky's,  KDYL  director. 

WGAR,  Cleveland,  is  broadcasting  the 
Young  Poets'  Hour  every  Saturday 
afternoon,  when  Cleveland  high  school 
authors  read  their  works  over  the  air. 
The  program  has  attracted  consid- 
erable interest  among  literary  circles. 

AL  PEARCE  and  his  troupe,  original- 
ly operating  as  the  Happy-go-Lucky 
Gang  over  the  Don  Lee  network,  but 
off  the  air  the  middle  of  February  be- 
cause of  contract  differences,  returned 
on  March  6.  Their  new  affiliation 
brings  their  act  on  the  stage  in  the 
Radio  Playhouse,  Los  Angeles,  and 
thence  to  KFI  and  stations  on  the 
NBC-KGO  network,  at  2  p.m.  week- 
days, with  Swift  &  Co.  sponsoring 
Tuesday  and  Thursday  shows. 

COL.  YANK  TAYLOR,  radio  editor  of 
the  Chicago  Daily  Times,  was  inter- 
viewed on  how  a  radio  editor  looks  at 
radio  by  Helen  Stevens  Fisher  in  the 
NBC  Farm  and  Home  Hour  Feb.  27. 

A  NEW  quarter-hour  weekly  program 
was  recently  introduced  on  WDEL, 
Wilmington,  Del.,  under  title  of  "Hob- 
by Minutes."  Every  Thursday  evening 
a  prominent  man  or  woman  in  the 
city  is  brought  before  the  microphone 
and  interviewed  on  his  or  her  special 
hobby. 

CALIFORNIA'S  State  Bureau  of  Fire 
Prevention  on  March  8  inaugurated  a 
series  of  weekly  programs  over 
KRKD,  Los  Angeles,  to  caution  camp- 
ers. Arthur  Ridgway,  composer-pian- 
ist, and  director  for  national  music 
week  activities  in  Los  Angeles,  was 
featured  on  the  initial  broadcast. 


as  possible,  as  they  feel  that  the 
gi-oup  to  whom  their  products  are 
sold  are  more  discriminating  than 
the  average. 

This  reasoning  was  apparently 
correct,  for  thousands  of  women 
regularly  tune  in  the  "Pageants" 
for  their  weekly  half-hour  of  ro- 
mantic entertainment.  The  com- 
mercial announcements  are  kept 
short  and  interesting;  they  are  de- 
voted more  to  emphasizing  the  ex- 
cellence of  the  whole  line  of  Prin- 
cess Pat  products  than  to  selling 
any  particular  item. 

And  so,  by  building  a  large  and 
appreciative  audience,  the  broad- 
casts are  accomplishing  their  chief 
objective,  the  building  of  good  will 
for  Princess  Pat.  In  other  times 
the  sponsors  might  have  been  sat- 
isfied that  this  was  enough  to  ex- 
pect from  a  radio  campaign.  But 
today  good  will  is  not  enough.  Ad- 
vertising must  show  present  as 
well  as  future  profits. 

Word-Building  Contest 

IN  THIS  CAMPAIGN  immediate 
sales  are  derived  from  a  word- 
building  contest  which  requires 
each  entry  to  be  accompanied  with 
the  circle  from  a  50-cent  box  of 
rouge.  Cash  prizes  are  awarded 
the  winners  and  a  Princess  Pat 
make-up  kit  is  sent  to  each  con- 
testant, whether  she  wins  a  prize 
or  not.  Although  the  contest  an- 
nouncement is  kept  unusually  brief 
and  is  not  allowed  to  interfere  with 
the  entertainment  of  the  broad- 
casts, this  contest  has  pulled  an 
amazing  number   of   entries  and 


has  done  it  with  an  inquiry  cost  of 
only  10  cents  each. 

In  testing  out  the  "Princess  Pat 
Pageant"  in  the  Chicago  area  an 
interesting  experiment  has  been 
tried.  Each  program  is  broadcast 
on  Monday  evening  over  WBBM, 
Chicago,  a  station  whose  appeal  is 
largely  to  the  more  sophisticated 
city  dweller,  and  then  repeated  on 
Tuesday  afternoon  over  WLS,  Chi- 
cago, whose  audience  is  almost  en- 
tirely rural.  The  sponsors  feared 
that  there  might  be  some  objections 
to  their  broadcasting  both  an  eve- 
ning and  matinee  performance  of 
the  same  show,  but  although  many 
letters  from  both  audiences  have 
been  received  not  a  single  person 
so  far  has  complained  of  the  repe- 
tition. 

New  Kind  of  Broadcast 

WHEN  the  half -hour  programs 
had  been  launched,  the  sponsors 
decided  to  also  try  out  an  entirely 
different  kind  of  broadcast  adver- 
tising. This  second  program  is  a 
five-minute  show  broadcast  seven 
days  weekly  in  the  daytime. 

Each  program  includes  a  short 
talk  by  the  "Beauty  Editor  of  the 
Air"  (Patricia  Gordon,  of  Gordon 
Gordon,  Ltd.,  manufacturers  of 
the  Princess  Pat  cosmetics)  and  a 
brief  dramatic  episode  illustrating 
the  beauty  suggestion  given  in  the 
talk.  A  single  suggestion  is  pre- 
sented each  day,  which  avoids  any 
confusion  on  the  part  of  the  lis- 
tener, and  which  also  affords  an 
opportunity  to  devote  the  commer- 
cial announcement  to  the  particu- 
lar Princess  Pat  product  that  will 
best  enable  listeners  to  carry  out 
Patricia  Gordon's  advice.  The  con- 
test announcement  is  also  included. 

Both  Types  Effective 

EXPECTING  to  discover  which 
type  of  broadcasting  was  the  most 
effective  for  them,  the  sponsors 
have  found  instead  that  both  types 
of  radio  advertising — the  institu- 
tional and  the  direct  selling — are 
unusually  productive  advertising. 
As  a  result  the  five-minute  broad- 
casts, which  are  electrically  tran- 
scribed, are  now  being  placed  on  a 
rapidly  increasing  nurriber  of  sta- 
tions, and  the  placing  of  the  half- 
hour  dramas  over  a  national  net- 
work is  being  seriously  considered. 

Both  series  are  planned  and  pro- 
duced by  Critchfield  &  Company, 
Chicago  advertising  agency.  The 
transcriptions  are  recorded  by  the 
Columbia  Phonograph  Company, 
Chicago. 


New  WSYR  Studios 

UP-TO-THE-MINUTE  studios  were 
inaugurated  March  6  by  WSYR 
in  the  Syracuse  Bldg.,  newest  Syra- 
cuse office  structure.  The  latest 
sound-proof  and  acoustical  devices 
were  furnished  by  the  Johns-Man- 
ville  Co.  RCA  Victor  provided  the 
newest  speech  input  equipment 
and  turntables.  There  are  three 
studios,  one  large  enough  for  an 
orchestra  and  an  audience  of  50, 
and  a  large  control  room.  The 
formal  opening  was  March  11  with 
Graham  McNamee  and  Ray  Per- 
kins officiating  in  an  NBC  network 
relay.  Howard  C.  Barth  remains 
as  general  manager. 


Cosmetic  Manufacturer 
Ties  Up  Fashion  Organ 
In  Program  on  WAB  C 

AN  UNUSUAL  tieup  of  a  leading 
manufacturer  of  cosmetics  and  a 
foremost  fashion  publication  began 
March  9  at  11  a.m.,  when  the  first 
of  a  series  of  13  weekly  programs 
sponsored  by  the  National  Oil  Prod- 
ucts Co.,  Harrison,  N.  J.,  was  heard 
over  WABC,  New  York  key  of 
CBS.  The  company  is  going  on 
the  single  station  for  the  purpose 
of  introducing  a  new  product,  Ad- 
miracion  Soapless  Shampoo,  and 
may  later  be  extended  over  a  net-  ) 
work.  The  program  is  predicated 
on  the  interest  of  women  in  fa- 
shions and  fashion  changes.  It  is  ' 
dedicated  to  this  interest  and  is 
known  as  "Fashion  Forecasts". 

National  Oil  Products  Co.  felt  that 
Vogue  Magazine  is  regarded  very 
highly  as  an  outstanding  arbiter 
of  fashions.  It  was  felt  that  thou- 
sands of  women  have  been  accus- 
tomed to  guide  their  own  clothing 
styles  by  Vogue  hints  and  pat- 
terns. The  question  of  fashion 
brings  up  the  entire  all-important 
question  of  general  appearance  and 
good  grooming.  It  is  but  a  step 
from  the  dress  or  the  hat  to  the 
coiffure. 

The  sponsor's  agency,  Charles 
Dallas  Reach,  Newark,  prevailed 
upon  the  editors  of  Vogue  to  re- 
lease notes  on  trends  and  an  ex- 
clusive pattern  before  actual  date 
of  publication.  Jean  Wanamaker, 
style  and  fashion  adviser,  was  en- 
gaged to  appear  on  the  broadcasts. 
She  is  a  former  member  of  the 
Conde  Nast  staff  and  maintains 
close  contact  with  the  organiza- 
tion. She  is  planning  to  spend 
several  days  each  week  at  the 
Vogue  offices,  securing  the  latest 
authentic  information  on  fashion 
changes.  Each  week  she  will  il- 
lustrate the  new  developments  with 
a  pre-view  of  a  particular  Vogue 
pattern.  This  will  be  described  in 
complete  detail,  and  helpful  hints 
will  be  given  to  show  how  a  gown 
can  be  made  from  it — buying  and 
selecting  the  material,  how  to  cut 
it,  etc. 

Listeners  are  afforded  an  oppor- 
tunity to  obtain  patterns  free  of 
charge.  Miss  Wanamaker  explains 
that  by  sending  in  a  carton  which 
contained  Admiracion  Soapless 
Shampoo,  listeners  will  receive  the 
pattern  in  their  own  size  in  return. 


Theater  and  Radio 

(Continued  from  page  11) 

come  when  the  average  American 
again  will  have  money  in  his 
pocket  — money  that  he  will  be 
wanting  to  spend  with  those  of  us 
who  offer  him  the  things  that  he 
desires. 

The  job  today  is  not  only  to 
keep  up  with  the  procession — both 
in  radio  and  in  the  theater — but 
to  try  to  be  two  or  three  jumps 
ahead  of  it,  at  least  at  times.  We 
can  do  without  executives  who  still 
hold  to  the  wine,  women  and  song 
idea  of  running  theaters  or  radio 
stations.  We  need  more  common 
sense,  more  thought,  more  cold- 
blooded, unsentimental  analyses 
of  facts  and  figures  and  more  at- 
tention to  business.  And  I  might 
add,  less  throat-cutting  between 
competitors. 
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by  WLBW  is  ready  to  spend  money  for  products 
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IV  LB  IV — can  and  will  increase  your  sales  if  given 
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the  acceptance  and  coverage  of  Northwestern  Penn- 
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Radio  Aids  Banking  Crisis 

(Continued  from  page  6) 


I  enthusiastically  called  by  Harold 
A.  Lafount,  acting  chairman  of  the 
Radio  Commission,  the  "high 
water  mark"  in  radio  public  ser- 
vice. There  was  apt  prediction 
I  also  in  Commissioner  Lafount's 
I  statement  that  "in  the  present  na- 
tional crisis  radio  will  play  an  im- 
portant part  in  permitting  those 
in  authority  to  call  together  'our 
whole  family'  to  talk  to  them  free- 
ly and  frankly." 

It  cost  CBS  and  NBC  fully 
^25,000  to  handle  the  eight-hour 
inaugural  broadcast,  into  which 
star  announcers  and  leading  com- 
mentators threw  all  their  efforts. 
Nearly  everything  else  on  the 
board  was  shunted  aside  for  this 
event,  the  usual  rebates  or  time 
extensions  being  given  to  sponsors. 
NBC  added  WOR  to  its  networks 
and  CBS  extended  its  services  to 
WINS  in  a  cooperative  spirit. 

The  day  after  the  inauguration 
President  Roosevelt  went  on  the 
air  over  both  networks  to  deliver 
a  short  speech  to  the  American 
Legion,  whose  posts  were  gathered 
throughout  the  country.  NBC  had 
the  address  of  the  president  of  the 
Legion  scheduled,  and  CBS  plugged 
in  for  the  Roosevelt  talk.  Henry 
Bellows,  CBS  Washington  vice 
president,  took  this  occasion  to 
'Medicate  radio's  facilities  to  the 
service  of  our  government  and  our 
people,  to  the  end  that  there  shall 
be  throughout  the  country  a  clearer 
and  fuller  understanding  of  the 
great  tasks  which  must  be  per- 
formed." 

Microphones  in  Capitol 

THE  SAME  NIGHT  President 
Roosevelt's  proclamation  declaring 
a  national  bank  holiday  was  read 
over  the  networks  within  a  few 
minutes  after  it  was  released  at 
the  White  House. 

From  that  time  forward,  the 
networks  vied  with  one  another  to 
be  first  to  present  all  official  state- 
ments and  latest  news  develop- 
ments to  their  audiences,  breaking 
into  commercial  programs  where- 
ever  necessary.  Not  a  scrap  of 
pertinent  information  was  over- 
looked. Then,  on  March  9,  as  if 
to  cap  the  climax  of  the  previous 
remarkable  coverage  of  events,  the 
networks  sought  and  secured  per- 
mission for  the  first  time  to  install 


microphones  on  the  rostrum  of  the 
House  of  Representatives  to  carry 
the  calling  of  the  roll,  the  election 
of  the  Speaker  and  the  President's 
message  to  the  new  Congress. 

The  Senate  was  covered  by  both 
networks  by  having  announcers 
and  commentators  in  anterooms, 
to  which  leading  members  of  that 
body  came  for  interviews  imme- 
diately after  the  reading  of  the 
Presidential  message.  The  words 
these  leaders  spoke,  invariably 
commenting  favorably  on  the  Pres- 
ident's statement  regardless  of 
their  party  affiliations,  were  fur- 
ther reassuring  to  the  listening 
public. 

CBS  signed  on  for  the  opening 
of  Congress  with  an  introduction 
of  Admiral  Byrd,  speaking  from 
the  Willard  hotel,  by  Mr.  Bellows. 
At  12  noon  the  switch  was  made 
to  the  Capitol,  where  Frederic  Wil- 
liain  Wile  was  the  commentator 
and  Robert  Trout  chief  announcer. 
They  were  assisted  by  Harry 
Butcher,  manager  of  WJSV,  and 
Wells  Church,  program  director. 
Senator  King  of  Utah,  who  ar- 
ranged for  the  broadcast,  was  first 
to  be  called  to  the  microphone 
after  the  Presidential  message  was 
read,  and  Mr.  Butcher  significantly 
thanked  him  for  making  the  radio 
arrangements  which  were  described 
by  Mr.  Butcher  as  "a  sign  for  us 
of  the  new  deal." 

NBC's  commentators,  heard  over 
both  Blue  and  Red  networks,  were 
David  Lawrence  and  Anne  Hard, 
both  veteran  radio  speakers,  and 
James  Wright,  Washington  corre- 
spondent of  the  Buffalo  Evening 
News,  operator  of  WBEN.  An- 
nouncers were  Carlton  Smith  and 
Herluf  Provensen,  with  Vincent 
Callahan  acting  as  reporter.  No 
sooner  was  the  President's  mes- 
sage read  than  NBC  had  leading 
Senators  before  its  microphones 
for  comments. 

When  the  banking  authority  bill 
urged  by  President  Roosevelt  was 
placed  before  the  House  by  Speaker 
Rainey,  NBC  signed  on  again  and 
carried  an  unscheduled  feature — 
the  actual  debate  in  the  House — 
for  more  than  an  hour.  This  was 
the  first  actual  broadcast  of  a  de- 
bate on  the  floor  of  Congress  in 
radio  history.  The  proceedings 
were  on  the  air  until  the  House 
passed  the  bill. 
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EFFECTIVE  MERCHANDISING 


ASK    FOR    INFORMATION    ON  PROGRAMS 
MERCHANDISING,    AND    AUDIENCE  AREAS, 


MIDLAND 
BROflDCflSTING  CO. 

Kansas  City,  Missoui*i 


WESTINGHOUSE  ANNOUNCES 

A  NEW  SERVICE 

to  the  Nation's 

Broadcasting  Stations 


SINCE  the  early  days  of  broadcasting,  there 
always  have  been  ways  and  means  of 
checking  frequencies  .  .  .  but  none  more 
precise  or  more  positive  than  the  new  fre- 
quency measuring  service  now  oflfered  by 
Westinghouse. 

With  equipment  that  duplicates  the  efficiency 
of  official  apparatus  .  .  .  with  a  primary  fre- 
quency standard  which  is  checked  every  day 
against  Arlington's  time  signals,  and  the  stand- 
ard frequency  transmissions  from  WWV  .  .  . 
Westinghouse  oflFers  to  the  nation's  broad- 
casting stations  a  measuring  service  of  un- 
surpassed accuracy. 

Whether  it  is  a  one-time  check  you  desire,  or 
weekly  reports  over  a  period  of  months,  this 
new  Westinghouse  service  is  available  at 
nominal  cost. 

In  these  days  of  strict  regulation,  it  pays  to 
know  ...  it  pays  to  have  reliable  "broadcast- 
ing insurance."  That  is  why  you  will  make  a 
move  in  the  right  direction  by  dictating  a 
letter  now  to  the  Radio  Division,  Westing- 
house Electric  and  Manufacturing  Company, 
Chicopee  Falls,  Mass.,  for  more  information 
and  rates  on 


Westinghouse 

Frequency  Measuring  Service 


T  79529 


March  15,  1933  •  BROADCASTING 


Page  25 


ACTIONS   OF  THE 


FEDERAL    RADIO  COMMISSION 

MARCH  1  TO  MARCH  15  INCLUSIVE 


Applications  .  .  . 

MARCH  1 

WRNY,  New  York — Changes  in  automatic  frequency 
control. 

WGBI,  Scranton,  Pa.- — CP  to  make  changes  in  equip- 
ment. 

WHET,  Troy,  Ala. — Modification  of  license  to  change 
specified  hours  of  operation  ;  requests  an  additional  hour 
Sunday  evenings. 

KRMD,  Shreveport,  La. — Changes  in  automatic  fre- 
quency control. 

KSTP,  St.  Paul,  Minn. — License  to  cover  CP  granted 

2-  7-33  to  increase  power  from  10  kw.  to  10  kw.  night, 
25  kw.  -to  LS  (experimental  basis). 

NEW,  Mason  City,  Iowa — C.  E.  Wilkinson  for  CP  to 
use  1500  kc,  100  w.,  specified  hours ;  resubmitted  and 
amended  as  to  transmitter  location. 

KGCX,  Wolf  Point,  Mont. — Voluntary  assignment  of 
license  to  E.  E.  Krebsbach. 

MARCH  4 

WGLC,  Hudson  Falls,  N.  Y.— License  to  cover  CP 
granted  11-3-32,  move  station  from  Glens  Falls,  N.  Y., 
new  equipment  and  increase  power  from  50  w.  to  50  w. 
night  and  100  w.  to  LS. 

WHAM,  Rochester,  N.  Y. — License  to  cover  CP  granted 
12-17-31  new  equipment  and  increase  power  from  5  kw. 
to  25  kw. 

WHAM,  Rochester,  N.  Y. — Determine  operating  power 
by  direct  antenna  measurement. 

WINS,  New  York — Modification  of  license  to  increase 
power  from  500  w.  to  1  kw.  resubmitted  without  change 
requests  be  considered  under  6(g). 

WJBK,  Detroit — Modification  of  station  license  to 
change  hours  of  operation  from  unlimited  D,  specified 
hours  night  to  simultaneously  day  and  share  night  with 
WIBM  accordance  time  sharing  agreement. 

WIBM,  Jackson,  Mich. — Modification  of  license  to 
change  hours  of  operation  from  unlimited  day,  specified 
hours  night  to  simultaneous  day,  share  night  with 
WJBK,  accordance  time  sharing  agreement. 

WMC,  Memphis,  Tenn. — Special  authorization  to  in- 
crease night  power  from  500  w.  to  1  kw.  experimentally. 

WAMC,  Anniston,  Ala. — CP  to  move  transmitter  and 
studio  to  Muscle  Shoals,  Ala.,  exact  location  to  be  de- 
termined, and  change  equipment. 

WJBO,  Baton  Rouge,  La.— Modification  of  CP  12-22-32 
and  modifications  to  change  proposed  street  address  of 
transmitter  location  to  Magnolia  and  5th  streets.  Baton 
Rouge,  and  extend  dates  of  commencement  and  comple- 
tion. 

KVOO,    Tulsa,    Okla. — Modification    of    CP  granted 

11-  17-31  to  extend  completion  date  to  6-17-33. 

WAML,  Laurel,  Miss. — Modification  of  license  to  change 
specified  hours  of  operation. 

KIEM,  Eureka,  Cal. — Modification  of  CP  granted 
9-13-32  for  new  station  to  extend  date  completion  to 
4-1-33. 

KIEM,  Eureka,  Cal. — Modification  of  CP  to  change 
equipment. 

MARCH  8 

WSAZ,  Huntington,  W.  Va. — Special  authorization  to 
change  frequency,  power  and  hours  of  operation  from 
580  kc,  250  w.  night,  500  w.  to  LS,  shares  WOBU  to 
1190  kc,  500  w.,  and  1  kw.  on  experimental  basis — 
limited  time  until  sunset  at  San  Antonio,  Tex. 

WOBU,  Charleston,  W.  Va. — Modification  of  license  to 
change  hours  of  operation  from  shares  with  WSAZ  to 
unlimited    (facilities   of   WSAZ,   Huntington,   W.  Va.). 

NEW,  Greensburg,  Pa. — Lee  Elton  Spencer  for  CP 
(transmitter  location  Jeannette,  Pa.)  to  use  800  kc, 
250  w.,  D. 

NEW,  Jonesboro,  La. — Robert  C.  Harper  for  CP  to 
use  1370  kc,  40  w.  D. 

WABZ,  New  Orleans — CP  to  move  transmitter  locally 
and  install  new  transmitter. 

WHEF,  Kosciusko,  Miss. — Modification  of  CP  granted 

3-  18-32  for  new  station  to  extend  dates  of  commence- 
ment and  completion. 

NEW,  Owantonna,  Miss. — Kenneth  A.  Hunter  and 
Fred  M.  Hager,  Jr.,  for  CP  to  use  1310  kc,  25  w.,  speci- 
fied hours  9  a.m.  to  3  p.m. 

WLB-WGMS,  Minneapolis — Modification  of  license  for 
change  in  specified  hours  of  operation  to  include  hours 
now  assigned  KFMX ;  requests  facilities  of  KFMX, 
Northfield   Minn. ;  consent  of  KFMX  given. 

WLBL,  Stevens  Point,  Wis. — Modification  of  license  to 
increase  power  from  2  kw.  to  21/2  kw.  (D.  station). 

KOL,  Seattle,  Wash. — -Modification  of  license  to  change 
frequency  from  1270  kc.  to  850  kc. 

MARCH  11 

WBCM,  Bay  City,  Mich. — Special  authorization  to  in- 
crease power  from  500  w.  to  1  kw.  on  experimental 
basis  for  sixty  days. 

KOCW,  Chicfeasha,  Okla. — Modification  of  CP  granted 

12-  2-32  to  make  changes  in  equipment,  new  transmitter 
and  extend  dates  of  commencement  and  completion. 

WSB,  Atlanta,  Ga. — Modification  of  CP  granted 
11-17-31  for  50  kw.  station  to  extend  completion  date  to 
6-17-33. 


KGIX,  Las  Vegas,  Nev. — Involuntary  assignment  of 
license  of  KGIX. 

NEW,  Las  Vegas,  Nev. — Clyde  D.  Smith  and  R.  W. 
Lautzenheiser  for  CP  to  use  1420  kc,  100  w.  (facilities 
KGIX,  Las  Vegas). 

Applications  returned :  WMAL,  Washington,  D.  C. — 
License  to  cover  CP  for  auxiliary  transmitter ;  WAMC, 
Anniston,  Ala. — Install  automatic  frequency  control ; 
NEW,  Dietrich  Dirks,  Lincoln,  Neb. — CP  to  use  1210 
kc,  100  w.  night,  250  w.  to  LS  unlimited  hours  (facili- 
ties of  KFOR,  Lincoln,  Neb). 

MARCH  15 

WGLC,  Hudson  Falls,  N.  Y. — Modification  of  CP 
granted  11-3-32  to  make  changes  in  equipment. 

WHBC,  Canton,  O. — License  to  cover  CP  granted 
2-12-32  for  new  equipment. 

NEW,  Post  Tex.— Church  of  Christ  for  CP  to  use  950 
kc,  5  w.    Specified  day  hours  (12  noon  to  5  p.m.). 

WRHM,  Minneapolis — Modification  of  license  to  in- 
crease hours  of  operation  to  include  hours  now  assigned 
to  KFMX,  Northfield,  Minn.,  and  facilities  of  WLB- 
WGMS,  Minneapolis,  Minn. 

WKBF,  Indianapolis — CP  to  erect  and  use  transmitter 
formerly  used  by  WCMA,  as  auxiliary  while  main  trans- 
mitter is  being  moved  in  accordance  with  CP. 

NEW,  Monterey,  Cal. — W.  L.  Gleeson  for  CP  for  new 
station,  3  miles  west  of  Salinas  on  Monterey  Bay,  Cal., 
to  use  1210  kc,  100  w.,  unlimited  hours ;  amended  to 
change  proposed  transmitter  and  studio  location  to  Mon- 
terey, Cal. 

Application  returned :  NEW,  Philip  J.  Wiseman,  Lew- 
iston.  Me. — CP  to  use  640  kc,  500  w.,  LT. 

Decisions  .  .  . 

FEBRUARY  28 

WNBW,  Carbondale,  Pa. — Granted  modification  of  CP 
to  extend  commencement  date  from  Sept.  19,  1932,  to 
Feb.  15,  1933,  and  completion  date  from  Dec.  18,  1932, 
to  June  15,  1933. 

KGHI,  Little  Rock,  Ark. — Granted  consent  to  volun- 
tary assignment  of  license  to  Lloyd  Judd  Co. 

KFNF,  Shenandoah,  la. — Granted  continuation  from 
March  1  to  April  1  of  special  authority  to  use  the  time 
assigned  to  but  not  used  by  KUSD  and  WILL. 

WBAL,  Baltimore,  Md. — Granted  extension  of  syn- 
chronization authority  for  period  of  three  months  from 
March  1. 

WNBW,  Carbondale,  Pa. — Granted  extension  of  au- 
thority to  remain  silent  for  60  days  from  Dec.  15,  1932. 

KWEA,  Shreveport,  La. — Granted  extension  of  author- 
ity to  remain  silent  pending  action  on  CP  and  renewal 
application  now  pending  before  the  Commission. 

KFMX,  Northfield,  Minn. — Granted  authority  to  re- 
main silent  for  an  additional  period  of  10  days. 

WLBL,  Stevens  Point,  Wis. — Granted  authority  to 
remain  silent  on  all  national  holidays. 

WDGY,  Minneapolis — Granted  special  authority  to 
erect  and  operate  temporarily  a  transmitter  at  909  W. 
Broadway,  Minneapolis,  1180  kc,  500  w.,  for  period  not 
over  30  days. 

KFYR,  Bismarck,  N.  Dak. — Granted  special  authority 
to  operate  from  12 :30  to  2  p.m.,  CST,  March  4,  pro- 
vided KFDY  remains  silent. 

WNAD,  Norman,  Okla. — Granted  special  authority  to 
operate  from  3:30  to  5  p.m.,  CST,  March  8,  13,  20  and 
27,  provided  WGGF  remains  silent. 

WKBF,  Indianapolis — Granted  special  authority  to  erect 
and  operate  equipment  formerly  licensed  by  WCMA,  at 
present  location  of  WKBF,  for  period  of  30  days. 

Set  for  hearing :  WMBG,  Richmond,  Va. — CP  to  make 
changes  in  equipment  and  increase  D  power  from  100 
to  250  w.   (facilities  of  WPHR)  ;  KGEK,  Yuma,  Col. — 


Washington  Visitors* 

John  C.  Royal,  John  Elwood  and  William 
Burk  Miller,  NBC,  New  York 

E.  K.  Cohan  and  Paul  White,  CBS,  New 
York 

A.  J.  McCosker,  WOR,  Newark 

Arthur  B.  Church,  KMBC,  Kansas  City 

Father  Charles  E.  Coughlin,  Detroit 

Stanley  Hubbard,  KSTP,  St.  Paul 

G.   A.  Richards,  WJR,  Detroit 

R.    E.    Willson    and    Henry    Lee  Taylor, 

KABC,  San  Antonio 
Mrs.   J.    M.    Heaton,    KGIX.   Las  Vegas, 

Nev. 

W.  G.  H.  Finch,  WINS,  New  York 
E.  C.  Craney,  KGIR,  Butte 
C.  R.  McCullough,  WDEL,  Wilmington 
Joseph  A.  Chambers,  WLW,  Cincinnati 
S.  M.  Kintner,  Frederick  H.  Wood,  J.  J. 
Jackson  and  Walter  C.  Evans,  Westing- 
house,  Pittsburgh 

•A  register  of  visitors  at  the  offices  of  the 
Federal  Radio  Commission,  the  National 
Association  of  Broadcasters  and  Broad- 
casting, March  1  to  March  H. 


CP  to  move  station  from  Yuma  to  Fort  Collins,  Col. ; 
WSMB,  New  Orleans — Modification  of  license  to  increase 
D  power  from  500  w.  to  1  kw.   (facilities  of  KWEA). 

WEHC,  Emory,  Va.  (Ex.  Rep.  452) —Application  for 
CP  to  move  station  from  Emory  to  Charlottesville,  Va., 
granted,  to  operate  on  1350  kc.  and  500  w.  power,  D 
hours,  sustaining  Chief  Examiner  Yost. 

WMAL,  Washington,  D.  C. — Granted  application  for 
assignment  of  license  and  CP  to  the  NBC.  WMAL  oper- 
ates on  650  kc.  with  500  w.  day,  250  w.  night,  and  has 
a  CP  for  new  transmitter  equipment  to  be  used  for 
aiixiliary  purposes.  This  case  was  heard  by  the  Com- 
mission en  banc  Feb.  15. 

MARCH  3 

WICC,  Bridgeport,  Conn. — Granted  CP  to  construct 
auxiliary  transmitter  to  be  used  while  moving  main 
transmitter. 

WIXX,  Chicopee  Falls,  Mass. — Granted  renewal  of 
special  experimental  license,  332  kc,  100  w. 

Set  for  hearing:  WJBY,  Gadsden,  Ala. — CP  to  make 
changes  in  equipment  and  move  studio  locally  in  Gads- 
den ;  WEBR,  Buffalo,  N.  Y. — Granted  requisition  to  re- 
consider Commission's  action  of  Feb.  10,  in  defaulting 
application  for  modification  of  license  and  directed  that 
hearing  be  scheduled  Feb.  24  as  originally. 

KPPC,  Pasadena,  Cal. — Denied  authority  to  operate 
from  midnight  to  6  a.m.,  PST,  March  4,  with  100  w. 
power  in  order  to  broadcast  a  test  program. 

WKBN,  Youngstown,  O. — Denied  authority  to  operate 
simultaneously  with  WEAO  from  1  to  3  p.m.,  March  4, 
in  order  to  broadcast  inauguration  program. 

WABI,  Bangor,  Me. — Granted  special  authority  to 
operate  from  3  to  5  p.m.,  EST,  March  12. 

WSUI,  Iowa  City,  la. — Granted  special  authority  to 
operate  from  10  p.m.,  CST,  March  10,  to  1  a.m.,  CST, 
March  11,  and  from  10  p.m.  to  12  midnight,  CST,  on 
March  17  and  31. 

WLS,  Chicago — Granted  renewal  of  license  for  auxili- 
ary transmitter  for  regular  period. 

Applications  dismissed  at  request  of  applicants : 
WOBU,  Charleston,  W.  Va.— Special  authority,  250  w., 
500  w.  LS,  additional  250  w.  night,  experimental ;  WSAZ, 
Huntington,  W.  Va. — Special  authority,  250  w.,  500  w. 
LS,  additional  250  w.  night,  experimental. 

MARCH  7 

KRMD,  Shreveport,  La. — Granted  modification  of  li- 
cense to  change  specified  hours  of  operation  to  as  follows : 
iDaily  except  Sunday,  7  a.m.  to  1  p.m. ;  5  to  8  p.m. ; 
Sunday  9  a.m.  to  6  p.m.,  CST. 

WAZL,  Hazleton,  Pa. — Granted  authority  to  operate  a 
maximum  of  four  hours  a  day  simultaneously  with 
WILM,  at  Wilmington,  Del. 

WFBM,  Indianapolis — Granted  authority  to  operate 
simultaneously  with  WSBT  March  17  and  18  from  10:15 
a.m.  to  12  noon,  and  from  3  to  5 :30  p.m.,  CST,  in  or- 
der to  broadcast  basketball  tournament. 

Copper  Electric  Co.,  Lowell,  Ariz. — Granted  request 
to  take  depositions  in  re  its  application  for  CP ;  hear- 
ing scheduled  for  March  27. 

WTAQ,  Eau  Clare,  Wis.,  and  KSCJ,  Sioux  City,  la.-^ 
Action  designating  the  applications  for  renewal  of  li- 
censes for  hearing  reconsidered,  and  applications  dis- 
missed from  hearing  docket  and  granted ;  the  Com- 
mission also  dismissed  application  for  modification  of  li- 
cense from  hearing  docket  and  granted  as  follows : 
Changing  hours  of  operation  from  sharing  to  simul- 
taneous D  operation  and  specified  hours  at  night  in  ac- 
cordance with  agreement. 

KGCX,  Wolf  Point,  Mont. — Granted  special  authority 
to  operate  unlimited  time  March  9,  10  and  11. 

WKBF,  Indianapolis^ — Granted  special  authority  to 
operate  from  7 :00  to  8 :00  p.m.,  CST,  March  17,  pro- 
vided WBAA  remains  silent. 

KMPC,  Beverly  Hills,  Cal. — Granted  consent  to  volun- 
tary assignment  of  license  to  Beverly  Hills,  Broadcast- 
ing Corp. 

KFAC  and  KFVD,  Los  Angeles — Granted  consent  to 
voluntary  assignment  of  license  to  Los  Angeles  Broad- 
casting Co.,  Inc. 

WBAA,  W.  Lafayette,  Ind. — Granted  special  authority 
to  operate  from  8:30  to  9:30  p.m.,  CST,  March  16,  pro- 
vided WKBF  remains  silent. 

Set  for  hearing :  NEW,  William  Avera  Wynne,  Green- 
ville, N.  C. — CP  for  new  station,  1420  kc,  100  w.,  D  ' 
hours  ;  WFOX,  Brooklyn,  N.  Y. — Modification  of  license 
to  increase  hours  of  operation  from  %  time,  sharing 
with  WLTH,  WCGU  and  WBBC,  to  unlimited  half  time ; 
WTAG,  Worcester,  Mass. — Modification  of  license  to  in- 
crease nighttime  power  from  250  to  500  w. ;  WQDM, 
St.  Albans,  Vt. — -CP  to  move  transmitter  to  outside  of 
city  limits  of  St.  Albans,  make  changes  in  equipment, 
change  frequency  from  1370  kc.  to  1340  kc,  increase 
power  from  100  w.  to  1  kw.  and  change  specified  hours 
bf  operation  to  as  follows :  10  a.m.  to  2  p.m. ;  4  to  6 
p.m.,  EST,  daily. 

K(3KX,  Sandpoint,  Idaho — Denied  authority  to  oper- 
ate, beginning  March  1,  without  frequency  monitor  un- 
til its  arrival  from  factory. 

KVOA,  Tucson,  Ariz. — Reconsidered  and  granted  re- 
quest to  take  deposition  of  Robert  M.  Riculfi  in  Tucson, 
in  connection  with  his  application  for  renewal  of  li- 
cense of  KVOA  now  pending  on  the  hearing  docket  and 
continued  several  times  because  of  the  inability  of  the 
applicant  Riculfi  to  appear. 
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Supreme  Court  to  Review  WIBO^Case 
Involving  Validity  of  Davis  Amendment 

Commission  Reversed  by  D.  C.  Court  on  Two  Appeals 
Because  of  Failure  to  Grant  "Proper  Hearings" 


MARCH  10 

WLEY,  Lexington,  Mass. — Granted  con- 
sent to  voluntary  assignment  of  license  to 
Albert  S.  Moffat. 

KFOR,  Lincoln,  Neb. — Granted  modifica- 
tion of  CP  extending  commencement  date 
of  CP  from  9-30-32  to  3-29-33  and  exten- 
sion of  completion  date  from  12-30-32  to 
5-29-33.  Also  granted  consent  to  voluntary 
assignment  of  CP  and  license  to  Cornbelt 
Broadcasting  Corp. 

WMCA,  New  York — Granted  special  au- 
thority to  make  tests  for  a  period  of  15 
days  between  the  hours  of  1  and  6  a.m. 
on  auxiliary  transmitter. 

KGCR,  Watertown,  S.  D. — Granted  fur- 
ther extension  of  Rule  145  until  March  15. 

KGIZ.  Grant  City,  Mo.— Renewal  of  li- 
cense set  for  hearing. 

KGDA,  Mitchell,  S.  D.— Granted  tempo- 
rary license  pursuant  to  and  in  accordance 
with  temporary  restraining  order  issued  by 
D.  C.  court  of  appeals  on  March  8,  to 
operate  on  1370  kc,  100  w.,  unlimited 
time. 

KRLD,  Dallas,  Tex. — Dismissed  applica- 
tion on  request  of  station's  attorney  for 
modification  of  license  to  permit  operation 
for  a  maximum  of  six  hour  D.  on  1040 
kc,  with  authority  to  select  the  hours  and 
to  share  time  with  KTHS  on  1040  kc. 

KTHS,  Hot  Springs,  Ark. — Same  action 
on  similar  application  of  this  station. 

KLX,  Oakland,  Cal.  (Ex.  Rep.  441)  — 
Granted  modification  of  license  increasing 
power  from  500  w.  to  1  kw.  day  and  night 
on  frequency  880  kc,  reversing  Examiner 
Pratt. 

NEW,  Visual  Radio  Corp.,  Watsontown, 
Pa.  (Ex.  Rep.  450) — Denied  application 
for  CP  for  experimental  radio  station  com- 
bining sound  and  television  ;  transmission 
facilities  ask  use  of  band  from  2200  to 
2300  kc,  1  kw.,  intermittent  operation,  sus- 
taining Examiner  Hyde. 

MARCH  14 

WFBC,  Greenville,  S.  C— Granted  modi- 
fication of  CP  to  change  transmitter  and 
studio  location  locally  in  Greenville ;  ex- 
tend commencement  date  of  CP  30  days 
from  Feb.  15  and  completion  date  to 
June  15. 

KIEM,  Eureka,  Cal. — Granted  modifica- 
tion of  CP  to  make  changes  in  equipment ; 
also  to  extend  completion  date  of  CP  to 
May  1. 

WHET,  Troy.  Ala. — Granted  modifica- 
tion of  license  to  operate  from  8  to  9  p.m. 
on  Sundays,  in  addition  to  the  present 
operating  hours  of  unlimited  D.  from  7  to 
8  p.m.,  CST,  on  Sundays. 

WHAM,  Rochester,  N.  Y. — Granted  au- 
thority to  determine  power  of  station  by 
direct  antenna  ;  also  granted  license  cover- 
ing installation  of  new  equipment ;  mov- 
ing transmitter  locally  and  increasing 
power  from  5  to  25  kw.  ;  1150  kc,  un- 
limited time. 

WGNY,  Chester  Township,  N.  Y.— 
Granted  license  covering  erection  of  a  new 
station,  1210  kc,  50  w.,  specified  hours ; 
also  authority  to  determine  power  by  di- 
rect antenna. 

KSTP,  St.  Paul,  Minn. — Granted  license 
covering  increase  in  power  from  10  to  25 
kw.  on  experimental  basis,  and  making 
changes  in  equipment:  1460  kc,  10  kw. 
night,  25  kw.  LS,  experimental  unlimited 
time. 

KOIN,  Portland,  Ore. — Granted  license 
covering  local  move  of  transmitter ;  940 
kc,  1  kw.,  unlimited  time. 

WRNY,  New  York,  and  KRMD,  Shreve- 
port.  La. — Granted  authority  to  make 
changes  in  automatic  frequency  control 
equipment. 

WGLC,  Glens  Falls,  N.  Y.— Granted 
authority  to  use  new  transmitter  on  pro- 
gram tests  pending  action  on  formal  ap- 
plication for  modification  of  CP  for  period 
of  30  days. 

WAML,  Shreveport,  La. — Granted  30 
day  extension  of  program  test  period. 

KTAB,  San  Francisco — Granted  modifi- 
cation of  license  to  move  main  studio  from 
5th  and  Mission  Sts.,  San  Francisco,  to 
1424  Franklin  St.,  Oakland,  Cal. 

Set  for  hearing:  NEW,  W.  L.  Gleeson, 
Sacramento,  Cal. — CP  for  new  station, 
1490  kc,  5  kw.,  unlimited;  NEW,  Don  Lee 
Broadcasting  System,  Redlands,  Cal. — CP 
for  new  station,  780  kc,  500  w.,  unlimited 
(facilities  of  KTM   and  KELW). 

Examiners'  Reports  .  .  . 

NEW,  Altoona  Broadcasting  Corp.,  Al- 
toona.  Pa. — Examiner  Pratt  (Report  461, 
Docket  1915)  recommended  that  applica- 
tion for  CP  on  620  kc.  with  1  kw.,  D,  be 
denied  because  of  failure  of  applicant  to 
be  represented  at  hearing. 

WMBH,  Joplin,  Mo.— Examiner  Pratt 
recommended  (Report  462,  Docket  1873) 
that  application  for  increase  in  hours  of 
operation  be  denied  because  such  action 
would  increase  interference. 


FINAL  adjudication  of  the  validity 
of  the  Davis  amendment  and  the 
quota  regulations  governing  the 
distribution  of  broadcasting  facili- 
ties was  assured  with  the  granting 
March  13  by  the  U.  S.  Supreme 
Court  of  the  government's  petition 
for  review  of  the  WIBO  case.  The 
government,  through  the  Depart- 
ment of  Justice,  had  petitioned  the 
highest  tribunal  for  review  of  the 
decision  of  the  Court  of  Appeals 
of  the  District  of  Columbia  re- 
versing the  Radio  Commission's 
action  in  the  case. 

Regarded  as  the  most  important 
test  of  radio  regulation  ever  to  go 
before  the  Supreme  Court,  the  case 
involves  the  right  of  the  commis- 
sion to  remove  stations  summarily 
in  overquota  states  and  to  assign 
their  facilities  to  underquota  areas. 
A  victory  for  the  Commission 
would  mean  that  it  could  exercise 
a  free  hand  in  transferring  facili- 
ties from  the  27  overquota  states 
to  underquota  states,  regardless 
of  property  rights,  station  invest- 
ments and  public  service. 

116  Cases  Involved 

THE  LOWER  court,  by  majority 
opinion,  reversed  the  Commission's 
deletion  of  WIBO  and  WPCC,  Chi- 
cago, which  share  time  on  the  560 
kc.  channel,  in  favor  of  WJKS, 
Gary,  Ind.  Only  the  quota  issue 
was  raised,  since  Illinois  is  the 
most  overquota  state  in  the  coun- 
try and  Indiana  is  22  per  cent  un- 
derquota. The  lower  court  held 
that  the  decision  was  "arbitrary 
and  capricious"  and  that  the  Davis 
amendment,  under  which  the  quota 
regulations  were  promulgated,  did 
not  dictate  mathematical  equality 
in  the  state  and  zone  distribution. 

In  its  petition  for  certiorari,  the 
Justice  Department  contended  that 
116  separate  cases  pending  before 
the  Commission  involve  substan- 
tially the  same  issue  raised  in  the 
WIBO  proceeding.  Mabel  Walker 
Willebrandt,  former  assistant  at- 
torney general,  counsel  for  WJKS, 
in  an  intervening  petition,  sup- 
ported the  government's  petition, 
filed  by  Solicitor  General  Thomas 
D.  Thacher. 

Commission  Reversed 

REAFFIRMING  past  rulings  that 
full  hearings  must  be  allowed  all 
aggrieved  parties,  the  District  of 
Columbia  Court  of  Appeals  in  two 
opinions  during  the  last  fortnight 
reversed  the  Radio  Commission  and 


NEW,  John  Tindale,  Abilene,  Tex.— 
Chief  Examiner  Yost  recommended  (Report 
463)  application  for  CP  on  1420  kc,  100  w., 
share  time  with  KABC  be  denied  as  in  de- 
fault and  that  license  of  KABC  be  re- 
newed. 

KVOA,  Tucson,  Ariz. — Examiner  Pratt 
recommended  (Report  464,  Dockets  1812 
and  1919)  that  applications  for  renewal 
of  license  and  voluntary  assignment  of  li- 
cense to  Arizona  Broadcasting  Co.,  Inc., 
be  denied. 

WEBR,  Buffalo — Examiner  Hyde  recom- 
mended (Report  465,  Docket  1904)  denial 
of  application  for  authority  to  operate 
main  transmitter  and  auxiliary  transmit- 
ter alternatively  as  contrary  to  regula- 
tions. 


remanded  the  cases  for  "proper 
hearing." 

On  the  appeal  of  KFPY,  Spo- 
kane, the  court,  March  6,  held  the 
Commission  erred  in  not  holding  a 
hearing  to  which  the  Spokane  sta- 
tion was  a  party  before  authoriz- 
ing KSEI,  Pocatello,  Ida.,  to  oper- 
ate on  890  kc.  KFPY  had  pend- 
ing at  the  time  an  application  for 
the  same  frequency. 

The  court,  in  reversing  the  de- 
cision, ordered  that  KFPY  be  given 
opportunity  to  be  heard  and  that 
the  Commission,  without  regard  to 
its  prior  action,  grant  the  disputed 
frequency  to  which  ever  station 
will  best  serve  public  interest. 

The  second  ease  in  which  the 
commission  was  reversed  involved 
the  appeal  of  WOQ,  Kansas  City, 
operated  by  the  Unity  School  of 
Christianity,  from  a  decision  of 
Dec.  18,  1931,  granting  KFH, 
Wichita,  full  time  on  1300  kc, 
which  KFH  used  five-sevenths  time 
and  WOQ  two-sevenths.  WOQ  had 
made  application  to  transfer  its 
assignment  to  the  Fairfax  Broad- 
casting Co.,  of  Kansas  City,  for 
commercial  operation. 

WNJ  Review  Denied 

THE  COURT  on  March  13  held  that 
the  Commission,  without  notice  to 
WOQ,  reversed  the  decision  of  the 
examiner  who  had  recommended 
against  the  KFH  application  and 
ordered  the  deletion  of  WOQ.  It 
concluded  that  the  findings  in  the 
case  had  been  made  without  notice, 
and  that  the  decision  "must  be  set 
aside  and  the  case  remanded,  to 
the  end  that  a  proper  hearing  be 
had  before  the  Commission". 

The  U.  S.  Supreme  Court  on 
March  6  denied  the  petition  of 
WNJ,  Newark,  for  a  review  of  the 
Court  of  Appeals'  decision  sus- 
taining the  Radio  Commission's  de- 
letion of  that  station.  WNJ  for- 
merly shared  time  with  WHOM, 
WMBS,  and  WKBO.  WHOM  was 
awarded  three-fourths  time  by  the 
Commission. 

KDGA,  Mitchell,  S.  D.,  on  March 
8  procured  from  the  Court  of  Ap- 
peals, through  attorneys  Paul  M. 
Segal  and  George  S.  Smith,  a  stay 
order  from  the  Commission's  de- 
cision ordering  its  deletion.  The 
station  is  assigned  to  1370  kc.  with 
100  watts,  full  time. 


U.  p.  May  Ban  Radio 

POLICY  of  the  American  News- 
paper Publishers  Association  with 
regard  to  news  broadcasts,  and  also 
that  of  the  other  press  associa- 
tions, is  expected  to  be  announced 
when  the  publisher  groups  hold 
their  annual  meetings  in  New  York 
in  April.  In  the  meantime.  United 
Press  has  advised  the  A.N. P. A. 
that  it  is  prepared  to  ban  radio's 
use  of  any  of  its  news  if  the 
A.N. P. A.  membership  and  the  As- 
sociated Press  and  International 
News  Service  vote  that  way. 


Sykes  is  Renamed 

(Continued  from  page  6) 

in  Democratic  circles  in  Omaha  for 
the  last  20  years.  He  is  about  50 
years  old  and  until  1919  he  was 
secretary  to  the  late  Congressman 
Lobeck  of  Omaha.  For  many  years 
he  was  a  member  of  the  Demo- 
cratic state  central  committee,  and 
once  chairman  of  the  Douglas 
County  central  committee.  During 
the  early  days  of  prohibition,  Mr. 
Hanley  served  as  federal  prohibi- 
tion director  for  Nebraska.  He  has 
been  a  candidate  for  several  offices, 
notably  for  Congress  in  1922,  but 
always  when  Republicans  were  in 
political  control  of  the  state. 

A  variety  of  plans  for  consolida- 
tion of  bureaus  and  independent 
agencies  of  the  government  has 
been  under  tentative  consideration 
by  the  new  administration.  Radio 
has  been  mentioned  in  connection 
with  the  projected  new  Federal  Bu- 
reau of  Transportation,  which 
would  embrace  the  activities  of 
Federal  agencies  dealing  with 
transportation  on  land,  sea  and  air. 
This  bureau  would  take  over  the 
Interstate  Commerce  Commission, 
Shipping  Board,  Inland  Water- 
w  a  y  s  Corporation,  Aeronautics 
Branch  of  the  Department  of  Com- 
merce and  possibly  the  Air  Mail 
Service  of  the  Post  Office  and  the 
Radio  Commission. 

Further  Proposals 

A  SECOND  PLAN  would  transfer 
radio  regulation  to  the  Post  Office 
Department.  The  theory  behind 
this  seemed  to  be  that  England  and 
other  European  nations  govern 
radio  through  their  postal  adminis- 
trations. 

The  most  sweeping  of  the  sev- 
eral plans  broached  is  that  for 
consolidation  of  practically  all  of 
Federal  independent  offices,  each 
under  a  director  and  equipped  with 
its  own  technical  and  legal  staffs. 
From  these  directors  appeals  could 
be  taken  to  a  "board  of  appeals", 
constituted  like  the  Court  of  Cus- 
toms Appeals,  and  from  that  board 
appeals  would  go  to  the  U.  S.  Su- 
preme Court. 

Congress  is  considering  legisla- 
tion to  create  a  Federal  Communi- 
cations Commission,  to  take  over 
the  Radio  Commission's  function 
and  to  assume  also  jurisdiction 
over  telephones,  telegraph  and 
cables  now  residing  largely  in  the 
I.  C.  C.  Rep.  Rayburn,  (D.)  of 
Texas,  introduced  such  a  bill  at  the 
last  session  with  the  consent  of 
Mr.  Roosevelt.  Senator  Dill,  (D.) 
Of  Washington,  now  chairman  of 
the  Senate  Interstate  Commerce 
Committee,  is  working  on  a  simi- 
lar measure. 


A.  P.  Enjoins  KSOO 

AN  INJUNCTION  was  granted  to 
the  Associated  Press  March  13  by 
Judge  Elliott  in  federal  district 
court  at  Sioux  Falls,  S.  D.,  re- 
straining KSOO  of  that  city  from 
the  unauthorized  broadcasting  of 
A.  P.  news  dispatches.  According 
to  an  A.  P.  report,  Joseph  Henkin, 
manager  of  KSOO,  replying  to  the 
A.  P.  charge,  did  not  deny  using 
A.  P.  dispatches  but  contended 
that  KSOO  should  not  be  barred 
from  using  such  news  while  other 
stations  "owned,  controlled,  leased, 
operated  or  otherwise  affiliated 
with  newspapers"  were  permitted 
to  carry  such  news. 
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RCAVJ400,000  Bid  for  DeForest  Co. 
Ordered  Accepted  by  Federal  Court 

Offer  Does  Not  Include  Gash,  Accounts  Receivable; 
Hygrade  Sylvania  Corp.  Makes  Only  Other  Bid 


-and  did 
Gracie 

ever  find 

her  brother? 

One  announce- 
ment brougnt 
9801  letters 

from  CKOK  I  isten- 

ers  who  wanted  to 

know  the  answers  to 

this  and  other  ques- 
tions about  that  famous 
team,  Burns  8C  Allen,  and 
the  rhythm  experts  who 
share  honors  in  their  pro- 
gram— Guy  Lombardo 
and  his  Royal  Canadians. 

•  The  General  Cigar 
Company  recently  an- 
nounced over  the  Columbia 
chain  that  they  would  send 
a  booklet  describing  the 
Robert  Burns  Cigar  pro- 
gram to  all  and  sundry 
Burns  8C  Allen — Guy  Lom- 
bardo fans.  Within  four 
days,  CKOK  received  9801 
requests. 

•  Time  and  again,  tests 
such  as  this  have  proved 
to  both  local  and  national 
advertisers  that  CKOK's  huge 
audience  is  definitely  and  profit- 
ably responsive. 


5,000 Watts  540  Kc.  555.6 Meters 

INTERNATIONAL 
CLEARED  CHANNEL 

Columbia  Basic  Network 

Union  Guardian  Building, 
Detroit,  Michigan 

Guaranty  Trust  Building, 
Windsor,  Ontario 


ACCEPTANCE  of  the  $400,000  bid 
of  the  Radio  Corporation  of 
America  for  the  DeForest  Radio 
Co.,  Inc.,  Passaic,  N.  J.,  now  in 
receivership,  was  ordered  March  6 
by  Judge  Guy  L.  Fake  in  the 
federal  district  court  at  Newark. 
The  RCA  bid  was  for  certain 
assets  of  the  DeForest  company. 
Because  the  RCA  offer  does  not 
include  the  purchase  of  cash  on 
hand  and  accounts  receivable,  the 
return  to  the  receivers  was  esti- 
mated at  nearly  $500,000. 

The  only  other  bidder  for  the 
property  was  the  Hygrade  Syl- 
vania Corp.,  Emporium,  Pa.,  which 
offered  $350,000  for  the  entire 
plant,  rights  and  assets.  The  re- 
ceivers held  this  bid  actually  was 
$150,000  lower  than  that  of  RCA. 

Stockholders  Protest 

A  GROUP  of  stockholders  pro- 
tested acceptance  of  the  RCA  bid, 
claiming  that  they  had  not  been 
notified  of  the  proposed  sale  until 
the  "last  minute"  and  that  the 
high  offer  was  but  one-fourth  of 
the  company's  worth,  including 
patent  rights. 

Receivers  for  the  DeForest  Co. 
— Leslie  S.  Gordon,  former  presi- 
dent, and  Ralph  E.  Lum — urged 
that  the  RCA  bid  be  accepted  as 
the  best  obtainable.  They  stated 
that  at  the  time  of  their  appoint- 
ment as  receivers  last  June,  the 
corporation  had  assets  of  $9,511.66 
in  cash  on  hand,  notes  receivable 
amounting  to  $3,823.24,  accounts 
receivable  amounting  to  $47,263.55, 
inventories  (including  raw  mate- 
rials and  work  in  process)  amount- 
ing to  $241,607.47,  fixed  assets 
(machinery  and  plant  equipment) 
on  liquidation  value  amounting  to 
$118,958  and  deferred  charges 
amounting  to  $10,401.86.  Patents 
and  patent  rights  of  indeterminate 
value  were  carried  on  the  books 
at  $1.  Certain  additional  assets 
on  notes  and  accounts  receivable 
from  Jenkins  Television  Corp. 
were  stated  to  amount  to  more 
than  $368,000,  together  with  an  in- 
vestment in  the  capital  stock  of 
the  corporation  to  the  extent  of 
638,967  shares,  which  gave  De- 
Forest  control  of  Jenkins. 


"Your  petitioners",  said  the 
petition  seeking  the  court's  in- 
structions, "are  satisfied  that  if 
the  above  described  bid  or  offer 
be  not  accepted  they  will  realize 
a  sum  greatly  less  than  the  amount 
of  the  bid  herein  described;  that 
the  purchase  price  contained  in 
said  bid  is  greatly  in  excess  of 
the  amount  which  would  be  re- 
ceived if  the  remaining  assets  of 
said  corporation  were  sold  on  li- 
quidation at  public  auction." 

The  RCA  bid  specified  that  it 
was  made  expressly  subject  to  the 
further  contingency  that  the  title 
to  the  property  it  sought  shall  be 
delivered  free  of  liens  and  encum- 
brances of  every  character  and 
description,  including,  among  other 
things,  taxes,  on  or  before  April 
1,  1933.  The  actual  bid  was 
$414,600. 


RCA  Reports  1932  Loss 
But  is  Self-Contained 

ALTHOUGH  reporting  that  it  is 
entering  the  present  year  "greatly 
strengthened"  as  a  result  of  the 
recent  consent  decree  which  ended 
the  government's  anti-trust  suit, 
under  which  it  was  divorced  from 
General  Electric  and  Westinghouse 
companies,  RCA  in  its  1932  annual 
report  shows  a  net  loss  before  divi- 
dends of  $1,133,586  for  the  year. 
This  compares  with  a  net  income 
of  $768,903  in  1931.  Gross  income 
from  operations  was  $66,168,756 
against  $100,124,847  the  preceding 
year. 

Current  assets  at  the  end  of  1932 
were  $88,316,654,  including  $25- 
555.458  in  cash,  as  against  $45,- 
415.701  with  $23,916,408  cash.  Cur- 
rent liabilities  were  $4,451,897 
against  $24,661,626.  but  the  latter 
figure  included  $17,729,719  due 
General  Electric  and  Westinghouse. 
The  company,  it  is  reported,  is  now 
entirely  self-contained  and  has 
some  300,000  stockholders. 


A  FINE  of  $1,000  for  slander  by 
radio  would  be  imposed  under  a 
bill  (H.  155)  introduced  in  the 
Kansas  legislature. 


Toiletries  on  Air 

(Continued  from  page  9) 

urging  on  the  part  of  my  clerks, 
buy  the  drugs  and  cosmetics  on 
display.  Why,  we  sold  out  our  stock 
of  one  perfume  the  first  morning 
after  the  display  was  put  in!  This 
type  of  display  reminds  my  cus- 
tomers of  the  things  that  they 
have  heard  on  the  air  and  en- 
joyed. 

"In  twelve  years'  merchandising 
experience  with  one  of  the  coun- 
try's largest  drug  chains,  I  have 
never  seen  anything  to  equal  the 
response  of  the  public  to  this  dis- 
play. Why  the  day  after  the  new 
Pepsodent  Antiseptic  was  an- 
nounced, I  had  a  display  of  it  on 
my  counter  with  a  large  copy  of 
the  advertisement  headed  'Here's 
Pepsodent's  Surprise.' 

"Within  two  weeks,  more  than 
three  gross  bottles  had  been  sold, 
90  per  c€>nt  of  which  were  picked 
up  by  customers  and  handed  to  the 
clerks  with  the  comment,  'I  guess 
I'll  try  this.'  No  sales  effort  was 
necessary.  Bill  Hay's  talks  had  al- 
ready sold  the  antiseptic  to  the 
public;  all  we  did  was  to  remind 
them." 

Some  Statistics 

SOME  PERTINENT  facts  may 
be  gleaned  from  the  studies  of  the 
effectiveness  of  radio  advertising 
made  by  Professor  Elder  of  the 
Massachusetts  Institute  of  Tech- 
nology and  published  by  CBS. 
Comparing  the  purchases  of  set- 
owning  families  with  those  of  fami- 
lies who  do  not  own  radio  receiv- 
ers, he  finds  that  in  1932  radio- 
advertised  goods  in  general  showed 
an  aggregate  increase  in  use  of 
35.1  per  cent  in  radio  homes  as 
compared  with  non-radio  homes. 

In  the  toiletries  categories  it 
was  found  that  radio-advertised 
toilet  soaps  showed  an  8.3  per  cent 
gain  in  radio-homes ;  radio-adver- 
tised toothpastes  showed  a  45.1 
per  cent  gain;  and  radio-advertised 
shaving  creams  a  78.4  per  cent 
gain.  Non-radio-advertised  prod- 
ucts showed  corresponding  losses 
in  radio  homes  as  follows:  toilet 
soaps,  12.9  per  cent;  toothpastes, 

16.5  per  cent;  and  shaving  creams 

10.6  per  cent. 

In  other  words,  radio  does  sell 
merchandise;  does  sell  toiletries; 
does  sell  cosmetics,  and  does  de- 
serve a  liberal  share  of  the  adver- 
tising appropriations  of  toiletries 
and  cosmetic  manufacturers! 


Civil  Liberties  Counsel 
Raps  Radio  Censorship 

OPPOSITION  to  censorship  of  the 
radio  and  •  movies  was  voiced  by 
Morris  L.  Ernst,  counsel  for  the 
American  Civil  Liberties  Union,  at 
its  annual  meeting  March  1  in  New 
York  City.  Broadcasts,  it  was 
stated,  should  not  be  barred  from 
the  air  because  of  possible  offense 
to  religious  sensibilities  or  because 
they  might  promote  civil  discord. 

"This  country  is  in  a  state  of 
fear",  he  said.  "That  is  why  we 
have  censorship.  It  is  the  same 
kind  of  fear  as  that  which  prompts 
wartime  censorship.  It  wouldn't 
surprise  me  if  in  the  next  year  the 
President  took  over  control  of  all 
radio  stations." 


DOOLITTLE  &  FALKNOR,  Inc. 

FREQUENCY  MEASURING  SERVICE 

May  be  arranged  to  provide  daily  or  any  speci- 
fied number  of  measurements  per  week  as 
well  as  individual  measurements  at  station's 
request. 

Write  for  prices  on  schedule  suitable 
to  your  needs. 

1306-1308  W.  74th  St.       Thone:  Stewart  2810 
CHICAGO,  ILLINOIS 
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Reallocation  Rumors  Scored 
By  Lafount  in  Plea  for  Unity 

Baldwin  Drafts  Plan  for  Mexican  Conference ; 
Date  of  Mexican  Parley  Still  Uncertain 


BRANDING  as  "inaccurate,  pre- 
mature and  uncalled  for"  the  re- 
ports being  spread  among  stations 
that  a  general  reallocation  is  in- 
evitable and  that  stations,  by  "in- 
side" information,  might  improve 
their  facilities  through  this  pur- 
ported advice,  Acting  Chairman 
Harold  A.  Lafount  of  the  Radio 
Commission  March  13  advised  all 
stations  that  there  is  no  reason  for 
alarm. 

"The  Commission's  attention  has 
been  called  to  reports  emanating 
from  Washington  that  a  realloca- 
tion is  certain  this  summer  and  ad- 
vising stations  to  get  busy  and 
work  for  better  assignments",  Mr. 
Lafount  said.  "Such  reports  are 
grossly  inaccurate,  premature  and 
uncalled  for.  Solicitation  of  this 
character  can  only  serve  to  impede 
orderly  procedure  in  preparation 
for  the  forthcoming  North  Ameri- 
can conference.  It  is  by  no  means 
a  certainty  that  a  general  reallo- 
cation will  result  or  that  any  sort 
of  reallocation  will  be  necessary, 
since  the  negotiations  are  in  their 
very  earliest  stage. 

Unity  is  Urged 

"WHATEVER  the  result,  it  is  ri- 
diculous to  suppose  that  any  sta- 
tion in  this  country  will  benefit 
from  any  agreement  reached  at  the 
forthcoming  conference.  Broad- 
casters can  do  no  better  than  to 
work  in  unison  in  the  interest  of 
the  industry  as  a  whole,  rather 
than  to  look  to  some  selfish  motive 
doomed  to  failure  at  the  start." 

Meanwhile,  James  W.  Baldwin, 
newly  appointed  NAB  executive 
who  will  represent  the  industry  at 
the  North  American  conference, 
tentatively  planned  for  next  month 
in  Mexico  City,  is  drafting  a  com- 
prehensive plan  designed  to  pre- 
sent adequate  safeguards  for 
broadcasters.  The  NAB,  it  was 
pointed  out,  is  dealing  in  frequen- 
cies, and  not  in  stations  per  se, 
with  its  objective  that  of  finding 
the  solution  in  an  enlargement  of 
the  broadcast  band  so  that  alloca- 
tions in  this  country  might  remain 
undisturbed. 

No  formal  word  has  yet  been  re-'' 
ceived  from  Mexico  City  as  to  date 
of  the  conference,  although  present 
understanding  is  that  it  will  be 
held  in  April.  Informally,  it  has 
been  suggested  that  the  conference 
be  deferred  until  late  summer  or 
fall,  but  the  actual  time  must 
await  the  invitation  of  the  Mexi- 
can authorities. 

Technical  Details  Mapped 

REGULAR  conferences  are  being 
held  by  the  subcommittee  of  the 
general  conference  groups  to  work 
out  technical  details,  all  of  which 
are  being  kept  confidential.  At 
these  discussions  Mr.  Baldwin  and 
Philip  G.  Loucks,  NAB  managing 
director,  and  J.  C.  McNarry,  NAB 
engineer,  are  representing  the  in- 
dustry. 

The  NAB  drive  for  funds  with 
which  to  carry  on  the  North  Amer- 
ican conference  work  has  met  with 


good  response,  it  was  declared.  Mr. 
Baldwin,  it  was  pointed  out,  has 
full  charge  of  all  matters  relating 
to  conference,  and  should  be  con- 
tacted by  stations  desiring  specific 
information. 


New  England's  Market 
Concentration  Reflected 
In  New  Trade  Survey 

DATA  designed  to  portray  the 
relative  concentration  of  the  mar- 
ket for  consumer  goods  in  one  of 
the  principal  sales  areas  of  the 
country  are  offered  to  merchants 
and  manufacturers  in  the  Com- 
merce Department's  new  study  "An 
Aid  for  Analyzing  the  Market  for 
General  Consumer  Goods  in  New 
England." 

Stressing  the  need  in  sales  plan- 
ning of  a  knowledge  of  the  buying 
potentials  of  different  localities,  the 
report  shows  that  more  than  50 
per  cent  of  the  $3,785,868,000  total 
retail  sales  credited  to  New  En- 
gland by  the  national  census  of 
distribution  came  from  only  six  of 
the  67  counties  of  the  area,  while 
54  counties,  comprising  the  great 
bulk  of  the  land  area  of  the  sec- 
tion, accounted  in  all  for  less  than 
24  per  cent. 

The  new  study  presents  the  data 
considered  of  basic  value  to  dis- 
tributors seeking  to  adjust  their 
sales  and  advertising  efforts  to  the 
importance  of  the  potential  mar- 
ket in  each  of  the  different  states, 
counties  and  marketing  centers  of 
the  New  England  group. 

As  a  primary  indicator  of  buy- 
ing power,  the  report  compares  the 
retail  sales  index  and  the  popula- 
tion index  for  each  county  in  the 
six  New  England  states,  and  for 
each  city  or  urban  community  of 
10,000,  or  in  many  cases  of  2,500 
population,  or  more.  This  retail 
sales  index  shows  what  per  cent 
the  local  sales  are,  in  terms  of  the 
census  of  distribution,  of  the  total 
purchases  of  the  United  States,  the 
.st^e''and  the  immediate  county. 
\-j  A  series  of  maps  and  charts  de- 
signed to  assist  in  visualizing  the 
relative  importance  of  the  differ- 
ent market  areas  in  the  New  En- 
gland section  is  a  prominent  fea- 
ture of  the  report.  It  is  one  of  a 
series  of  such  reports  designed  to 
provide  in  compact,  readily  usable 
form  the  basic  marketing  informa- 
tion made  available  for  the  first 
time  for  the  various  sections  of 
the  country.  Copies  may  be  ob- 
tained for  5  cents  from  the  De- 
partment of  Commerce. 


Hitler  Bans  Jazz 

CHANCELLOR  Adolph  Hitler  has 
banned  American  jazz,  particularly 
negro  orchestras  and  singers,  from 
the  government-operated  German 
broadcasting  system,  according  to 
newspaper  reports.  In  an  order 
imposing  new  radio  restrictions,  he 
held  such  music  did  not  meet  his 
cultural  ideas. 


News  From  Home 

ALTHOUGH  it  looks  like  a  minia- 
ture, the  radio  receiver  pictured 
above  was  responsible  for  all  the 
news  from  home  received  by  the 
American  delegation  to  the  recent 
International  Radio  Conference, 
held  in  Madrid  from  September  to 
December  of  last  year.  Built  by 
the  Westinghouse,  the  special  set 
was  used  by  Walter  C.  Evans, 
manager  of  radio  broadcasting,  in 
picking  up  a  special  program 
transmitted  each  night  during  the 
conference  by  W8XK,  short  wave 
adjunct  of  KDKA.  The  program 
included  market  quotations,  ball 
scores  and  news  items,  all  of  which 
were  eagerly  scanned  by  Mr. 
Evans'  fellow  delegates.  The  re- 
ceiver, shown  above  with  S.  D. 
Gregory,  Westinghouse  engineer, 
weighs  about  15  pounds,  has  self- 
contained  batteries  and  utilizes 
plug-in  coils  to  permit  operation 
over  various  short  wave  bands. 


NBC  Installs  Teletype 
System  Over  Network 

TO  SPEED  up  its  private  traffic 
communication  with  member  sta- 
tions, NBC  is  installing  a  nation- 
wide teletype  system  to  take  the 
place  of  its  old  leased-wire  Morse 
circuits.  According  to  Donald 
Withycomb,  manager  of  station  re- 
lations, it  will  increase  speed  and 
efficiency  of  station  intercommuni- 
cation approximately  75  per  cent. 

Each  networkv-station  will  send 
and  receive  traJSc  messages,  pro- 
gram schedules,  etc.  at  given  pe- 
riods each  day,  from  the  various 
NBC  division  traffic  headquarters. 
In  addition,  a  coast-to-coast  leased- 
wire  circuit  will  be  retained  be- 
tween such  key  points  as  New 
York,  Chicago  and  San  Francisco. 

According  to  present  plans,  68 
of  the  89  NBC  network  stations 
will  be  served  by  the  teletype  sys- 
tem and  12  by  leased-wire.  Of 
the  remaining  nine,  KGU,  Hono- 
lulu, will  be  served  by  commercial 
radio  as  heretofore,  the  two  Ca- 
nadian stations  through  regular 
commercial  telegraph  facilities,  and 
the  six  stations  located  in  cities 
where  there  are  other  NBC  net- 
work outlets  will  be  reached  by 
telephone  and  messenger  service. 

Four  teletype  sending  sets  are 
installed  in  the  NBC  New  York 
offices,  so  that  headquarters  may 
send  different  messages  to  four 
stations  simultaneously,  whereas 
under  the  Morse  system  only  one 
message  could  be  sent  on  a  cir- 
cuit at  a  time. 


EQUIPPED  with  a  new  RCA 
transmitter  of  twice  the  power  of 
its  former  one,  W2XE,  the  CBS 
short  wave  relay  station  in  New 
York,  returned  to  the  air  March  1 
with  a  special  program  featuring 
Nino  Martini  and  the  Columbia 
Symphony  Orchestra. 


The  Big  Five 

of 

Pittsburgh's 

Department 


Stores 


USE 


WCAE 

to  Carry 

Merchandise 
Messages  to 
Pittsburgh's 

LARGEST 
RADIO 
AUDIENCE 


WCAE  Is  First  on  the 
air  in  Pittsburgh,  and  the 
last  off.  Its  week-day 
schedule  of  18  hours,  18 
minutes  carries  programs 
of  local  appeal  and  NBC 
Red  Network  features. 


1000  Watts      1220  Kcs. 


Affiliated  with 
Pittsburgh  Sun-Telegraph 
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"Sizzlers"  on  NBC 

"COUNTRY  DOCTOR,"  featuring 
Phillips  Lord  on  NBC  and  spon- 
sored by  Listerine,  goes  off  NBC 
March  15.  Same  sponsor  will  fea- 
ture the  "S  i  z  z  1  e  r  s"  thereafter. 
"Sizzlers"  is  a  new  NBC  trio  now 
heard  sustaining.  "Country  Doc- 
tor" is  currently  on  the  NBC-WJZ 
network  thrice  weekly.  Announced 
reason  for  discontinuance  is  that 
Phillips  Lord  has  been  ordered  to 
a  hospital  for  a  rest,  though  his 
"Seth  Parker"  programs  Sunday 
nights  probably  will  continue  with- 
out him  for  a  while. 


THE  UNITED  States  Daily,  a 
newspaper  covering  government 
news,  suspended  publication  with 
its  March  6  issue.  David  Law- 
rence, president  and  editor,  an- 
nounced that  owing  to  the  eco- 
nomic depression  and  recent  de- 
velopments in  the  general  banking 
situation,  the  newspaper  was  un- 
able to  continue  publication.  "It 
is  hoped  that  means  may  be  found 
to  resume  publication  at  a  later 
date,"  he  said. 


CLASSIFIED 

ADVERTISEMENTS 

Classified  advertisements  in 
Broadcasting  cost  7c  per  word  for 
each  insertion.  Cash  must  accom- 
pany order. 

Forms  close  28th  and  13th  of 
month  preceding  issue. 


Situations  Wanted 


Construction  engineer  who  has  built 
several  stations  up  to  1  kw.  and  has  acted 
as  chief  engineer  of  several  regional  sta- 
tions with  chain  connections  would  like  to 
connect  with  some  station  contemplating 
increase  in  power.  Have  at  the  present 
time  a  1  kw.  station  complete  with  speech 
.  amplifier.  Would  also  be  interested  in  a 
new  station  proposition  on  partnership 
basis.    Box  83,  Broadcasting.  

Attention  Station  Owners 

We  have  available  Salesmen,  Announcers, 
Engineers,  Studio  Managers,  or  complete- 
personnel  for  the  successful  operation  of 
radio  station,  either  on  lease  or  percentage 
basis.  All  employed  at  present.  Reference 
exchanged.    Box  84,  Broadcasting.  

First  class  operator  and  A-1  technical 
engineer  desires  position  chief  or  assistant 
with  station.  Prefer  remaining  Southwest. 
Salary  open.  Finest  references.  Box  86, 
Broadcasting. 

Available,  a  commercial  manager  with 
eight  years  experience,  at  present  em- 
ployed, best  references.  If  you  want  re- 
sults address  Box  85,  Broadcasting. 


Radio  Features 


STS  QUAKE 

KFOX,im3  Put  News  on  CBS 
While  Stations  Shake   


EYE-WITNESS  accounts  of  the 
California  earthquake  were  car- 
ried to  a  nation-wide  CBS  audience 
March  10-11  from  the  heart  of  the 
stricken  area  by  radio  men  of 
KFOX,  Long  Beach,  and  KHJ,  Los 
Angeles,  even  while  the  repeated 
shocks  were  shaking  the  very 
buildings  in  which  the  stations  are 
located.  The  broadcasts  were  fed 
into  CBS  via  KHJ,  CBS  affiliate 
and  key  of  the  Don  Lee  Pacific 
network. 

Members  of  the  staffs  of  the  two 
stations  kicked  aside  debris  from 
crumbling  walls  and  ceilings, 
patched  wires,  repaired  equipment 
and  held  to  the  air  despite  repeated 
quakes.  At  Long  Beach,  KFOX 
men  worked  inside  wrecked  and 
shaky  walls  to  give  the  stricken 
city  its  only  link  with  the  outside 
world. 

Chief  Engineer  Harold  G.  Peery 
of  KHJ,  at  work  under  six  sway- 
ing floors,  teletyped  first  reports 
•eastward.  Falling  plaster  had  in- 
jured two  persons  in  the  studios 
and  the  shocks  were  continuing. 
Peery  paused  to  explain:  "Excuse 
my  errors.  This  damned  machine 
keeps  moving  away  from  me. 
Guess  I'll  have  to  glue  my  hat  on." 

Assisting  the  radio  staff  men 
was  Doug  Douglas,  Los  Angeles 
Times  reporter,  who  went  on  the 
air  at  6  p.m.  and  remained  until 
3:30  a.m.,  broadcasting  news  of 
the  disaster  and  describing  the 
crumbling  of  brick  walls  and  the 
cries  of  the  injured.  In  New  York, 
Announcer  Louis  Dean  remained 
at  the  mike  to  give  easterners  the 
radio  reports. 

Ted  Bliss,  KFOX  official,  said 
his  station  was  damaged,  but 
through  the  constant  work  of  en- 
gineers it  was  able  all  night  to 
relay  messages  between  persons 
separated  by  the  quake.  Reports 
of  the  effect  of  the  earthquake  on 
other  stations  in  the  stricken  area 
had  not  been  received  up  to  the 
time  of  going  to  press. 


Jewish  Radio  Features — -Unique  radio 
programs  for  advertisers  interested  in 
Jewish  market  covering  3  million  con- 
sumers in  Metropolitan  New  York. 
Sketches,  serials,  dramas,  musical  come- 
dies, highest  standard  musical  programs. 
We  control  greatest  Jewish  talent.  Spe- 
cialized Broadcasting  Service,  1619 
Broadway,   New  York. 

Lynn  Adair,  radio  playwright.  Original 
first  run  dramas  for  sale — stock  dramas 
leased  on  royalty — commercial  and  thumb- 
nail (3  minute)  dramas  written  to  order. 
Romance — Melodrama — Thrillers-  Negro 
Comedy,  Children's  Serials.  222  Kimball 
Hall,  Chicago — 45  West  39th  Street,  New 
York  City.  

,  Microphone  Service  

EXPERT  MICROPHONE  REPAIRS— 
Any  type  or  make.  Charges  very  reason- 
able, depending  on  labor  and  material ; 
e.g.,  two-button  microphones  average 
$7.50 ;  condenser  heads  $15.00.  Largest 
stations  use  this  service.  Write  for  cata- 
log of  new  equipment :  Two-stage  Conden- 
ser Microphone,  bullet  type,  $75.00.  Shure 
Brothers  Company,  337  W.  Madison  St., 
Chicago,  111. 

Sensational  Microphone  Value — Univer- 
sal Model  "Y" — Experimenters  single-but- 
ton, watch  model  type.  200  ohms.  Pure 
Gold  Spot  Center  Diaphragm.  Only  $2.00, 
including  valuable  1933  general  catalog 
with  diagrams.  Universal  Microphone  Co., 
Ltd.,  Inglewood,  California. 


PROFESSIONAL 
DIRECTORY 


JANSKY  and  BAILEY 

Consulting  Radio  Engineers 
Commercial  Coverage  Surveys 
Allocation  Engineering 
Station  and  Studio  Installations 

Engineering  Management 
National  Press  Bldg.  Wash.,  D.  C. 


GLENN  D.  GILLETT 

Qonsulting  Tiadio  Engineer 
Synchronization  Equipment  Design.  Field 

Strenslh  and  Station  Location  Surveys 
Antenna  Design       Wire  Line  Problems 

National  Press  Bldg.    Washington,  D.  C. 
N.  Y.  Office:  Englewood,  N.  J. 


RADIO  RESEARCH  CO.,  Inc. 

Broadcast  Station  Engineering 
Instrument  Design  and 
Manufacture 

9th  and  Kearny  Sts.,  N.  E. 
Washington,  D.  C. 


Pocket  Veto  Kills 
Davis  Radio  Bill 

Hoover  Withholds  Signature 
Following  White  Attack 

WITHOUT  divulging  his  reasons 
officially.  President  Hoover  pocket- 
vetoed  the  Davis  omnibus  bill  (H. 
R.  7716)  to  amend  the  Radio  Act 
of  1927.  The  measure,  v^^hich  had 
passed  both  House  and  Senate, 
consequently  died  along  with  a 
score  of  other  radio  bills  and  reso- 
lutions when  the  72nd  Congress 
adjourned  March  4.  Whether  the 
bill  will  be  reintroduced  during  the 
special  session  of  the  new  Con- 
gress, which  began  March  9,  is  not 
definitely  known. 

It  was  ascertained  at  the  White 
House  that,  following  usual  prac- 
tice, the  retiring  President  inquired 
of  the  Radio  Commission  whether 
there  were  objections  to  the  bill, 
which  had  been  vigorously  at- 
tacked on  the  Senate  floor  by  Sen- 
ator White  (R.)  of  Me.,  prior  to 
its  final  adoption. 

The  Commission,  it  was  learned, 
replied  among  other  things 
that  the  provision  limiting  the 
authority  of  examiners  would  re- 
quire that  the  Commission  or  a 
commissioner  hold  probably  80  per 
cent  of  all  hearings;  that  the  pro- 
vision for  new  100-watt  stations 
was  ambiguous  since  it  was  not 
clear  as  to  whether  the  Davis 
Amendment  applied,  and  that  the 
new  court  provisions  permitting 
appeals  from  Commission  decisions 
to  circuit  courts  throughout  the 
country  would  necessitate  addi- 
tional employees. 

Considerable,  debate  marked  the 
Senate's  final  consideration  of  the 
conference  report  on  the  bill  Feb. 
28.  Senator  White  criticized  vir- 
tually every  Senate  amendment  to 
the  original  House  bill  and  gave 
his  reasons  in  detail.  He  attacked 
the  examiners  provision  as  "un- 
workable" and  declared  he  believed 
he  was  warranted  in  saying  that 
the  changes  are  approved  neither 
by  the  Commission  nor  by  its 
counsel  nor  by  radio  broadcasters 
throughout  the  United  States  nor 
by  practicing  lawyers. 

In  the  course  of  his  attack  on 
the  so-called  Norbeck  amendment, 
to  authorize  additional  100-watt 
stations  without  regard  to  quotas. 
Senator  White  discussed  in  detail 
the  issues  involved  in  the  forth- 
coming North  American  confer- 
ence. He  is  an  American  delegate 
to  the  conference,  likely  to  be  held 
in  April. 

Regarding  the  provision  for  a 
fine  of  not  more  than  $1,000  to  be 
imposed  upon  stations  for  viola- 


If  you  need  laughs 

in  your  RADIO  sketches, 
skits,  dialogues  and  gags 

you*ll  find  *em  in 
STILL  MORE 
TOASTS 

Subjects 

This  new  book  is  a  gold  mine  of  up- 
to-the-second  humor.  505  pages, 
cloth  bound.  Price  Si. 80  from  THE 
H.W.WILSON  CO.,95oUniversity 
Ave.,  New  York 


Household  Feature  Gets 
Most  Mail  on  West  Coast 

COUNT  of  fan  mail  at  the  NBC 
studios  in  San  Francisco  reveals 
the  "Women's  Magazine  of  the 
Air"  receives  more  letters  than  any 
other  network  broadcast,  spon- 
sored or  sustaining.  The  program 
is  sponsored  by  various  grocery 
and  household  equipment  firms, 
some  of  which  offer  giveaways  or 
recipes. 

Second  in  the  count  was  "Dr. 
Dick",  the  serial  sponsored  by  the 
Centaur  Co.,  (Castoria).  MJB, 
sponsoring  the  Demi-Tasse  Revue, 
came  third  by  offering  a  phono- 
graph record  by  John  P.  Medbury. 

Barbara  Dale,  who  conducts  a 
women's  makeup  period,  was  first 
in  sustaining  programs.  Paul 
Carson,  organist,  was  next  with 
John  and  Ned,  harmony  team, 
close  behind.  Transcontinental  com- 
mercials, in  order  of  mail  received, 
are:  Al  Jolson,  Amos  'n'  Andy, 
Eddie  Cantor,  Baron  Munchausen, 
and  Lawrence  Tibbett. 


WHK  Sells  CBS  Revue 
To  Cleveland  Sponsor 

A  UNIQUE  form  of  sponsorship 
for  a  network  sustaining  feature 
has  been  worked  out  by  WHK, 
Cleveland.  "Columbia  Revue", 
broadcast  by  CBS  regularly  as  a 
staff  artist  feature,  has  been  sold 
by  WHK  to  the  Pocahontas  Oil 
Corp.,  dispensers  of  Blue  Flash 
gas  in  Cleveland,  as  a  once  weekly 
feature  at  10  p.m.  Mondays.  The 
station  expects  to  link  in  a  simi- 
lar way  another  outstanding  CBS 
sustaining  feature  with  the  Poca- 
hontas name. 

The  Pocahontas  company  has 
not  been  on  the  air  since  it  discon- 
tinued a  local  feature  some  weeks 
ago.  Searching  for  some  different 
way  of  serving  the  public,  it  struck 
upon  the  idea  of  sponsoring  the 
Revue  and  other  relayed  features. 


Swift  in  Canada 

SPECIAL  programs  designed  for 
broadcasting  over  CFCF,  Mon- 
treal, and  a  network  of  12  Canad- 
ian stations  will  be  started  March 
30  by  the  J.  Walter  Thompson  Co. 
for  Swift  &  Co.,  Chicago  packers. 
Talent  will  include  both  NBC  and 
CBS  artists  and  the  series  of  four 
programs  will  be  built  to  comply 
with  newly  imposed  restrictions  of 
the  Canadian  Radio  Commission. 

tions  of  regulations,  Senator  White 
said: 

"I  instinctively  shrink  from 
granting  to  one  of  these  regula- 
tory bodies  the  power  to  impose 
a  fine.  A  .fine  is  in  the  nature  of 
a  penalty.  A  fine,  in  my  concep- 
tion, ought  to  follow  a  judicial  pro- 
ceeding. Its  imposition  is  the  ex- 
ercise of  a  judicial  power.  I  insist 
that  it  is  unwise  in  the  extreme  to 
extend  to  regulatory  bodies  set  up 
by  Congress  the  power  to  impose 
fines,  which  are  penal  in  their  na- 
ture, upon  citizens  of  the  United 
States." 

In  the  ensuing  debate.  Senator 
Dill,  (D.)  Washington,  challenged 
Mr.  White's  remarks.  He  held  the 
conference  report  was  unanimously 
agreed  to  and  therefore  should  be 
adopted.  It  finally  received  Sen- 
ate approval  without  a  record  vote. 
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FACT: 


& 


WBBM's  ''high-teir^  awdience  is  more 
responsive  tlian  tlie  audience  of  any 
otlier  Cliieago  Station 


FIGURES: 


ONE  WBBM  PROGRAM 
in  six  montlis  ^^PULLS^^ 
302^400  package-wrap- 

P©1*S  [Retail  price  lOc  a  package] 


WBBM — on  the  basis  of  actual  sales  records — has  the  most  responsive 
audience  of  any  Chicago  station. 

Ask  your  Chicago  dealer  which  radio  station  quickens  sales  faster  than  any 
other.  Enough  advertisers  have  asked  enough  dealers  this  question  already 
for  us  to  know  that  the  answer  is  always — WBBM. 

WBBM  has  more  local  commercial  accounts  (including  national  advertisers 
using  WBBM  locally)  than  the  five  other  major  stations  in  Chicago  com- 
bined. And  regularly  receives  renewed  contracts  from  three  out  of  jour 
advertisers. 

For  information  on  rates  and  open  time  over  Chicago's  most  effective 
station,  write  to 


WBBM    410  North  Michigan  Avenue 

Chicago,  Illinois 

RADIO  SALES,  Inc.,  485  Madison  Avenue 
New  York  City 
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TYPE  MA-1 

OSCILLOGRAPHS 

at  a  new 
low  price 


Type  MA-1  Oscillograph  on  control 
racks  at  WEAF 


Type  MA-1  Oscillograph 

Standard  instrument  now 
available  at  one-third 
former  price 

Radio  engineers  agree  that  the  use  of  an  oscillograph 
furnishes  the  only  really  satisfactory  method  of  measur- 
ing percentage  modulation.  Moreover,  such  an  instru- 
ment is  invaluable  in  obtaining  optimum  adjustment 
of  a  broadcast  transmitter.  Larger  stations  have  been 
making  use  of  the  Type  MA-1  Oscillograph  (a 
standard  "OSISO"  adapted  for  broadcast  use)  for 
several  years.  The  new  low  price  of  this  instrument 
makes  it  economically  advisable  now  for  even  the 
smallest  stations.  Write  the  nearest  office  for  Bulletin 
No.  5  and  prices. 

RCA  Victor  Co.,  Inc. 

(A  Radio  Corporation  of  America  Subsidiary) 
TRANSMITTER  SECTION 

CAMDEN,  N.  J. 

"RADIO  HEADQUARTERS" 


153    E.    24th  Street, 
New  York  City 

111  N.  Canal  Street, 
Chicago 


235  Montgomery  Street, 
San  Francisco 

Santa  Fe  Building, 
Dallas,  Texas 


BROADASTING 


combined  with 


Published 
Semi-Monthlv 


•    Vol.  4    No.  7 


Canada  and  Foreign 
$4.00  the  Year 


WASHINGTON,  D.  C. 
APRIL  1,  1933 


$3.00  the  Year 
15c  the  Copy 


HERE  is  a  book  of  facts  on 
the  radio  situation  in  the 
New  York  Metropolitan  Area 
— the  World's  Greatest  Mar- 
ket— which  we  have  prepared 
for  advertisers  who  want  to 
cultivate  a  large  market — at 
a  minimum  cost — with  maxi- 
mum effectiveness. 

The  book  contains  illumi- 
nating facts  about  the  New 
York  Metropolitan  Area. 
Shows  by  graphic  charts  and 
statistics  why  WOR  advertis- 
ers are  finding  this  market  so 
profitable. 

Rates  and  other  details  of 
interest  are  also  included  in 
this  valuable  48  -  page  book 
which  we  have  made  up  in 
handy  file-folder  form  for 
your  convenient  reference. 

A  copy  is  yours  for  the  ask- 
ing. 


WRITE 
FOR 
YOUR, 

copy/ 


WOR 


America's  Xeacfinq  Independent  Stcition  iervinq 
Oreaterllewjerseif  and  newlfork  ftfetivpofffajfJlrea 

BAMBERGER  BROADCASTING  SERVICE,  Inc. 

NEWARK,  NEW  JERSEY 

New  York  Office:  1440  Broadway,  New  York  City 
Chicago  Office :  William  G.  Rambeau,  360  N.  Michigan  Ave.,  Chicago,  III. 


THESE  STATIONS 


In  New  York  City  — 

-  WEAF 

In  New  York  City  — 

-  WJZ 

In  Boston 

-  WBZ 

In  Springfield,  Mass. 

WBZA 

In  Schenectady 

-  WGY 

In  Washington,  D.  C. 

-  WRC 

In  Washington,  D.  C. 

-  WMAL 

In  Pittsburgh 

KOKA 

In  Cleveland 

-  WTAM 

nil 

1 

In  Chicago 

-  WMAQ 

In  Chicago 

-  WENR 

In  Denver 

KOA 

In  San  Francisco 

—  KPO 

In  San  Francisco 

—  KGO 

In  San  Francisco 

—  KYA 

In  Portland,  Ore. 

KEX 

In  Spokane 

K6A 
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HAVE 

DEFINITE  RATES 


Prices,  as  estoblished  by  rote  cords,  ore  the 
only  boses  for  the  occeptonce  of  business 


We  are  convinced  that  the  acceptance  of  broadcast  ad- 
vertising on  a  "per  inquiry"  basis  is  unsound  and  not 
in  the  best  interest  of  the  advertiser  and  the  radio 
industry.  A  station  selling  time  on  this  basis  must  neces- 
sarily "plug"  often  and  insistently  for  inquiries  if  it  is 
to  secure  any  appreciable  revenue.  We  believe  this 
"plugging"  detracts  materially  from  program  interest 
and,  in  the  long  run,  results  in  loss  of  audience. 

The  prestige  these  seventeen  stations  enjoy  and  the 
results  they  have  obtained  for  advertisers  prove  directly 
the  wisdom  of  adhering  to  definite  rates  for  all  classes 
of  business. 

NBC  LOCAL  SERVICE  BUREAU 


N  E  W 

WEAF 


YORK 

&  WJZ 


CHICAGO 

WMAQ  &  WENR 


SAN  FRANCISCO 

KPO,        K60       &  KY& 


BOSTON  •  WBZ  SPRINGFIELD,  MASS.  •  WBZA  SCHENECTADY  •  WGY  WASHINGTON.  D.  C.  *  WRC  i  WMAL 
PITTSBURGH  •  KOKA     CLEVELAND  •  WTAM     DENVER  •  KOA     PORTLAND,  ORE.  •  KEX     SPOKANE  •  KGA 
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Beer  Seen  Stimulant  to  Radio  Advertising 


By  SOL  TAISHOFF 

Spot  Accounts  Expected  to  Garner  Principal  Business; 
Confusion  Over  State  Statutes  Still  Exists 


LEGALIZATION  of  beer,  without 
any  federal  restrictions  on  adver- 
tising, brings  definite  promise  of 
a  substantial  amount  of  new  busi- 
ness for  radio,  although  state  and 
local  restrictions  both  on  the  sell- 
ing and  advertising  of  the  new  3.2 
per  cent  beverage  are  complicat- 
ing the  signing  of  accounts  in 
some  places. 

Radio  will  benefit  not  only  from 
the  influx  of  new  beverage  ac- 
counts but  also  from  the  general 
stimulation  to  local  business  and 
employment  which  was  one  of  the 
big  factors  impelling  the  Roosevelt 
administration  to  permit  a  return 
of  beer.  To  many  depressed  com- 
munities, beer  and  the  innumerable 
other  manufacturing  industries  it 
will  revive  will  undoubtedly  mean 
the  difference  between  depression 
and  prosperity. 

Chiefly  Spot  Accounts 

IT  APPEARS  fairly  certain  from 
a  survey  conducted  by  Broadcast- 
ing that  by  far  the  major  portion 
of  the  brewery  advertising  on  the 
air  will  be  spot  accounts.  The 
number  of  breweries  having  na- 
tional distribution  facilities,  either 
because  of  their  near-beer  distribu- 
tion or  their  new  expansion  plans, 
is  small.  This  would  indicate  that 
only  a  handful  of  the  larger  beer 
establishments  will  use  the  net- 
works in  the  immediate  future. 

Moreover,  the  fact  that  only  some 
half  of  the  states  have  recognized 
legalization  of  beer,  means  that 
those  restricted  areas  provide  no 
market  for  the  network  advertisers 
and  would  have  to  be  eliminated 
from  their  campaigns  by  the  split- 
network  method. 

Reports  from  a  substantial  num- 
ber of  independent  stations  indi- 
cate that  numerous  beer  accounts 
already  have  been  signed  locally. 
Networks  are  negotiating  with 
breweries  of  the  pre-prohibition 
days,  such  as  Anheuser-Busch, 
Schlitz  and  Blatz,  and  several  ac- 
counts on  each  chain  are  foreseen. 

Clarification  Awaited 

DESPITE  uncertainty  about  local 
restrictions,  which  placed  adver- 
tisers, agencies  and  stations  in 
something  of  a  quandary  even  after 
President    Roosevelt    had  signed 


Beer  Lineup  By  States 

Almost  daily  changes  are  occurring  in  the  lineup  of  states 
which  have  legalized  3.2  per  cent  beer,  as  authorized  by  Congress, 
effective  April  7.  Up  to  March  29,  the  situation  in  each  of  the 
several  states  was  as  follows,  according  to  best  information  avail- 
able to  BROADCASTING. 

Beer  sale  allowed — Arizona,  California,  Connecticut,  Delaware 
(in  Wilmington  only),  Illinois,  Indiana,  Kentucky,  Louisiana  (from 
April  13),  Maryland  (in  Baltimore  and  two  counties  only),  Minne- 
sota, Missouri,  Montana,  Nevada,  New  Jersey,  New  York,  North 
Dakota  (from  July  1),  Ohio,  Oregon,  Pennsylvania,  Vermont  (from 
May  1),  Washington,  West  Virginia  (from  June  9),  Wisconsin, 
Wyoming  (from  May  18). 

Beer  sale  prohibited — Alabama,  Arkansas,  Colorado,  Florida, 
Georgia,  Idaho,  Iowa,  Kansas,  Maine,  Massachusetts,  Michigan, 
Mississippi,  Nebraska,  New  Hampshire,  New  Mexico,  North  Caro- 
lina, Oklahoma,  Rhode  Island,  South  Carolina,  South  Dakota 
(subject  to  referendum),  Tennessee  (awaits  test  of  law),  Texas, 
Utah,  Virginia. 

In  most  of  the  states  in  which  beer  sales  appear  at  this  writing 
to  be  prohibited  as  of  April  7,  action  by  the  state  legislatures  is 
pending  on  the  legalization  and  control  of  the  3.2  beverage.  In 
many  of  these  states  favorable  action  is  regarded  certain.  The 
only  states  that  have  definitely  rejected  beer  and  will  continue  dry 
are:     Arkansas,  Idaho,  Kansas,  Mississippi,  Utah  and  Virginia. 


the  bill  to  make  the  3.2  per  cent 
brew  legal  at  midnight  April  6,  it 
was  apparent  that  brewers  intend 
to  advertise  on  a  large  scale,  and 
that  radio  will  be  an  important 
promotional  medium,  once  the  laws 
are  clarified  and  the  industry 
emerges  from  the  effects  of  its 
"honeymoon". 

Most  of  the  programs,  like  pub- 
lished advertising,  will  stress 
health  and  food  values  of  the  bev- 
erage. The  institutional  type  of 
credit  apparently  will  predomi- 
nate, with  appeals  directed  to  the 
entire  family.  The  network  audi- 
tions for  brewers  in  the  national 
field  have  included  outstanding 
talent,  and  brilliant  programs  ap- 
pear in  the  offing.  Anheuser-Busch, 
which  has  been  negotiating  with 
both  networks,  is  understood  to 
plan  a  45-minute  variety  program. 

Already  on  NBC  is  the  Blue  Rib- 
bon Malt  program,  featuring  Ben 
Bernie.  The  Premier-Pabst  Sales 
Co.,  successor  to  the  manufacturer 
of  the  famous  old  Pabst  Blue  Rib- 
bon, since  the  enactment  of  the 
law  has  already  had  Bernie  inject 
into  his  program  a  line  that  "Pabst 


Blue  Ribbon"  soon  will  be  avail- 
able again. 

Every  precaution  is  being  taken 
by  advertisers,  agencies  and  sta- 
tions to  avoid  extravagant  claims 
for  products,  and  thereby  to  ward 
off  in  advance  attacks  against  the 
nature  of  beer  advertising  on  the 
air  expected  from  professional  re- 
formers and  opponents  of  radio. 
Carefully  prepared  copy  will  be 
the  keynote.  Stations  were  ad- 
vised by  the  NAB,  following  pas- 
sage of  the  beer  bill,  to  consult 
their  state  statutes  and  local  ordi- 
nances before  accepting  beer  ad- 
vertising, despite  the  fact  that  the 
federal  law  imposes  no  restriction 
on  such  advertising. 

Commission  is  Silent 

A  RULING  by  Attorney  General 
Cummings  allowing  "innocent  an- 
ticipatory" beer  advertisements  in 
newspapers,  in  advance  of  April  7, 
when  the  3.2  law  becomes  legal, 
also  was  considered  applicable  to 
radio  and  other  media.  While  no 
official  comment  could  be  procured, 
it  was  indicated  in  official  circles 
that   no   action   would   be  taken 


against  radio  advertising  of  a  na- 
ture that  would  not  mislead  in 
connection  with  the  forthcoming 
sale  and  distribution  of  the  bev- 
erage. 

At  the  Radio  Commission  no  of- 
ficial statement  could  be  obtained 
regarding  beer  advertising.  It  was 
pointed  out,  however,  that  the  pro- 
hibition law  is  in  no  wise  involved, 
since  Congress,  in  enacting  the  3.2 
per  cent  bill,  held  such  beverages 
to  be  non-intoxicating.  Lacking 
word  to  the  contrary,  it  is  pre- 
sumed that  the  Commission  will 
continue  to  be  guided  by  the  terms 
of  the  Radio  Law  which  prohibit 
it  from  censoring  radio  programs, 
but  which  allow  it  to  take  cog- 
nizance of  past  programs  of  sta- 
tions in  calling  hearings  on  re- 
newals of  licenses.  Should  it  ulti- 
mately decide  to  question  the  merit 
of  beverage  advertising  of  this 
character — a  course  considered  de- 
cidedly unlikely — it  would  resort 
to  the  license-renewal  hearing 
method. 

The  national  beer  act  permits 
advertising  of  the  beverage  and 
of  wines  in  newspapers,  magazines 
and  on  the  air,  regardless  of  the 
fact  that  numerous  states  have 
not  legalized  beer.  The  question 
has  arisen  as  to  whether  a  news- 
paper or  radio  station  in  a  dry 
state,  but  with  coverage  in  an  ad- 
joining wet  state,  can  carry  brew- 
ers' advertising.  While  there  has 
been  no  official  answer  from  the 
federal  government,  it  is  known 
that  the  legal  head  of  at  least  one 
dry  state  has  held  informally  that 
such  advertising  over  the  air  is 
permissible. 

Trade  Group  Refrains 

IN  RESPONSE  to  an  inquiry  from 
Broadcasting,  C.  D.  Williams, 
president  of  the  United  States 
Brewers  Association,  55  West  42nd 
St.,  New  York  City,  declared  the 
trade  association  is  not  contem- 
plating any  sort  of  advertising  for 
the  industry  as  a  whole  for  the 
present.  If  and  when  it  does  con- 
sider such  a  move,  he  added,  "ra- 
dio will  be  a  very  important 
item."  What  individual  brewers 
may  do  regarding  radio  advertis- 
ing is  no  concern  of  the  associa- 
tion, he  said. 

Premier-Pabst  Sales  Co.,  Chi- 
cago, reported  in  response  to  a 
telegraphic  inquiry  by  Broadcast- 
ing, that  its  plans  to  advertise 
Pabst  Blue  Ribbon  will  depend 
"entirely  upon  state  regulations." 
It  added,  however,  that  it  does  con- 
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template  advertising  nationally  and 
"radio  is  one  of  the  media  we  are 
seriously  considering." 

Atlas  Brewing  Co.,  Chicago, 
which  has  distribution  on  cereal 
beverages  in  a  score  of  states  and 
which  uses  a  program  each  eve- 
ning over  WGN,  reported:  "It  will, 
of  course,  be  necessary  for  us  to 
do  advertising  on  a  national  scale 
where  we  have  distribution,  pend- 
ing restrictions  effective  through 
new  legislation." 

Blatz  Brewing  Company,  Mil- 
waukee, declared  its  advertising 
plans  were  somewhat  indefinite  at 
this  time,  but  that  if  it  used  radio 
it  would  be  through  a  national 
chain. 

N.  Y.  C.  Stations  Busy 

AMONG  stations  in  the  "beer 
cities"  of  pre-prohibition  days, 
such  as  St.  Louis,  Cincinnati,  New 
York,  Milwaukee  and  Chicago, 
there  has  been  feverish  activity  in 
the  alignment  of  beer  accounts. 
New  York,  because  of  its  great 
concentration  of  population,  has 
long  been  preparing  for  the  return 
of  beer,  and  the  independent  sta- 
tions there  have  been  working  on 
and  auditioning  prospective  ac- 
counts for  months.  WOR,  for  ex- 
ample, as  far  back  as  last  sum- 
mer was  developing  that  business, 
and  is  understood  to  have  several 
accounts  lined  up.  WMCA  also 
reports  several  accounts  in  pros- 
pect. 

From  Milwaukee,  Walter  J. 
Damm,  director  of  WTMJ,  reported 
that  he  would  not  be  surprised  to 
see  at  least  four  beer  accounts  on 
that  station  within  the  next  month. 
Beer  brought  lasting  fame  to  Mil- 


waukee in  the  pre-prohibition  days, 
he  telegraphed,  and  the  larger  Mil- 
waukee brewers  already  are  in- 
quiring as  to  available  time  and 
appropriate  talent.  Inquiries  also 
have  been  received  from  large 
breweries  in  other  cities  which 
plan  to  make  a  "strong  play  for 
Milwaukee  patronage,"  Mr.  Damm 
reported. 

St.  Louis  Station  Optimistic 

IN  ST.  LOUIS,  home  of  the  An- 
heuser-Busch and  Falstaff  brew- 
eries, J.  L.  Van  Volkenberg,  director 
of  sales  and  operations  of  KMOX, 
said  that  activity  around  the  brew- 
eries "leads  us  to  believe  that  ra- 
dio will  play  a  very  definite  part  in 
bringing  beer  back  to  its  old  popu- 
larity." The  station  some  time 
ago  carried  locally  a  program  for 
Falstaff  near-beer,  and  later  origi- 
nated a  CBS  network  program  for 
the  producers  of  the  famous  Bud- 
weiser.  "We  have  program  and 
merchandising  plans  in  the  hands 
of  local  brewers  and  are  ready  to 
get  into  action  on  an  hour's  no- 
tice," Mr.  Van  Volkenburg  stated. 

Sidney  Flamm,  commercial  direc- 
tor of  WMCA,  New  York,  advises 
that  elaborate  programs  are  being 
devised  to  meet  the  requirements 
of  sponsors  of  the  beverage  and 
render  a  high  type  of  service  and 
entertainment  for  the  audience. 
He  warned,  however,  that  "infinite 
care  and  tact  must  be  exercised  to 
prevent  exception  being  taken  by 
any  strata  of  the  radio  audience, 
in  the  handling  of  programs." 

E.  H.  Gammons,  vice  president 
and  general  manager  of  WCCO, 
Minneapolis,  stated  that  while  the 
(Continued  on  page  32) 
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Chevrolet  Campaign 

CHEVROLET  Motor  Car  Co., 
which  has  just  extended  its  Friday 
night  NBC-WEAF  series  featuring 
Jack  Benny  to  May  12,  has 
launched  a  radio  contest  in  which 
it  will  give  away  an  automobile  a 
day  for  30  days  for  answers  from 
listeners  to  the  question,  "Why  I 
like  the  Chevrolet  Six."  Plan  is  to 
help  build  up  a  local  dealer  pros- 
pect list.  Judges  will  be  Thomas 
P.  Henry,  American  Automobile 
Association;  James  Hammond,  the 
Detroit  Times,  and  Henry  T. 
Ewald,  Campbell-Ewald  Co. 


Brewers  Ready  for  Three  Point  Two  .  .  . 


WITH  THE  EXCEPTION  of  those 
located  in  dry  states,  practically 
all  of  the  cereal  beverage  plants 
licensed  by  the  Federal  Govern- 
ment to  manufacture  near-beer 
prior  to  the  enactment  of  the  3.2 
per  cent  legalization  legislation, 
already  have  obtained  licenses  from 
the  Government  to  manufacture 
the  alcoholic  product  and  begin 
distribution  as  soon  after  April  7 
as  their  state  laws  permit,  ac- 
cording to  the  Bureau  of  Industrial 
Alcohol,  Treasury  Department. 
The  following  list  shows  173  near- 
beer  plants  licensed  by  the  Bureau 
for  near-beer  manufacture  as  of 
March  27: 

CALIFORNIA:  Cereal  Products  Re- 
fining Corp.,  San  Francisco;  El  Do- 
rado Brewing  Co.,  Stockton;  Fresno 
Beverage  Company,  Fresno;  Golden 
West  Brewing  Co.,  Oakland;  Los  An- 
geles Brewing  Co.,  Los  Angeles;  Mil- 
waukee Brewery  of  San  Francisco, 
San  Francisco;  Rainier  Brewing  Co., 
San  Francisco;  Wielands,  Inc.,  San 
Francisco. 

COLORADO:  Adolph  Coors  Co., 
Golden;  Ph.  Schneider  Brewing  Co., 
Trinidad;  The  Western  Products  Co., 
Denver. 

CONNECTICUT:  Wehle  Brewing 
Co.,  West  Haven. 

FLORIDA:  Jax  Ice  &  Cold  Storage 
Co.,  Jacksonville. 

GEORGIA:  Atlanta  Ice  and  Bottling 
Co.,  Atlanta. 

ILLINOIS:  Atlas  Brewing  Co.,  Chi- 
cago; Bluff  City  Brewery,  Alton;  Bos- 
worth  Products  Co.,  Chicago;  Frank 
McDermott,  Chicago;  Monarch  Bever- 
age Co.,  Chicago;  Prima  Co.,  Chicago; 
Irving  J.  Solomon  &  Robert  M.  Ma- 


gill,  Chicago;  Receivers  for  the 
Schoenhofen  Co.,  Chicago;  United 
States  Brewing  Co.,  Chicago. 

INDIANA:  Berghoff  Products  Co., 
Fort  Wayne;  Kamm  &  Schellinger  Co., 
Mishawaka;  South  Bend  Beverage  & 
Ice  Assn.,  South  Bend. 

KENTUCKY:  Falls  City  Ice  &  Bev- 
erage Co.,  Inc.,  Louisville;  The  Certel 
Co.,  Louisville. 

LOUISIANA:  Jackson  Brewing  Co., 
New  Orleans;  Union  Products  Co., 
Inc.,  New  Orleans;  Merz  Products 
Co.,  Inc.,  New  Orleans. 

DISTRICT  OF  COLUMBIA:  Abner 
Drury  Co.,  Washington. 

MARYLAND:  The  Cumberland 
Brewing  Co.,  Cumberland;  The  Globe 
Brewing  &  Mfg.  Co.,  Baltimore;  Gun- 
ther's  Brews,  Inc.,  Baltimore. 

MASSACHUSETTS:  Commercial 
Co.,  Boston;  New  England  Brewing 
Co.  (HaffenrefFer  &  Co.  Branch), 
Boston;  Royal  and  Ancient  Co.,  Ltd., 
Boston. 

MICHIGAN:  The  Stroh  Products 
Co.,  Detroit;  United  Beverage  Co., 
John  Lewitz,  Trustee,  Menominee. 

MINNESOTA:  Peter  Bub,  Estate, 
Winona;  Cold  Spring  Brewing  Co., 
Cold  Spring;  Engesser  Brewing  Co., 
St.  Peter;  The  Fitger  Co.,  Duluth; 
E.  Fleckenstein  Beverage  Co.,  Fari- 
bault; Gluek  Brewing  Co.,  Minneapo- 
lis; Theo  Hamm  Brewing  Co.,  St. 
Paul;  August  Schell  Brewing  Co.,  New 
Ulm;  Jacob  Schmidt  Brewing  Co.,  St. 
Paul. 

MISSOURI:  Anheuser-Busch,  Inc., 
St.  Louis;  Falstaff  Corp.,  St.  Louis; 
M.  K.  Goetz,  Brewing  Co.,  St.  Louis; 
Schorr-Kolkschneider  Co.,  St.  Louis. 

NEBRASKA:  Storz  Beverage  &  Ice 
Co.,  Omaha. 

NEVADA:  Carson  Brewing  Co., 
Carson  City;  Reno  Brewing  Co.,  Inc., 
Reno. 


NEW  JERSEY:  Burton  Products 
Co.,  Paterson;  Eureka  Cereal  Bever- 
age Co.,  Inc.,  Paterson;  Harrison  Bev- 
erage Co.,  Harrison;  G.  Krueger  Brew- 
ing Co.,  Newark;  Peoples  Brewing- 
Co.,  Trenton;  The  William  Peter 
Brewing  Corp.,  Union  City;  Union 
City  Brewing  Co.,  Union  City;  Cam- 
den County  Beverage  Co.,  Camden; 
Superior  Manufacturing  Co.,  Newark; 
Union  Brewing  Co.,  Newark. 

NEW  YORK;  American  Brewing 
Co.,  Rochester;  John  Eichler  Brewing 
Co.,  New  York;  Christian  Feigenspan, 
(a  corporation  trading  as  Dobler 
Brewing  Co.),  Albany;  Fidelia  Brew- 
ery, New  York;  Haberle  Beverage  & 
Products  Co.,  Syracuse;  Edward  B. 
Hittleman  Brewery,  Brooklyn;  Inter- 
boro  Beverage  Corp.,  Brooklyn;  Iro- 
quois Beverage  Corp.,  Buffalo;  Lieb- 
mann  Breweries,  Inc.,  Brooklyn;  Lion 
Brewery  of  N.  Y.  C,  New  York; 
Loewer's  Gambrinus  Brewery  Co.,  New 
York;  Michel  Brewing  Co.,  Brooklyn; 
North  American  Brewing  Co.,  Brook- 
lyn; Piel  Bros.,  Inc.,  Brooklyn;  Rub- 
sam  &  Horrman  Brewing  Co.,  S'aple- 
ton,  S.  I.;  Jacob  Ruppert,  New  York; 
The  P.  &  M.  Schaefer  Brewing  Co., 
Brooklyn;  John  F.  Trommer,  Inc., 
Brooklyn;  The  West  End  Brewing 
Co.,  Utica. 

OHIO:  Belmont  Products  Co.,  Mar- 
tins Ferry;  Bruckmann  Co.,  Cincin- 
nati; Buckeye  Producing  Co.,  Toledo; 
Cincinnati  Beverage  &  Products  Co., 
Cincinnati;  Cleveland  &  Sandusky 
Brewing  Co.,  Sandusky;  Chris  Diehl 
Brewing  Co.,  Defiance;  Destal  Prod- 
ucts Co.,  Bucyrus;  Eilert  Beverage 
Co.,  Cleveland;  Hollenkamp  Products 
Co.,  Dayton;  Koch  Beverage  &  Ice  Co., 
Wapakoneta;  Miami  Valley  Brewing 
Co.,  Dayton;  Pilsener  Ice,  Fuel  & 
Beverage  Co.,  Cleveland;  Renner  Prod- 
(Continued  on  page  10) 


Hanley  Appointed 
To  Saltzman  Post; 
Pettey  is  Secretary 

Judge  Sykes  New  Chairman; 
Shake-up  Seen  Postponed 

WITH  THE  appointment  of  James 
H.  Hanley,  Omaha  attorney,  as 
fourth  zone  member  of  the  Radio 
Commission,  and  the  designation 
of  Herbert  L.  Pettey,  of  Kansas 
City,  as  secretary,  continuance  of 
that  agency  in  its  present  form 
by  the  Roosevelt  administration  is 
regarded  as  a  virtual  certainty  for 
some  time  at  least.  The  Commis- 
sion also  reorganized  March  21 
with  the  election  of  Judge  Sykes 
as  chairman  by  unanimous  vote. 
The  only  important  post  still  va- 
cant is  that  of  general  counsel. 

Both  of  the  appointees  are  Dem- 
ocrats. Mr.  Hanley's  nomination, 
predicted  exclusively  by  Broad- 
casting in  its  March  15  issue,  was 
sent  to  the  Senate  by  the  Presi- 
dent March  23  and  referred  to  the 
Interstate  Commerce  Committee. 
Chairman  Dill.  (D.)  of  Washing- 
ton, called  a  hearing  on  the  Han- 
ley nomination  March  29,  and  his 
committee  rendered  a  favorable 
report.  Senate  confirmation  is  ex- 
pected shortly,  but  Mr.  Hanley 
probably  will  delay  taking  office 
until  April  15.  Mr.  Hanley  was 
named  to  fill  the  unexpired  term 
of  Maj.  Gen.  Saltzman,  which  ends 
Feb.  24,  1936.  Gen.  Saltzman  re- 
signed last  July. 

No  Shakeup  Forecast 

THE  APPOINTMENT  of  Mr.  Pet- 
tey, who  also  had  been  mentioned 
for  the  fourth  zone  post,  was  made 
by  the  Commission  through  an  ex- 
ecutive order  of  the  President  and 
with  the  confirmation  of  the  Civil 
Service  Commission.  This  proce- 
dure was  necessary  to  waive  civil 
service  requirements,  since  the  new 
secretary  had  no  civil  service  sta- 
tus. Mr.  Pettey  succeeds  James 
W.  Baldwin,  who  resigned  Feb.  15 
to  assume  an  executive  post  with 
the  NAB. 

The  fact  that  the  administration 
has  now  given  the  Commission  its 
full  quota  of  members  is  seen  as 
some  assurance  that  the  Commis- 
sion will  not  immediately  be  abol- 
ished or  made  subservient  to  some 
governmental  department  as  has 
been  rumored.  Legislation  looking 
toward  creation  of  a  Federal  Com- 
mission on  Communications  and 
Power  has  been  reintroduced  in 
the  House,  but  it  is  destined  to 
lay  over  until  the  regular  session 
of  Congress  next  January. 

Appropriations  Cut  Looms 

WHILE  it  is  possible  for  the  Pres- 
ident, under  the  broad  authority 
vested  in  him  by  Congress  to  do 
almost  anything  he  desires  with 
the  Commission  it  is  now  felt  that 
the  most  that  will  happen  will  be 
a  rather  drastic  reduction  in  ap- 
propriations, possibly  of  25  or  30 
per  cent.  Such  a  cut  would  mean 
the  release  of  a  substantial  num- 
ber of  subordinate  employes. 

In  that  regard,  it  is  stated  in 
administration  circles  that  the 
Commission's  field  force,  formerly 
the  Radio  Division  of  the  Com- 
merce Department,  would  be  most 
{Continued  on  page  29) 
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Near-Beer  Proves  Radio  For  3.2  Brew 

Abner  Drury  Co.  Revitalized  by  Broadcast  Campaign; 
Brewer  to  Double  Air  Advertising  After  April  7 

WHEN  the  Abner  Drury  Co.  decided  to  go  on  the 
air  almost  a  year  ago,  its  campaign  was  intended  to 
sell  near-beer  only.  Prospects  for  the  return  of  an 
alcoholic  brew  were  slim  at  that  time.  A  program 
designed  to  attract  young  people  and  thereby  create 
a  beer  taste  among  those  listeners  who  could  not 
remember  the  pre-prohibition  days  increased  sales 
as  much  as  400  per  cent.  So  successful,  in  fact,  was 
this  and  a  subsequent  venture  that  this  Washing- 
ton brewer  now  plans  to  use  two  stations  to  adver- 
tise the  3.2  per  cent  brew. 


By  HENRY  J.  KAUFMAN 
Henry  J.  Kaufman,  Advertising 
Washington,  D.  C. 


"FOR  THR&E 
years  after  pro- 
hibition, we  made 
profits — healthy 
profits,  but  we're 
not  making 
money  today."  I 
get  a  big  laugh 
on  recollection  of 
this  greeting 


from  Abner  Mr.  Kaufman 
Drury,  Washing- 
ton brewer,  almost  a  year  ago, 
when  I  think  of  the  optimistic  ac- 
tivity which  is  making  his  plant 
hum  today.  It  was  his  bulldog  de- 
termination that  kept  the  plant 
alive  through  a  period  which  wit- 
nessed the  passing  of  so  many 
once-powerful  breweries. 

Only  the  foresight  and  courage 
displayed  by  him  and  his  father 
(the  founder)  kept  the  plant  going 
after  the  Congressional  death  sen- 
tence of  1917.  True  they  had  a  good 
product  and  enjoyed  the  highest 
volume  of  sales  for  near-beer  in 
their  territory,  but  that  wasn't 
enough;  they  weren't  coming  out 
on  the  right  side  of  the  ledger. 
And,  to  make  matters  worse,  the 
past  12  years  had  given  bootleg- 
gers and  speakeasies  a  chance  to 
popularize  hard  liquors  and  wines 
and  to  cut  near-beer  sales  to  less 
than  half  the  volume  of  real  beer 
days. 

Rides  on  Reputation 

THERE  must  be  something  to  a 
product  that  could  hold  its  own  for 
the  first  three  years  without  any 
sales  promotion  or  advertising  to 
help  stem  the  outgoing  tide  of 
business.  Evidently,  the  Drurys 
thought  advertising  would  do  no 
good  at  that  time  or  that  the  wave 
of  good  business  which  they  had 
been  riding  would  carry  them 
through  the  coming  years.  The 
results  proved  it  to  be  ill-advised, 
however,  and  The  Abner  Drury 
Company  engaged  us  to  help  stage 
a  comeback.  In  spite  of  the  sorry 
state  most  breweries  seemed  to  be 
in  at  that  time,  we  really  had  good 
tools  to  work  with.  The  Abner 
Drury  name  still  carried  prestige. 
It  had  maintained  quality,  and  its 
famous  old  brewmaster,  on  the  job 
35  years,  was  still  at  it.  Around 
him  we  built  our  story  and  on 
radio  we  pinned  our  hope. 

We  had,  many  successful  cam- 
paigns directed  solely  through  the 
medium  of  newspapers,  but  feeling 
that  we  had  to  create  a  new  mar- 
ket for  near-beer,  and  sensing  the 
fruitful  field  that  lay  in  the  un- 
developed beer-taste  of  the  younger 
generation,  we  agreed  that  this 
element  would  be  more  susceptible 
to  the  sugar-coated  selling  of  a 
good  radio  program,  built  up  with 
the  aid  of  limited  newspaper  and 
outdoor  display. 

It  was  late  in  May  when  my 
agency  was  given  its  assignment — 
really  too  late  to  start  a  near-beer 


campaign.  Our  barrage  couldn't 
get  under  way  before  June,  and 
could  hardly  make  itself  felt  be- 
fore a  waning  summer  would  bring 
it  face  to  face  with  a  waning  mar- 
ket (beer  has  always  been  consid- 
ered a  hot  weather  drink) ;  so  we 
adopted  every  general  medium  that 
would  quickly  reach  the  great  mass 
of  people.  Newspapers  and  care- 
fully selected  billboards  were 
placed  on  schedule,  and  these  two 
media  were  utilized  on  a  basis 
which  gave  each  a  dual  job — that 
of  not  only  selling  the  product  but 
also  the  radio  program  on  which 
we  had  built  so  much  hope. 

On  the  radio  we  planned  to  play 
up  Karl  Egolf,  the  man  who  was 
responsible  for  "Royal  Pilsen",  the 
original  Drury  brewing  formula 
which  was  altered  only  in  alcoholic 
content.  This  inspired  the  slogan 
"The  Brew  With  Everything  BUT!" 
During  the  program  we  gave  due 
emphasis  to  the  reduction  from  15 
to  10  cents  a  bottle.  This  last  fea- 
ture brought  Royal  Pilsen  in  line 
with  competition  but  still  let  it 
suff'er  in  comparison  with  "Abner 
Drury's  Light  and  Abner  Drury's 
Dark  Brew"  which  sold  for  five 
cents  a  bottle  in  chain  stores,  or 
six  bottles  for  a  quarter. 

Appeals  to  Youth 

IT  WAS  this  companion  product 
which  had  made  the  Abner  Drury 
set-up  so  difficult.  Abner  Drury 
himself  agreed  that  failure  to  con- 
trol this  cheaper  brand  through 
advertising — and  dependence  on  the 
stores  to  push  it — ^had  put  him  at 
their  mercy.  The  chain  stores 
were  using  it  as  an  occasional 
"price-leader"  and  the  independents 
were  dropping  it  because  they 
couldn't  compete.  In  his  anxiety 
to  maintain  volume  he  had  com- 
pletely ignored  the  hitherto  profit- 
able "Royal  Pilsen"  brand,  which 
had  consequently  suffered  to  such 
an  extent  that  it  was  almost  out 
of  the  picture.  So  by  first  bring- 
ing the  price  down  within  popular 
reach  we  were  enabled  through 
the  sincere  cooperation  of  the  plant 
to  get  the  sales  force  behind  "Royal 
Pilsen." 

The  radio  program  was  planned 
to  appeal  to  the  younger  genera- 


tion. A  dance  band  from  Wash- 
ington's most  popular  night  club 
was  selected  to  back  up  an  excel- 
lent woman  vocalist.  "The  Brew- 
masters"  and  "Princess  Pilsen",  al- 
though offering  nothing  startlingly 
original,  seemed  to  make  a  hit 
from  the  start.  The  public  didn't 
want  a  heavy  program — summer 
laziness  made  just  such  a  simple 
program  all  the  more  effective. 
That  it  was  effective  is  attested  by 
the  fact  that  in  August  "Royal 
Pilsen"  sales  were  four  times 
greater  than  the  corresponding 
period  of  the  previous  year. 

Billboards  were  eliminated  after 
August,  and  newspaper  copy  car- 
ried on  a  much  smaller  scale.  The 
radio  compaign  on  WRC  was  con- 
tinued through  October,  and  the 
last  four  months  of  1932  tripled 
the  volume  of  the  preceding  year. 

Sales  Force  Cooperation 

OF  COURSE,  this  couldn't  have 
been  accomplished  without  the 
organized  sales  effort  Abner  Drury 
put  behind  the  campaign.  The  ad- 
vertising not  only  created  public 
interest  and  demand  but  was  a 
much  needed  pep  injection  for  the 
sales  organization.  The  retailers 
began  to  sense  activity  that  they 
felt  was  a  forerunner  of  the  very 
events  which  are  transpiring  to- 
day, although  it  must  be  confessed 
that  Abner  Drury  and  we  who 
were  handling  the  advertising 
were  only  trying  to  make  the  best 
of  a  situation  that  appeared  to 
have  little  chance  of  changing  for 
a  long,  long  time. 

Anyway,  all  these  factors  com- 
bined to  create  a  far  more  pleas- 
ing picture  even  though  it  could 
hardly  have  restored  the  brewery 
to  its  pre-prohibition  activity.  The 
best  feature  was  the  greatly  in- 
creased number  of  new  outlets 
which  would  offer  additional  op- 
portunities for  increased  volume 
next  season.  In  December,  the 
Abner  Drury  Company  was  re- 
organized. Its  new  blood  had  a 
flair  for  modern  merchandising 
methods  drawn  from  recent  suc- 
cessful organization  and  operation 
of  one  of  the  nation's  greatest  ice 
cream  chains  and  experience  in  di- 
recting the  destiny  of  a  big  inter- 


national fruit  beverage  company. 
This  combined  with  the  solid  ex- 
perience of  the  old  Abner  Drury 
executives  to  put  new  force  and 
greater  finances  into  the  brewery. 

Elephant  Charm  Premium 

HAPPILY,  the  new  officers  also 
were  open-minded  and  worked  in 
perfect  accord  with  the  agency. 
They  proceeded  far  in  advance  of 
the  natural  beer  season  to  put  into 
action  the  same  type  of  sales  pro- 
motion that  had  proved  successful 
at  the  end  of  the  previous  season 
— a  radio  program,  with  a  youth- 
ful appeal — only  this  time  it  was 
the  mystery  thriller  "Rajput". 
The  "hook"  in  this  campaign  was 
a  lucky  elephant  charm  which 
helped  merchandise  the  product 
in  larger  units  because  we  gave 
the  elephants  away  with  every 
written  request  accompanied  by 
six  Royal  Pilsen  bottle  caps. 

We  felt  that  most  people  were 
superstitious  to  a  certain  degree, 
and  that  in  these  depressed  times 
particularly  such  a  good  luck 
charm  would  have  an  unusual  ap- 
peal. To  make  six  bottle  units 
easier  to  sell,  a  "six  bottle  party 
package"  was  introduced — some- 
thing new  for  near-beer. 

We're  still  selling  Karl  Egolf 
and  his  brewing  formula  which  has 
remained  unchanged  for  35  years. 
That  lucky  elephant,  which  is 
tempting  the  public  three  nights 
weekly  on  WJSV,  seems  to  be  a 
real  sales  help.  It  has  given 
grocers  something  to  suggest  as 
a  sales  incentive  in  addition  to  the 
product.  It  has  created  comment 
and  sly  kidding  among  friends  who 
have  displayed  their  so-called  silly 
superstition  by  flashing  the  ele- 
phant. It  has  created  interest  in 
a  product  that  has  always  been  a 
dead  issue  during  winter  months, 
and  it  has  proved,  too,  that  ad- 
vertising knows  no  season. 

Strange  to  say,  all  the  publicity 
that  has  attended  recent  Congres- 
sional beer  legislative  activity  has 
hurt  rather  than  helped  the  sale 
of  near  beer.  People  do  not  care 
for  the  "nearest  thing"  when  the 
"real  thing"  seems  so  close  at 
hand.  Grocers  do  not  want  to 
stock  up  with  a  product  that  may 
soon  become  obsolete,  and  brewers 
do  not  want  to  shove  out  the  de- 
alcoholized  product  when  leaving  it 
in  its  original  state  for  a  few 
weeks  will  make  it  all  the  more 
valuable.  Yet  the  radio  advertis- 
ing carried  through  this  February 
and  March  has  set  new  "highs" 
for  "Royal  Pilsen"  in  spite  of  sea- 
sonal and  psychological  disadvan- 
tages. So  when  real  beer  arrives, 
we  are  going  to  launch  a  dual  ra- 
dio campaign  utilizing  two  sta- 
tions, the  one  which  created  pre- 
season activity  as  well  as  the  one 
which  helped  build  up  sales  dur- 
ing the  normal  seasonal  decline. 


Studying  Radio 

WHETHER  radio  advertising  of- 
fers any  advantages  to  department 
and  specialty  stores  is  being  made 
the  subject  of  a  study  undertaken 
by  a  special  committee  of  the  Na- 
tional Retail  Dry  Goods  Associa- 
tion, 225  West  34th  St.,  New  York. 
Secretary  of  the  association  is 
Channing  E.  Sweitzer. 
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Postal  Rules  Modified  For  Fan  Mail 

Stations  May  Forward  Letters  to  Advertisers  in  Bulk 
Without  Payment  of  Additional  First  Class  Fees 


Mr.  Donnelly 


MAKING  pos- 
sible a  savings  of 
thousands  of  dol- 
lars annually  to 
the  broadcasting- 
industry,  the  Post 
Office  Depart- 
ment has  ren- 
dered a  new  in- 
terpretation of 
the  postal  regu- 
lations governing 
the  handling  of  radio  fan  mail, 
under  which  such  mail  may  be 
forwarded  from  station  to  pro- 
gram sponsor  via  essential  inter- 
mediaries without  payment  of  ad- 
ditional first  class  postage. 

The  practical  effect  of  the  rul- 
ing, handed  down  March  16  in  an- 
swer to  a  series  of  questions  pro- 
pounded in  behalf  of  WGN,  Chi- 
cago, by  its  Washington  attorneys, 
Louis  G.  Caldwell  and  Arthur  W. 
Scharfeld,  is  to  eliminate  all  im- 
portant restrictions  heretofore  in- 
voked on  the  movement  of  such 
mails.  Up  to  this  time  the  depart- 
ment has  required  that  all  audience 
mail  forwarded  from  station  or 
network  to  program  sponsor  or 
agency  should  carry  additional 
first  class  postage  at  the  regular 
rate. 

Has  Cost  Thousands 

SINCE  the  ad- 
vent of  broad- 
casting as  a  com- 
mercial enter- 
prise hundreds  of 
thousands  of  dol- 
lars have  been 
spent  by  stations, 
agencies  and  ad- 
vertisers in  for- 
warding fan  mail 
because  of  the  Post  Office's  inter- 
pretation of  the  law  giving  it  a 
monopoly  of  carrying  the  mails  to 
prohibit  the  forwarding  of  radio 
mail  without  the  payment  of  three 
cents  per  fan  letter  (under  the 
current  scale),  regardless  whether 
the  letters  were  shipped  in  bulk  by 
express  or  some  similar  method. 

The  new  ruling 
follows  a  revision 
of  the  regulat- 
tions  Feb.  15  in 
which  the  depart- 
ment held  that 
network  -  affiliated 
stations  may  for- 
ward such  mail, 
unopened,  in  bulk, 
via  fourth  class 
parcel  post,  with- 
out payment  of 
class  postage.  In  that  same  ruling, 
however,  the  department  held  that 
in  forwarding  the  identical  mail 
from  network  headquarters  to 
sponsors,  advertisers  or  agencies, 
additional  postage  at  the  first  class 
rate  was  necessary.  (See  March  1 
issue  of  Broadcasting.) 

Previous  Modifications 

LAST  DECEMBER  the  depart- 
ment, on  inquiry  of  CBS,  ruled 
that  fan  mail  might  be  forwarded 
from  affiliated-station  to  network 
headquarters  by  express  or  similar 


Mr.  Caldwell 


Mr.  Scharfeld 

additional  first 


ALL  MEMBERS  of  the  broadcasting  industry  will 
rejoice  over  the  Post  Office  Department's  new  ruling 
on  the  forwarding  of  fan  mail  from  stations  to  pro- 
gram sponsors.  Thanks  to  counsel  for  WGN,  Soli- 
citor Donnelly  has  decided  that  fan  letters  may  be 
forwarded  in  bulk  from  stations  to  advertisers  with- 
out payment  of  additional  first  class  postage.  This 
new  interpretation,  which  will  save  the  industry 
thousands  of  dollars  each  week,  is  particularly  wel- 
come at  this  time  when  expenses  are  being  trimmed 
to  meet  lowered  budgets. 


method,  without  payment  of  addi- 
tional first  class  postage,  but  not 
by  parcel  post.  The  Feb.  15  ruling 
broadened  the  scope  of  the  Decem- 
ber decision  to  cover  parcel  post, 
but  did  not  touch  upon  the  most 
important  issue — namely  the  move- 
ment of  mail  from  station  to  spon- 
sor without  payment  of  additional 
first  class  charges. 

It  was  after  the  issuance  of  the 
Feb.  15  order  that  Messrs.  Cald- 
well and  Scharfeld,  in  the  interest 
of  WGN,  decided  to  request  a  rul- 
ing on  this  broad  question,  the 
benefits  of  which  naturally  would 
be  and  are  made  available  to  the 
entire  industry — advertisers,  agen- 
cies, networks  and  stations  alike. 
Both  of  the  previous  rulings,  Mr. 
Scharfeld  pointed  out  in  his  letter 
to  the  department,  were  made  with 
particular  reference  to  chain  sta- 
tions. He  explained  that  the  pur- 
pose of  his  inquiries  was  to  deter- 
mine how  far  these  regulations 
would  apply  to  independent  or  non- 
chain  stations. 

No  Class  Distinctions 

MR.  SCHARFELD'S  inquiry  was 
submitted  by  the  department  to 
Horace  J.  Donnelly,  its  solicitor, 
who  held,  first,  that  the  fan  mail 
rulings  apply  with  equal  force  to 
network  and  non-chain  stations 
and  that  no  distinction  is  made  by 
the  department  between  classes  of 
stations.  Throughout  his  ruling, 
Mr.  Donnelly  emphasized  that  fan 
mail  must  be  forwarded  unopened 
to  the  sponsor,  to  be  eligible  for 
handling  without  additional  first 
class  postage. 

"If  the  fan  mail  is  to  be  opened 
by  some  person  before  it  reaches 
the  advertiser,  it  may  not  be  sent 
outside  the  mails  to  such  person 
without  payment  of  postage".  So- 
licitor Donnelly  held.  "If,  on  the 
other  hand,  it  is  handled  one  time 
or  several  times  before  it  reaches 
its  ultimate  destination,  viz.,  the 
office  of  the  sponsor  of  the  pro- 
gram, but  is  not  opened  by  anyone 
before  it  reaches  such  sponsor,  it 
may  be  sent  otherwise  than  by 
'letter'  without  violation  of  the 
private  express  statutes." 

With  millions  of  fan  letters 
received  annually  by  stations  to  be 
forwarded  to  sponsors,  the  postal 


regulations  heretofore  have  made 
this  a  major  problem,  particularly 
for  the  networks.  The  ruling  of  last 
December,  relaxing  the  require- 
ments as  to  the  movement  of  fan 
mail  from  affiliated  stations  to  net- 
work headquarters,  is  understood 
to  have  resulted  in  a  savings  of 
about  $3,000  a  month  to  NBC 
alone. 

In  the  case  of  WGN,  Mr.  Schar- 
feld informed  the  department  that 
if  audience  mail  sent  directly  to 
the  station  had  to  be  forwarded  to 
the  out-of-town  sponsor  at  first 
class  rates,  the  postage  required 
in  many  instances  would  exceed 
the  revenue  derived  by  the  station 
from  the  broadcast.  A  10,000-let- 
ter  return  on  a  particular  program 
for  an  out-of-town  sponsor,  for 
example,  would  mean  payment  of 
$300  in  additional  postage  should 
the  first  class  rate  apply. 

Text  of  WGN  Letter 

THE  LETTER  which  elicited  the 
ruling,  dispatched  on  March  8  by 
Mr.  Scharfeld,  follows  in  full  text: 
This  letter  is  written  for  the  pur- 
pose of  obtaining  a  ruling  of  the  Post 
Office  Department  with  respect  to  the 
handling  of  "audience"  or  "fan"  mail 
received  by  radio  broadcasting  sta- 
tions. 

It  is  my  understanding-  that  two 
rulings  relative  to  the  handling  of 
such  mail  have  already  been  made  bj' 
the  department.  The  first,  which  was 
embodied  in  a  communication  to  the 
Columbia  Broadcasting  System,  Inc., 
dated  Dec.  2,  1932,  declared  that  let- 
ters received  by  a  broadcasting  sta- 
tion for  program  sponsors  which  are 
not  opened  by  the  station  but  are 
merely  assembled  and  counted  for  no- 
tation on  the  stations  records,  may  be 
forwarded,  by  express  or  other  simi- 
lar method  outside  of  the  mails  with- 
out the  payment  of  postage,  from 
the  broadcasting  station  to  the  head- 
quarters of  the  network,  provided 
they  are  not  opened  upon  receipt  at 
the  headquarters.  The  second  ruling 
in  a  letter  to  postmasters,  dated  Feb. 
15,  1933,  provides  that  the  class  of 
mail  hereinabove  referred  to  may  be 
mailed  in  bulk  by  the  receiving  sta- 
tion to  the  headquarters  of  the  broad- 
casting network  with  postage  prepaid 
at  the  fourth  class  or  parcel  post 
rates  computed  on  the  bulk  weight  of 
the  parcels.  Apparently  both  of  the 
foregoing  rulings  were  made  with  par- 
ticular reference  to  chain  stations 
and  I  am,  therefore,  anxious  to  deter- 
{Continued  on  page  3i) 


Wynn  Net  Opening 
Off  Till  April  10 

Studios  Leased  in  New  York  ; 
WPEN  Head  Withdraws 

AGAIN  deferring  plans  for  the 
opening  of  his  new  network,  previ- 
ously scheduled  to  start  in  March, 
Ed  Wynn,  radio  and  stage  come- 
dian, has  leased  studios  and  head- 
quarters for  The  Amalgamated 
Broadcasting  System,  Inc.,  and 
The  Amalgamated  Artists  Bureau, 
Inc.,  promising  to  occupy  the  prem- 
ises by  April  1  and  to  begin  net- 
work operations  "about  10  days 
later." 

Mr.  Wynn  has  leased  two  floors 
at  501  Madison  Ave.,  a  30-story 
building  at  the  northeast  corner 
of  52nd  Street  in  New  York  City, 
which  he  announces  will  be  called 
The  Amalgamated  Broadcasting 
Building.  The  gross  area  approxi- 
mates 10,000  square  feet  and  an 
option  of  an  additional  27,000 
sqAiare  feet  was  taken.  Seven  stu- 
dios are  contemplated. 

At  a  dinner  to  the  radio  press 
in  New  York  March  10,  Mr.  Wynn 
announced  that  the  first  segment' 
of  the  new  network  would  begin  by 
March  24.  He  told  of  plans  to 
link  six  stations  along  the  Eastern 
Seaboard  as  a  start,  and  to  intro- 
duce an  entirely  new  type  of  com- 
mercial program  wherein  the  ad- 
vertising would  be  limited  to  30 
words  at  the  beginning  and  end 
of  each  program.  (See  March  15 
issue  of  Broadcasting.) 

Stations  aligned  for  the  opening 
of  the  network  were  announced  as 
WCDA,  New  York;  WOAX,  Tren- 
ton, WDEL,  Wilmington,  WPEN, 
Philadelphia,  WCBM,  Baltimore, 
and  WOL,  Washington.  Eventu- 
ally, it  was  stated,  100  stations 
will  be  hooked  up.  Since  then  it 
is  understood  that  the  Trenton  out- 
let possibly  would  not  participate, 
and  that  Paul  F.  Harron  of  Phila- 
delphia, principal  owner  of  WPEN 
and  closely  associated  with  Mr. 
Wynn  on  the  project,  has  decided 
to  withdraw. 


Lucky  Strike  Move 

PENDING  the  suspension  of  its 
remaining  network  broadcasts, 
American  Tobacco  Co.,  New  York, 
announces  that  its  Lucky  Strike 
"magic  carpet"  one-hour  programs 
on  the  NBC-WEAF  network  will 
carry  commercial  announcements 
not  to  exceed  one  minute  and  one- 
half  for  the  whole  hour.  Having 
recently  dropped  its  Saturday  night 
period.  Lucky  Strike  is  scheduled 
to  suspend  its  Tuesday  night  broad- 
casts April  4  and  its  Thursday 
night  hour  June  29.  Jack  Pearl, 
featured  on  Thursday  nights,  is 
going  to  Hollywood  to  make  a 
movie,  but  is  expected  back  on  the 
air,  possibly  for  Lucky  Strike,  on 
Oct.  5. 


Radio  Jig-Saws 

JIG-SAW  puzzles  made  from  pho- 
tographs of  staff  artists  of  WLS, 
Chicago,  have  proved  highly  popu- 
lar with  the  audience,  and  are  re- 
ported to  be  a  lucrative  sideline. 
They  are  sold  to  fans  for  25  cents 
each. 
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Radio  Sells  Even  When  Banks  are  Closed 


By  LEWIS  ALLEN  WEISS 

Assistant  General  Manager,  WJR,  Detroit 

Department  Store  Sets  Six-Year  Mark  in  Luxury  Sales 
Through  Persuasive  Shopping  News  Broadcasts 


DID  THE  MICHIGAN  banking  holiday  put  a  damp- 
er on  merchandise  business  in  Detroit  ?  Certainly 
not  for  one  leading  department  store  that  resorted 
to  radio  to  express  its  confidence  in  the  community 
and  to  advertise  special  sales  in  non-essential 
articles.  Intrigued  by  the  enthusiastic  accounts 
of  bargains  given  nightly  by  Billy  Repaid,  crowds 
flocked  to  the  store  and  fairly  swamped  sales  folk 
with  demands  for  rowing  machines,  silverware  and 
silks.  And  92  per  cent  of  the  sales  were  for  cash  ! 
If  a  department  store  can  set  records  by  using 
radio  during  a  banking  holiday,  what  may  other 
department  stores  do  during  normal  periods  ? 


no  dancing  in  th^ 
Mr.  Weiss  streets  nor  pelt- 
ing with  flowers,  exactly.  But 
people  were  spending  money  in  in- 
creasingly gratifying  amounts,  for 
commodities  advertised  over  WJR, 
with  a  timely,  interesting  appeal. 

"I'll  find  the  item;  you  drama- 
tize it;"  this  was  the  rule  laid 
down  by  Miss  Mary  Murphy,  ad- 
vertising manager  of  Kern's  De- 
partment Store  in  Detroit,  which 
sold  an  amazing  quantity  of  goods 
for  cash  during  the  few  weeks 
when  the  common  assumption  was 
that  there  was  no  money  in  circu- 
lation. These  outstanding  sales 
were  made  on  luxury  items — a  car- 
load and  a  half  of  rowing  ma- 
chines, a  tremendous  quantity  of 
Rogers  Silverware,  thousands  of 
yards  of  silk  and  similar  non- 
necessities. 

Sales  for  Cash 

AND  92  per  cent  of  the  sales  were 
for  cash!  This  was  not  a  sacrifice 
sale;  it  was  all  new  merchandise, 
advantageously  purchased  and  sold 
at  a  profit.  The  facts  behind  this 
story  represent  one  of  the  best 
briefs  that  radio  has  yet  presented. 

On  the  day  the  banking  holiday 
was  declared,  Kern's,  one  of  the 
largest  department  stores  in  the 
state,  led  off  with  this  message  of 
assurance  to  WJR  listeners:  "The 
Ernst  Kern  Company  regards  this 
a  fitting  time  at  which  to  express 
its  abiding  confidence  in  the  com- 
munity that  it  serves,  and  in  the 
financial  institutions  that  serve  it. 
Present  conditions  warrant  that  we 
all  maintain  a  steady  hand  at  the 
helm,  and  Kern's  proposes  to  re- 
main at  the  post,  as  it  has  for 
fifty  years,  serving  the  merchan- 
dising needs  of  Detroit.  Kern's 
invites  you  to  buy  as  you  had  in- 
tended to  in  the  next  10  days; 
your  integrity  was  respected  at 
Kern's  yesterday,  and  so  it  will 
be  in  all  the  tomorrows  that  are 
to  follow". 

Right  on  the  heels  of  this  an- 
nouncement, while  timid  merchants 
talked  of  closing  their  doors,  came 
the  series  of  radio  dramatized  sell- 
ing events  that  proved  Detroit's 
willingness  and  ability  to  buy. 

Unusual  Appeal  Sought 

"WE'LL  FIND  the  items",  Kern's 
promised.  "We  can't  afford  to  ad- 
vertise anything  that  isn't  vital  in 
its  quality,  in  its  public  appeal,  in 


its  acceptance;  we're  doing  nothing 
for  the  sake  of  presentation  alone; 
we've  got  to  have  at  least  one 
punchy  dramatized  event  for  the 
day,  that  will  really  sell — that  will 
carry  the  store;  and  that,  if  any- 
thing, will  save  the  day." 

Here,  if  ever,  manner  of  presen- 
tation was  all-important;  ears  were 
strained  to  the  radio  for  news.  To 
match  the  tempo  of  the  day,  to 
plant  an  idea  in  minds  crowded 
and  puzzled  with  the  fast-moving 
events  of  banking  holiday  and  in- 
auguration, the  appeal  must  have 
a  personality  behind  it — be  dy- 
namic, spontaneous;  optimistic,  yet 
not  fiowery.  No  ordinary  device 
under  the  guise  of  fashion  or  good 
will  could  hope  to  do  the  job. 

Announcer's  Personality 

WJR'S  News  Reporter,  Billy  Re- 
paid, was  selected  to  present 
Kern's  "Shopping  News  of  the 
Air".  His  is  no  rambling  account 
of  bargains  noted  here  and  there, 
in  the  hope  that  one  of  them  might 
strike  your  fancy.  In  his  own 
characteristic  style  he  describes 
the  two  or  three  carefully  selected 
items,  with  a  vitality  and  enthu- 
siasm that  cannot  be  simulated — a 
reflection  of  his  own  intense  inter- 
est and  appreciation  that  trans- 
mits itself  to  a  listener,  and  causes 
him  to  decide,  "That's  something 
I've  always  wanted;  if  I  never  do 
anything  else  in  my  life,  I've  got 
to  get  downtown  and  buy  it". 

This  five-minute  shopping  fea- 
ture is  broadcast  nightly,  except 
Saturday.  Because  the  spending 
of  money  is  now  a  matter  that 
requires  family  discussion  and  an 
OK  from  the  head  of  the  house, 
it  occurs  around  8  o'clock.  Dinner 
over,  the  paper  read,  it  is  the  most 
favorable  time  for  selling  ap- 
proach.   Men,  accustomed  to  hear- 


ing Billy  Repaid's  crisp  concise 
comments  on  the  day's  news,  like 
to  listen.  He  uses  no  oratory,  no 
soft  voiced  poetic  style  in  announc- 
ing. In  his  straightforward,  hu- 
morous manner  he  can  make  Kern's 
special  bargains  in  lingerie,  thumb- 
tacks or  washing  machines  become 
an  imperative  reason  for  a  trip 
downtovra. 

But  let  Billy  Repaid  tell  you; 
here  he  is,  in  Kern's  "Shopping 
News  of  the  Air"! 

Rapid-Fire  Chatter 

"GOOD  EVENING,  Ladies  and 
Gentlemen.  Say,  I've  been  having 
the  greatest  time  this  afternoon, 
and  you  can't  guess  what  I've  been 
doing.  What  ? — no,  you're  all 
wrong — I've  been  rowing,  yes 
really  rowing.  You  don't  believe 
me? — Well,  here's  the  way  it  was 
— You  see  I  went  down  to  Kern's 
this  afternoon  to  take  advantage 
of  some  of  those  great  bargains 
at  Kern's  Golden  Jubilee  Sale,  and 
while  I  was  there  I  went  up  on 
the  ninth  floor,  and  there,  lo  and 
behold,  rowing  machines — not  one 
or  two  or  three  but  hundreds  and 
hundreds  of  them — yes  sir,  believe 
it  or  not  Mr.  Ripley,  a  whole  car- 
load of  them.  Fine  strong  rowing 
machines  that  are  just  what  every- 
body needs  to  keep  in  shape  and 
get  the  exercise  that  is  so  neces- 
sary to  every  one  of  us. 

"Now,  when  I  say  'rowing  ma- 
chines' you  probably  think  of  a 
great  big  bulky  outfit  weighing 
about  two  hundred  pounds  that 
you  need  a  whole  gymnasium  to 
set  '■  up  in — ^well,  that's  what  I 
thought  too,  but  you  ought  to  see 
these  machines.  Light — why  you 
can  pick  one  up  in  one  hand  with- 
out any  trouble  and  can  stow  them 
away  anywhere,  in  the  closet,  be- 
hind the  door  or  under  the  bed. 


and  then,  when  you  want  to  use  it 
pull  it  out  and  it  won't  take  up 
over  three  or  four  feet  of  floor 
space.  And  are  they  strong  and 
substantial  ?  Believe  you  me,  they 
sure  are. 

"You  know,  I  tried  one  of  them 
down  there  at  Kern's,  this  after- 
noon and  decided  that  I'd  give  it 
a  real  work-out  and  see  if  it  really 
was  as  substantial  as  it  looked. 
Well,  I  went  to  work  on  that  row- 
ing machine  and  it  didn't  take  me 
long  to  find  that  here  was  a  piece 
of  equipment  that  really  could 
'take  it'.  They  call  this  device  the 
'Row-Fit'  and  you  known  that  ex- 
perts all  agree  that  there  really  Is 
nothing  like  rowing  to  give  one 
just  the  exercise  needed,  either  for 
reducing  or  building  up  the  phy- 
sique. And  rowing  isn't  all  that 
this  'Row-Fit'  is  good  for,  not  by 
a  long  shot. 

Stresses  Low  Price 

"IT'S  SO  constructed  that  it  can 
be  used  in  any  number  of  different 
ways  to  give  every  muscle  in  the 
body  the  proper  work-out,  and 
every  member  of  the  family  can 
use  it  too — the  variable  tension 
makes  it  suitable  for  men,  women 
and  children.  But  say,  here  was 
the  biggest  surprise.  I  asked  the 
buyer  at  Kern's  what  these  rowing 
machines  were  to  be  sold  for,  and 
what  do  you  suppose  he  told  me? 
No,  not  ten  dollars,  no,  not  even 
five,  but  just  one  single  solitary 
dollar — yes  sir — for  only  one  dol- 
lar, one  buck  (eight  bits  to  you) 
you  can  take  one  of  these  'Row- 
Fit'  machines  home  and  the  whole 
darn  family  can  get  more  exercise 
than  they  formerly  could  with  a 
whole  gymnasium  full  of  chest- 
pulls,  bars,  dumbbells  and  medicine 
balls,  and  all  for  only  one  dollar 
up  on  the  ninth  floor  of  Kern's,  at 
Woodward  and  Gratiot. 

"And  by  the  way,  while  I'm  still 
on  the  subject,  there's  going  to  be 
a  lot  of  very  lovely  young  ladies 
demonstrating  these  rowing  ma- 
chines on  the  fourth  and  sixth 
floors  tomorrow  so  you'd  better  go 
down  and  see  just  what  great  buys 
these  are.  And  now  I'll  let  you  in 
on  a  little  secret,  among  all  these 
beautiful  girls  will  be  Miss  Michi- 
gan, the  state's  prize  winner — in 
the  beauty  contest— so  I'll  be  see- 
ing you  at  Kern's  tomorrow." 

Sells  Silverware 

ON  THE  DAY  after  this  broad- 
cast. Kern's  sold  410  rowing  ma- 
chines, at  $1  each.  The  second 
night,  Billy  Repaid  suggested  that 
listeners  telephone  orders  in,  and 
that  10  cents  extra  would  be 
charged  for  delivery.  Telephone 
orders  were  received  for  300  more 
machines. 

Three  Detroit  stores  offered  1847 
Rogers  Brothers  Silverware  at 
half  price.    Kern's,  advertising  by 
radio,  sold  over  $1,000  worth  the 
(Continued  on  page  26) 
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A.&P.  Proves  Value  of  Price  Quoting 

Close  Check  on  Increased  Sales  of  Featured  Products 
Leads  Grocery  Chain  to  Add  Three  Programs 


DETERMINED  to  find  out  in  ac- 
tual figures  the  effect  of  its  na- 
tional radio  advertising  program 
at  the  point  of  sale,  i.  e.,  its  14,000 
retail  stores,  The  Great  Atlantic 
&  Pacific  Tea  Company  a  year 
ago  began  an  exhaustive  survey. 
The  results  just  revealed  by  the 
grocery  chain's  statistical  depart- 
ment are  amazing. 

Not  only  did  the  inquiry  (just 
made  the  subject  of  a  comprehen- 
sive report  by  the  A.  &  P.  sta- 
tistical department)  prove  unques- 
tionably the  selling  power  of  ra- 
dio, but  it  likewise  proved  just  as 
conclusively  the  value  of  price 
quotations  over  the  air.  A.  &  P. 
found  that  the  average  weekly 
sales  of  commodities  on  which 
prices  were  quoted  over  the  NBC- 
WEAF  network  increased  173  per 
cent,  whereas  those  mentioned  by 
name  without  price  gained  but  29 
per  cent. 

Basis  of  Comparison 

THE  TESTS  were  conducted  from 
May  to  November,  1932,  under  two 
headings:  first,  to  determine  what 
sales  increases  could  be  obtained 
from  mentioning  the  names  of 
commodities  only,  and  second,  to 
ascertain  the  increases  from  men- 
tioning both  the  name  and  the 
price  of  an  item  of  merchandise. 
Each  product  was  featured  in  turn. 

All  increases  were  based  on  sales 
during  the  week  in  which  each 
product  was  featured  on  the  air  as 
compared  with  the  average  sale 
of  that  commodity  for  the  previous 
six  weeks.  This  base,  as  an  addi- 
tional check  for  accuracy,  was  com- 
pared with  sales  during  the  cor- 
responding period  in  1931. 

No  supplementary  advertising  or 
promotion  was  used  during  this 
experiment.  In  fact,  dealers  were 
warned  against  unusual  displays 
or  advertising  tie-ins,  though,  of 
course,  no  restrictions  were  placed 
on  the  driving  power  of  sales  force. 

Data  on  11  Products 

SEEKING  an  answer  to  the  ques- 
tion of  whether  price  quoting  pays, 
the  A.  &  P.  statistical  department 
got  emphatic  affirmative  answers 
for  11  different  grocery  commodi- 
ties. The  following  tabulation 
shows  the  public  response  to  price 
quotations  over  NBC: 


Products 


Per  Cent 
Increase 


Q.M.  Beans 

Coffees 

Grape  Juice 

Q.  M.  Ketchup 

Encore  Macaroni 

Ann  Page  preserves 

Rice 

Salmon 

Blue  Peter  Sardines 
Shrimp  &  Crabmeat 
Sparkle  Gelatine 


83 
14 
89 
166 
1.51 
200 
186 
54 
221 
122 
222 


Stores 
Reporting 
14,666 
10,266 
14,806 
14,448 
14,800 
15,393 
14,562 
15,108 
12,968 
14,828 
14,549 


Although  the  item  of  coffee 
brought  the  smallest  increase,  it 
was  one  of  the  most  impressive  fig- 
ures from  the  point  of  view  of 
A.  &  P.  executives.  Each  year  the 
grocery  chain  spends  approximate- 


ly $1,000,000  to  advertise  its  spe- 
cial brand  of  coffee  in  the  newspa- 
pers. Yet  a  week's  featuring  of  it 
on  the  NBC  program  brought  an 
additional  14  per  cent  gain. 

Sales  in  Millions 

INCREASES  in  the  sale  of  price- 
tagged  products  in  the  several 
geographical  areas  reached  by  NBC 
are  classified  as  follows:  New 
England,  145  per  cent;  eastern  di- 
vision, 136  per  cent;  southern  di- 
vision, 136;  central  division,  156; 
middle  western  division,  244;  cen- 
tral western  division,  219. 

These  increased  percentages  ran 
into  millions  of  units,  moreover, 
and  are  not  based  on  small  index 
figures  as  are  many  statistical 
studies.  For  instance,  price  quota- 
tions on  Encore  macaroni  resulted 
in  an  increase  of  1,292,082  sales 
one  week,  while  Sparkle  gelatine 
sales  gained  1,283,237  when  its  turn 


came. 

Another  significant  fact  brought 
out  by  the  A.  &  P.  statistical  de- 
partment was  that  each  week  of 
the  radio  test  showed  an  average 
of  251,816  additional  customer- 
sales.  A  customer-sale  represents 
one  complete  purchase  by  one  cus- 
tomer (for  instance,  if  a  customer 
buys  four  cans  of  sardines,  that  is 
recorded  as  one  purchase  and  not 
as  four  purchases). 

Thus,  after  eight  consecutive 
years  on  the  air,  A.  &  P.  is  firmly 
convinced  that  radio-  advertising 
pays  and  that  price  quoting  on  the 
air  pays.  So  pleased  are  its  ex- 
ecutives with  results  from  "The 
A.  &  P.  Gypsies"  on  NBC-WEAF 
that  three  additional  programs 
were  recently  inaugurated  on  NBC- 
WJZ.  These  are  "Maud  and  Cousin 
Bill",  sketches  by  Booth  Tarking- 
t  o  n  ;  "George  Rector's  Cooking 
School  for  Children";  and  "Our 
Daily  Food"  with  Judge  Gordon 
and  George  Rector. 


Dr.  Jolliffe 


Dr.  Jolliffe  Maps 
U.  S.  Service  Area 

A  ROUGH  esti- 
mate of  radio  sta- 
tion coverage  in 
the  United  States 
discloses  that  ap- 
proximately 90 
per  cent  of  the 
population  and  50 
per  cent  of  the 
territory  "are  in 
the  good  service 
area  of  at  least 
one  broadcast  station",  according 
to  Dr.  C.  B.  Jolliffe,  chief  engineer 
of  the  Radio  Commission. 

In  an  address  in  New  York 
March  14  before  the  communica- 
tions group  of  the  American  Insti- 
tute of  Electrical  Engineers,  Dr. 
Jolliffe  discussed  little  -  known  as- 
pects of  the  Commission's  techni- 
cal tasks.  He  titled  his  address 
"Dividing  Up  and  Monitoring  the 
Ether". 

Small  But  Powerful 

REGARDING  broadcasting.  Dr. 
Jolliffe  declared  that  the  broadcast 
spectrum,  550  to  1500  kc,  occupies 
only  5  per  cent  of  the  frequency 
spectrum  now  used  and  the  600 
broadcast  stations  represent  less 
than  1  per  cent  of  the  total  num- 
ber of  radio  stations  in  the  United 
States.  "However,  broadcasting  oc- 
cupies more  than  50  per  cent  of 
the  time  and  personnel  of  the  Com- 
mission, and  when  the  newspapers 
report  our  work  it  is  almost  100 
per  cent  about  broadcasting",  he 
added. 

Discussing  radio  coverage.  Dr. 
Jolliffe  said  that  on  an  average 
the  business  section  of  a  city  re- 
quires a  higher  signal  strength 
than  residential  or  rural  sections. 
Adequate  service  for  the  business 
section  of  a  city  from  even  a  50 
kw.  station  is  obtained  only  for  32 
miles  and  for  lower  power  stations 
it  is  much  less,  he  pointed  out. 


Mr.  Evans 


Walter  C.  Evans  Radio 
Head  of  Westinghouse 

APPOINTMENT 
of  Walter  C. 
Evans  as  man- 
ager of  the  ra- 
dio department 
of  Westinghouse 
Electric  &  Man- 
ufacturing Co. 
was  announced 
April  1.  He  will 
retain  his  former 
duties  as  man- 
ager of  radio  broadcasting,  with 
full  supervision  over  KDKA,  KYW, 
WBZ  and  WBZA,  and  in  addition 
will  have  entire  charge  of  the  sale, 
engineering  and  manufacture  of 
Westinghouse  radio  apparatus. 

Still  in  his  early  thirties,  Mr. 
Evans  began  his  career  with  West- 
inghouse in  1921  as  operator  at 
KYW,  but  he  won  rapid  promo- 
tion to  his  present  executive  ca- 
pacity. He  will  make  his  new 
headquarters  at  the  Chicopee  Falls, 
Mass.  plant  of  Westinghouse  and 
will  report  directly  to  the  vice 
president  and  manager. 


Licensed  Brewers 

(Continued  from  page  6) 
ucts  Co.,  Akron;  Star  Beverage  Co., 
Minster;  August  Wagner  &  Sons 
Products  Co.,  Columbus;  Cleveland 
Home  Brewing  Co.,  Inc.,  Cleveland; 
Cleveland  and  Sandusky  Brev^fing  Co., 
Cleveland;  Renner  Co.,  Inc.,  Youngs- 
town;  Standard  Food  Products  Co., 
Inc.,  Cleveland. 

OREGON:  Blitz  Weinhard  Co., 
Portland;  Wm.  Roesch,  Pendleton. 

PENNSYLVANIA:  John  F.  Betz  & 
Son,  Ltd.,  Philadelphia;  Brownsville 
Brewing  Co.,  S.  Brownsville;  Allan 
V.  Buffington,  Allentown;  Bushkill 
Products  Co.,  Easton;  Du  Bois  Brew- 
ing Co.,  Du  Bois;  The  Erie  Brewing 
Co.,  Erie;  Geo.  Esslinger  &  Son  Brew- 
ing Co.,  Philadelphia;  Fort  Pitt  Brew- 
ing Co.,  Sharpburg;  Goenner  &  Co., 
Johnstown;  Mary  L.  Groupner  Est. 
t/a  Robt.  H.,  Groupner  Mfg.  C.  B., 
Harrisburg;     Health     Beverage  Co., 


Mr.  McClelland 


NBC  Names  McCleUand 
Sales  Head,  Cuts  All  Pay 

A  NEW  SHIFT 
in  the  executive 
s  t  a  ff  of  NBC 
makes  George  F. 
McClelland  vice 
president  in 
charge  of  sales 
and  Roy  Witmer 
vice  president  and 
eastern  sales 
manager.  At  the 
same  time  per- 
sistent rumors  that  M.  H.  Ayles- 
worth,  president  of  NBC  and  RKO, 
will  resign  from  NBC  to  devote  all 
his  attention  to  RKO  are  flatly  de- 
nied in  official  sources. 

Mr.  McClelland  since  last  fall 
has  been  assistant  to  Mr.  Ayles- 
worth  in  both  his  NBC  and  RKO 
activities.  His  new  post  brings 
him  back  to  NBC  exclusively. 

Effective  April  1,  a  new  10  per 
cent  salary  cut  for  all  employes 
earning  over  $1,000  a  year  has 
been  ordered  by  Richard  C.  Pat- 
terson, vice  president  and  general 
manager.  It  was  explained  this 
was  due  to  business  conditions,  and 
a  restoration  of  former  salaries 
was  promised  when  conditions  im- 
prove. The  first  NBC  salary  cut 
was  ordered  Sept.  1,  last. 


Reading;  Horlocher  Brewing  Co.,  Al- 
lentown; Jacob  Hornung  Brewing  Co., 
Philadelphia;  Independent  Brewing 
Co.  of  Pittsburgh  (Duquesne  Brewery) 
Pittsburgh;  Mattthew  Kelley,  Potts- 
ville;  Louis  F.  Neuweiler's  Sons,  Al- 
lentown; Henry  F.  Ortlieb,  Philadel- 
phia; Harry  J.  Osters'ock,  Easton; 
Pennsylvania  Central  Brewing  Co., 
(E.  Robinson's  Sons  Dept.)  Scranton; 
Philadelphia  Beverage  Co.,  Inc.,  Phila- 
delphia; Pittsburgh  Brewing  Co.,  (Iron 
City  Brewery),  Pittsburgh;  Adam 
Scheidt  Brewing  Co.,  Norristown;  C. 
Schmidt  &  Sons,  Inc.,  Philadelphia; 
Stegmaier  Brewing  Co.,  Hanover  Town- 
ship; Stegmaier  Brewng  Co.,  Wilkes- 
Barre;  Trainer  Brewing  Co.,  Philadel- 
phia; John  Jacob  Wolf,  Inc.,  Philadel- 
phia; D.  G.  Yuengling  &  Son,  Inc., 
Pottsville;  Eagle  Brewing  Co.,  Cata- 
sauqua;  Chas.  D.  Kaier  Co.,  Inc.,  Ma- 
honoy  City;  Pilsener  Brewing  Co., 
Hazelton;  St.  Mary's  Beverage  Co.,  St. 
Mary's,  and  Victor  Brewing  Co.,  Jean- 
nette. 

SOUTH  DAKOTA:  Huron  Beverage 
Co.,  Huron. 

TENNESSEE:  William  Gerst  Brew- 
ing Co.,  Nashville. 

TEXAS:  Alamo  Foods  Co.,  San  An- 
tonio. 

UTAH:  Becker  Products  Co.,  Ogden. 

WASHINGTON:  Columbia  Brewing 
Co.,  Takoma;  Hemrich's,  Inc.,  Seattle; 
Inland  Products  Co.,  Spokane;  Spo- 
kane Brewing  &  Malting  Co.,  Spokane. 

WISCONSIN:  A.  B.  Bechaud,  Fond 
du  Lac;  Berlin  Products  Co.;  Berlin; 
Val  Blatz  Brewing  Co.,  Milwaukee; 
Blumer  Products  Co.,  Monroe;  Cream 
City  Products  Co.,  Milwaukee;  Fauer- 
bach  Brewing  Co.,  Madison;  Foxhead 
Waukesha  Brewing  Co.,  Waukesha; 
A.  Gettelman  Brewing  Co.,  Milwau- 
kee; Gutsch  Products  Co.,  Sheybogan; 
G.  Heileman  Brewing  Co.,  La  Crosse; 
Independent  Milwaukee  Brewery,  Mil- 
waukee; J.  Leinenkugel,  Chippewa 
Falls;  Manitowoc  Products  Co.,  Mani- 
towoc; Miller  High  Life  Co.,  Milwau- 
kee; 'The  Oshkosh  Brewing  Co.,  Osh- 
kosh;  Pabst  Corporation,  Milwaukee; 
The  Peoples  Brewing  Co.,  Oshkosh; 
Potosi  Brewing  Co.,  Potosi;  Rahr 
Brewing  Co.,  Oshkosh;  Jos.  Schlitz 
Beverage  Co.,  Milwaukee;  Jos. 
Schwartz  Brewing  Co.,  Hartford;  She- 
boygan Brewing  Co.,  Sheboygan ;  Star 
Brewing  Co.,  Lomira;  Stevens  Point 
Beverage  Co.,  Stevens  Point;  West 
Bend  Lithia  Co.,  West  Bend;  Two 
Rivers  Beverage  Co.,  Two  Rivers. 
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Sales  Clinching  Power  of  Spoken  Word 

By  W.   H.  COULSON* 

Commercial  Manager,  WHAS,  Louisville  Courier- Journal 


Radio  Called  Nearest  Approach  to  Direct  Merchandising; 
Program  Appeal  Determines  Size  of  Audience 

THIS  ENTHUSIASTIC  indorsement  of  radio  might 
appear  to  have  been  deUvered  at  a  broadcasters 
"pep"  meeting;  as  a  matter  of  fact,  it  was  directed 
chiefly  to  a  gathering  of  newspaper  editors.  The 
speaker-author  is  an  executive  of  one  of  the  lead- 
ing newspaper-owned  stations  and  consequently  is 
hardly  prejudiced  against  the  press.  He  points  out 
that  the  radio  has  enhanced  the  value  of  the  printed 
word  by  the  emphasis  it  places  on  words  and 
phrases.  The  receptivity  of  the  advertising  is  shown 
by  the  numbers  who  wait  up  for  late  commercial 
programs. 


LET  US  TUNE 


Mr.  Coulson  spoken  word.  We 
are  all  conscious  of  the  power  of 
speech.  In  the  main,  it  is  the 
spoken  word  that  lawyers  depend 
upon  to  influence  juries;  that  poli- 
ticians resort  to  to  gain  elections; 
that  preachers  depend  upon  to  win 
souls;  and  even  the  love  sick  swain 
uses  his  homely  eloquence  to  make 
the  light  of  his  love  say,  "Yes." 

While  all  other  mediums  assist 
in  familiarizing  the  prospect  with 
the  product  and  lower  sales  resist-' 
ance,  in  the  ultimate  it  is  the  direct 
sales  contact  which  closes  the  deal. 
Radio  is  the  nearest  approach  to 
direct  sales  contact  of  any  form  of 
advertising.  Through  radio,  the 
advertiser  enters  the  family  circle 
as  an  invited  guest.  He  puts  the 
family  in  a  most  receptive  frame 
of  mind  through  his  clever  enter- 
tainment and  then  at  the  proper 
moment,  from  a  prepared  script, 
each  word  of  which  has  been  care- 
fully weighed,  and  with  dramatic 
enthusiasm  and  emphasis,  he  tells 
his  story  to  millions  at  one  time. 

Taught  to  Emphasize 

IN  THIS  PHASE  of  radio  adver- 
tising we  can  cooperate  beautifully 
with  the  other  mediums.  Permit 
me  to  illustrate  with  the  Lucky 
Strike  account.  I  shall  refer  to  this 
account  several  times,  not  that  I 
own  any  American  Tobacco  Com- 
pany stock,  nor  do  I  smoke  Luck- 
ies.  I  can't  even  say  that  I  ap- 
prove of  their  style  of  advertising, 
but  they  are  big  advertisers,  they 
have  been  highly  successful  and 
they  have  used  virtually  every 
medium.  About  the  time  of  their, 
"Consider  Your  Adam's  Apple" 
campaign,  I  used  to  keep  a  copy  of 
the  Saturday  Evening  Post  on  my 
desk. 

In  discussing  radio  with  a  client, 
I  would  hand  him  the  copy  of  their 
ad  and  ask  him  to  read  it  aloud. 
He  would  read,  "Lucky  Strike,  the 
finest  cigarette  you  ever  smoked, 
made  of  the  finest  tobaccos,  the 
cream  of  the  crop."  I  would  then 
stop  him  and  ask  him  if  that  was 
the  way  he  normally  read  an  ad. 
No — Edward  Thorgerson  had 
taught   him  to   read   it   as  they 

♦Excerpts  from  a  recent  address  be- 
fore' the  joint  meeting  of  the  Indiana 
Democratic  Editorial  Association,  In- 
diana Weekly  Press  Association,  In- 
dianapolis Advertising  Club  and  Indi- 
ana University  Course  in  Journalism. 


wanted  it  read.  Thus  radio  en- 
hances the  value  of  the  printed 
word. 

Now,  to  further  illustrate  the 
value  of  the  spoken  word,  permit 
me  to  call  your  attention  to  a  tre- 
mendous market  that  can  be 
reached  by  radio  alone.  Of  the 
120,000,000  people  in  our  country 
approximately  28,000,000  are  be- 
tween five  and  sixteen  years  of  age. 
During  this  age  they  are  not  in- 
fluenced to  any  degree  by  visual 
advertising.  You  say,  "What  is  the 
difference?  They  haven't  any 
money  to  spend."  But  don't  for- 
get, these  youngsters  exercise  great 
influence  over  those  who  have  the 
power  to  spend.  And  these  young- 
sters of  today  represent  the  buying 
potential  of  tomorrow.  We  are  edu- 
cating them  ten  years  sooner  than 
we  normally  would. 

Wins  Over  Children 

GENE  AND  GLENN  induced  my 
babies  to  eat  Quaker  Oats  when 
we  failed  utterly  to  get  them  to  eat 
any  cereals.  For  this  we  were  duly 
thankful.  Observe  the  number  of 
children  programs  on  the  air.  At 
present  our  station  has  20  fifteen- 
minute  and  half -hour  children  pro- 
grams on  the  air  and  six  more 
periods  to  start  shortly. 

Let's  turn  the  dial  again.  This 
time  to  any  place  where  two  or 
more  congregate.  We  overhear  one 
say  to  the  other,  "Did  you  hear 
Amos  'n'  Andy  last  night?"  or, 
"What  did  you  think  of  the  March 
of  Time?"  Radio  is  a  topic  of  con- 
versation, and  when  they  talk  about 
it  they  are  talking  about  some- 
body's advertising.  An  official  of 
N.  W.  Ayer  &  Son  recently  told  me 
that  not  advertising  itself  but  the 
comment  it  created  was  what 
counted.  I  can  understand  the  sat- 
isfaction George  Washington  Hill, 
president  of  the  American  Tobacco 
Co.,  must  have  today  when  he 
knows  that  thousands  upon  thous- 
ands  of   people   in   America  are 


awaiting  for  him  to  come  on  the 
air  with  Baron  Munchausen. 

Obligation  to  Buy 

AGAIN  there  is  an  opportunity 
for  other  mediums  to  cooperate, 
but  this  time  it  has  a  reverse  Eng- 
lish. We  recommend  to  our  clients 
that  they  run  newspaper  advertise- 
ments calling  attention  to  their 
program.  We  use  the  mail  to  notify 
distributors,  jobbers  and  dealers  of 
a  new  program  and  tell  them  to 
stock  and  display  accordingly.  It 
goes  without  saying  that  window 
and  counter  displays  are  essential 
to  complete  the  merchandising 
scheme. 

Let's  dial  again.  This  time  we'll 
tune  in  on  the  lobby  of  the  Sher- 
man Hotel  in  Chicago.  My  com- 
panion introduces  me  to  his  friend. 
When  this  friend  learns  I  am  in 
radio  he  says,  "I  want  to  tell  you 
what  I  did  the  other  day.  I  went 
into  a  drug  store  and  bought  an 
item  I  had  heard  advertised  on  the 
air.  Cost  me  75  cents.  I  really 
didn't  need  the  article,  but  I  felt 
as  though  I  ought  to  contribute 
something  to  the  program  because  I 
liked  it."  Friends,  the  man  who 
made  this  statement  to  me  was  ex- 
Congressman  McDermott  of  Chi- 
cago. And  this  is  the  secret — radio 
creates  an  obligation  to  buy.  Time 
and  again  people  have  told  me  that 
they  bought  certain  articles,  not 
because  they  thought  they  were 
any  better  than  a  competitive  brand, 
but  because  it  was  a  small  way  to 
show  their  appreciation  for  the  en- 
tertainment afforded  them. 

Let's  dial  again.  This  time  I 
have  before  me  a  client  who  has 
spent  huge  sums  of  money  in  ad- 
vertising and  now  wants  to  in- 
clude radio.  This  is  one  of  the  first 
questions  he  asks,  "How  many  peo- 
ple listen  to  you  between  seven  and 
seven-thirty  on  Wednesday  night?" 
He  might  just  as  well  ask  me, 
"How  many  holes  in  a  Swiss 
cheese?"  I  understand  his  predica- 


ment. All  space  buyers  in  the  past 
have  bought  on  the  strength  of 
circulation  figures.  A  newspaper 
or  periodical  has  so  many  thousand 
circulation.  But  this  merely  repre- 
sents a  potential  and  there  is  no 
guarantee  that  every  subscriber 
reads  this  client's  ad. 

Program  Governs  Audience 

IN  RADIO  we  do  know  what  terri- 
tory is  included  in  our  primary 
area,  we  know  the  population  of 
this  area  and  the  number  of  radio 
sets.  This  constitutes  a  potential 
audience,  but  how  many  of  this  po- 
tential audience  are  listening,  I  can- 
not say.  But  this  works  out  much  to 
our  advantage.  The  audience  is  in 
direct  proportion  to  the  program  it- 
self; so  it  behooves  the  client  to 
procure  the  best  possible  pro- 
gram he  can.  Then  his  audience 
virtually  knows  no  limitations  be- 
cause radio  governs  its  own  circu- 
lation. The  news  of  a  good  pro- 
gram spreads  by  word  of  mouth; 
you  tell  your  friends,  they  in  turn 
tell  theirs,  and  so  it  goes  gather- 
ing momentum  by  leaps  and 
bounds.  Viewed  from  this  angle  a 
fairly  powerful  radio  station  en- 
joys a  greater  potential  than  any 
national  publication  regardless  of 
circulation  figures. 

Now,  as  we  turn  the  dial  again, 
we  run  into  a  little  interference  in 
the  way  of  family  opposition,  and 
this  is  the  only  occasion  upon  which 
I  rise  up  in  righteous  indignation. 
Some  of  our  brothers  and  sisters 
accuse  us  of  being  expensive, 
even  to  the  extent  of  being  prohibi- 
tive. This  assertion  is  incorrect. 
Radio  is  not  prohibitive  and  again 
I  will  illustrate  with  the  Lucky 
Strike  account. 

To  be  absolutely  fair  I  will  go 
back  two  years  when  people  had 
more  money  to  spend,  when  printed 
advertising  was  at  its  peak,  and 
when  radio  was  just  coming  on.  I 
shall  compare  the  advertising  ac- 
tivities of  this  account  in  two  great 
mediums,  namely,  the  Saturday 
Evening  Post  and  the  National 
Broadcasting  Company.  A  full 
page  with  art  work  and  color  cost 
approximately  $15,000  in  the  POST. 
It  had  a  circulation  of  2,500,000 
and  it  claimed  four  readers  to  each 
copy.  This  gave  a  potential  of 
10,000,000. 

Five  Times  the  Audience 

SIMULTANEOUSLY  Lucky 
Strike  came  on  the  chain  with  R. 
A.  Rolfe  on  a  42  station  hookup. 
The  network  cost  $10,000  and  B.  A. 
Rolfe  $2,000,  making  a  total  of 
$12,000,  but  with  42  stations  the 
potential  audience  was  50,000,000. 
Lucky  Strike  did  not  share  this 
position  with  any  other  advertisers 
since  you  cannot  put  two  advertis- 
ers on  one  station  at  the  same  time. 
It  occupied  the  spotlight  for  one 
solid  hour,  and  during  this  time  it 
got  in  four  forceful  sales  talks. 

All  of  our  discussions  thus  far 
have  had  to  do  with  commercial 
program   only.    Periodicals  carry 
{Continued  on  page  26) 
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Public  Utility  Uses 
Radio  to  Maintain 
Buyers'  Good  Will 

No  Fan  Letters  Requested 
But  Response  is  Large 

By  PAUL  D.  WARREN 

Ass't.  to  Vice  President 
Peoples  Gas  Light  &  Coke  Co., 
Chicago 

OUR  PROGRAM  is  in  its  eleventh 
year  on  the  air  and  the  sponsors 
have  never  asked  for  a  box  top 
nor  a  show  of  letters,  and  yet  we 
renewed  for  another  year.  Our 
Home  Service  program,  conducted 
by  Mrs.  Anna  J.  Peterson,  over 
WENR  each  Tuesday,  Wednesday, 
Thursday  and  Friday  morning,  is 
accomplishing  the  results  expected 
of  it  without  an  additional  show 
of  audience. 

In  Chicago  the  Peoples  Gas 
Light  and  Coke  Company  has 
720,000  domestic  customers.  This 
represents  a  large  percentage  of 
the  total  business  of  the  company. 
We  want  their  good  will,  want 
them  to  be  satisfied  with  our  ser- 
vice and  our  rates,  and  we  believe 
there  is  no  better  medium  for 
reaching  houswives  than  a  morn- 
ing broadcast. 

Advice  on  Foods 

THERE  IS  no  better  way  to  make 
these  customers  satisfied  users  of 
gas  than  to  tell  them  how  to  use 
our  product  to  the  best  advantage 
and  most  economically.  We  want 
them  to  get  full  value  for  the 
money  they  pay  us. 

The  welfare  of  the  home  de- 
pends greatly  upon  what  foods  are 
purchased  and  how  they  are  pre- 
pared. Our  service  to  Chicago 
women  is  one  of  expert  advice  on 
these  matters,  given  in  a  friendly 
and  understandable  manner. 

We  do  not  solicit  fan  mail.  Any 
woman  that  writes  our  home  ser- 
vice department  is  seriously  inter- 
ested in  improving  her  cooking 
technique,  or  wants  to  give  her 
family  more  diversified  and  more 
healthful  meals.  And  our  broad- 
casts produce  large  numbers  of 
such  inquiries. 

Swamped  by  Inquiries 

IN  FEBRUARY,  we  received  6,373 
letters,  90  per  cent  from  radio 
listeners,  or  an  average  of  238 
each  working  day,  and  every  letter 
was  a  request  for  a  recipe  or  a 
solution  to  some  household  prob- 
lem. 

In  the  same  month  we  received 
11,591  telephone  calls  in  the  home 
service  department,  an  average  of 
480  per  working  day,  95  per  cent 
of  which  resulted  from  our  broad- 
casts, despite  the  fact  that  tele- 
phone calls  are  not  solicited.  In 
fact  our  talks  are  carefully  ar- 
ranged to  prevent  too  many  calls. 
If,  in  a  broadcast,  we  happen  to 
give  our  listeners  a  recipe  or  an 
idea  for  some  food  that  has  popu- 
lar appeal,  our  large  telephone 
switchboard  is  swamped  with  calls 
almost  before  the  broadcast  is 
over. 

We  have  another  method  of 
checking  our  listening  audience. 
If  we  announce  a  radio  tea,  a  spe- 
cial cake  decorating  demonstration 


Lower  Rental  Available 
To  W.E. Turntable  Users 
On  Contract  Renewals 

READJUSTMENTS  of  contracts 
for  the  rental  of  Western  Electric 
turntables,  under  which  stations 
which  have  fulfilled  3-year  con- 
tracts for  the  apparatus  are  being 
accorded  reductions  in  monthly 
payments  approximating  50  per 
cent,  have  been  worked  out,  it  was 
learned  at  Electrical  Research 
Products,  Inc.,  New  York. 

It  was  explained  that  stations 
which  have  completed  3-year  con- 
tracts become  eligible  for  the  re- 
duction upon  signing  new  con- 
tracts. The  reduction,  it  was 
pointed  out,  is  not  a  flat  50  per 
cent  cut,  but  amounts  to  slightly 
more  than  that  percentage  in  some 
cases  and  less  in  others. 

There  has  been  no  general 
change  in  the  rentals  of  appara- 
tus to  stations  which  have  not  yet 
completed  their  contracts,  accord- 
ing to  ERPI.  It  was  explained 
that  ERPI  some  time  ago  adopted 
the  policy  of  cooperating  with  sta- 
tions in  making  temporary  read- 
justments where  stations  have  been 
unable  to  get  adequate  business, 
until  such  time  as  their  incomes 
reach  normal  level. 

According  to  ERPI  records,  be- 
tween 160  and  170  stations  are 
equipped  with  Western  Electric 
turntables.  Rentals  range  from  $35 
to  $125  a  month,  depending  upon 
the  type  of  equipment  installed. 


Further  Income  Drops 
Reported  by  Networks 

ANOTHER  big  drop  in  network 
revenues  from  the  sale  of  time  was 
recorded  for  last  February,  when 
NBC  and  CBS  together  grossed 
$2,599,620.  This  compares  with 
$2,794,602  in  January.  In  Febru- 
ary, 1932,  the  two  major  networks 
grossed  $3,891,023,  or  o  v  e  r 
$1,250,000  more  than  in  February 
of  this  year.  March  figures,  not 
yet  out,  are  expected  to  show  a 
continued  diminution  in  revenues. 

NBC  during  February  grossed 
$1,706,602,  which  compares  with 
$2,751,609  in  February,  1932.  CBS 
in  February  grossed  $893,018, 
which  compares  with  $1,319,414 
in  February,  1932. 

Drops  were  shown  in  practically 
all  classes  of  sponsors,  with  slight 
gains  shown  in  the  clothing  and 
dry  goods,  garden,  house  furnish- 
ings, jewelry,  paints  and  hardware, 
stationery  and  publishers  and  ho- 
tels classifications. 


or  any  other  unusual  affair,  and 
no  other  publicity  than  radio  is 
used,  we  get  capacity  audiences. 

More  than  11,000  customers 
attended  lecture-demonstrations  in 
our  main  and  branch  home  service 
auditoriums  in  February,  and  we 
attribute  this  large  attendance  to 
the  fact  that  interest  in  these  lec- 
tures is  kept  alive  by  means  of 
broadcasting. 

The  first  Home  Service  program 
was  broadcast  on  Dec.  7,  1922,  over 
KYW,  Chicago,  and  continued  each 
weekday  until  1928.  In  that  year 
the  program  was  shifted  to  WENR. 
Mrs.  Peterson  is  now  aided  in  her 
broadcasting  duties  by  several  as- 
sistants. 


The  Radio  Roosevelts 


WHILE  her  brother,  James,  eldest 
son  of  President  Roosevelt,  is  fea- 
tured in  a  series  of  broadcasts  over 
the  Yankee  Network  from  Boston, 
Mrs.  Anna  Roosevelt  Dall  is  ap- 
pearing for  Best  &  Co.,  New  York 
department  store,  over  WEAF, 
New  York,  Tuesdays  and  Fridays, 
9:45-10  a.m.  Mrs.  Dall  began  her 
series  March  17,  to  continue  to 
April  28,  after  which  she  may  pos- 
sibly go  on  a  network.  W.  H.  H. 
Hull  &  Co.,  New  York,  is  handling 
the  account. 

"Jimmy"  Roosevelt's  series 
started  March  23,  and  he  will  con- 
tinue to  talk  over  the  Yankee  sys- 
tem every  Thursday  evening  on  na- 
tional aft'airs.  The  series  is  sustain- 
ing, arranged  by  John  Shepard, 
III,  head  of  the  network,  who  per- 
sonally introduced  the  President's 
son  before  his  initial  broadcast. 
Young  Roosevelt  is  in  the  insur- 
ance business  in  Boston,  but  spends 
several  days  each  week  in  Wash- 
ington. In  the  photo  here  he  is 
shown  with  Mr.  Shepard. 


Round  Robin  Series 

A  ROUND-ROBIN  series  of  week- 
ly afternoon  programs  originating 
in  studios  of  its  southeastern  sta- 
tions, under  the  title  "Southeast- 
ern Revue,"  was  initiated  March 
30  by  NBC  "to  present  a  radio  pic- 
ture of  the  whole  lower  right-hand 
section  of  the  country."  The  origi- 
nating station  on  March  30  was 
WIOD,  Miami.  The  rest  of  the 
schedule,  to  be  continued  in  the 
same  order  after  the  first  round, 
follows:  April  6,  WFLA-WSUN, 
Clearwater,  Fla.;  April  13,  WJAX, 
Jacksonville;  April  20,  WIS,  Co- 
lumbia, S.  C;  April  27,  WWNC, 
Asheville,  N.  C;  May  4,  WPTF, 
Raleigh;  May  11,WRVA, Richmond. 


NBC-KPO  Network 
Dissolves  April  1 

Cost  of  Long  Wire  Hauls  Held 
Partially  Responsible 

GENERAL  business  conditions, 
and  more  particularly  the  high 
cost  of  the  long  wire  hauls,  are 
believed  to  have  prompted  the  de- 
cision of  NBC  to  suspend  the  oper- 
ation of  its  NBC-KPO  or  "Gold" 
network  created  more  than  a  year 
ago  when  NBC  secured  control 
of  various  stations  of  the  North- 
west Broadcasting  System,  which 
Adolph  Linden  unsuccessfully 
sought  to  make  the  nucleus  of  a 
new  national  network. 

Dissolution  of  the  "Gold"  net- 
work is  effective  April  1,  Don  Gil- 
man,  Pacific  division  vice  president, 
has  announced.  The  NBC-KPO  or 
"Orange"  network  will  operate  as 
heretofore,  but  will  also  take 
"Blue"  network  programs  formerly 
routed  on  the  other  chain.  Two 
of  the  NBC-KPO  network  features 
to  be  moved  immediately  are  the 
Westinghouse  "Townsend  Murder 
Mystery"  series  and  Pepsodent's 
"The  Goldbergs." 

KPO,  San  Francisco,  leased  last 
year  from  Hale  Brothers  depart- 
ment store  and  the  San  Francisco 
Chronicle,  joint  owners,  will  con- 
tinue to  be  served  with  some  net- 
work programs  but  will  stress 
transcriptions.  On  April  1  it  is 
scheduled  to  boost  its  power  to  50 
kw.  under  the  recent  grant  of  the 
Radio  Commission. 

The  NBC-KPO  network  has  in- 
cluded KECA,  Los  Angeles,  which 
will  be  operated  independently  by 
Earle  C.  Anthony,  owner;  KJR, 
Seattle;  KEX,  Portland,  and  KGA, 
Spokane.  The  latter  three  are 
Northwest  Broadcasting  System 
stations.  Their  ownership  con- 
tinues with  NBC  but  they  will  be 
operated  independently  of  network 
connections.  KJR  has  been  leased 
to  the  operators  of  KOMO. 

The  NBC-KGO  network  remains 
undisturbed,  linking  from  KGO  as 
key  the  following  stations:  KFI, 
Los  Angeles;  KGW,  Portland; 
KOMO,  Seattle,  and  KHQ,  Spo- 
kane. 


KOMO  Leases  KJR 

MANAGEMENTS  of  KOMO  and 
KJR,  both  Seattle,  have  been 
merged  under  Birt  F.  Fisher,  man- 
ager of  KOMO,  with  the  leasing 
of  KJR  to  O.  D.  Fisher,  operator 
of  KOMO.  The  NBC,  which  ac- 
quired KJR  when  it  took  over  sta- 
tions of  the  Northwest  Broadcast- 
ing System,  has  leased  the  station 
to  the  Fishers.  Plans  call  for  new 
studios  in  hew  locations  for  each 
station  and  a  new  transmitter  for 
KJR.  Offices  after  April  15  will  be 
in  the  Skinner  Bldg. 


World's  Fair  Studio 

ADVERTISERS  and  stations  will 
be  permitted  to  use  radio  studios 
which  are  to  be  constructed  in  the 
section  known  as  Hollywood  at  the 
World's  Fair,  Chicago.  Sponsors 
of  some  of  the  leading  features  on 
the  air  have  indicated  their  inten- 
tion to  broadcast  from  the  studios 
during  the  Century  of  Progress 
Exposition,  June  1  to  Nov.  1. 
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''Chandu''—  Sales  Building  Magician 

Radio  Serial  Achieves  Phenomenal  Results  for  Sponsors; 
Some  Stations  Broadcast  Program  Twice  Daily 


By  RAYMOND  R.  MORGAN 
Vice  President,  Earnshaw-Young, 
Advertising,  Los  Angeles 

"CHANDU,  the 
Magician!"  m 

"There's  magic  ^ 
in  that  name  ...  *  -  ■ 

and  gold.   Magic  j^'^-y^f 
for  radio  listen- 
ers;goldfor  ^  ^ 

"Chandu's"  spon-  <!} 
sors.  For  by  the  ?| 
same  magic  that  * 
"Chandu"  has  Parnshaw 
won  his  tremend-  ^"^^  ^arnshaw 
ous  radio  following,  the  radio  ma- 
gician has  been  a  powerful  sales 
builder  for  his  commercial  spon- 
sors. 

In  the  southwest,  "Chandu's"  new 
merchandising  magic  is  steadily 
boosting  the  Rio  Grande  Oil  Com- 
pany's sales  of  a  new  type  of 
cracked  gasoline.  Throughout  the 
east,  the  radio  wizard  has  been 
playing  a  thrilling  tune  on  the 
cash  register  for  the  Beech-Nut 
Packing  Co.  for  a  year  or  more  by 
increasing  sales  of  its  gum,  colfee 
and  other  food  products. 

Secret  of  Success 

SO  PHENOMENAL  has  been  the 
success  of  this  transcription  serial, 
that  a  record  of  its  triumphs  in 
merchandising,  scored  during  these 
years  of  depression,  is  a  revelation 
to  sales  executives. 

All  the  world  loves  magic,  and 
in  that  universal  urge  lies  the  se- 
cret of  "Chandu's"  great  success. 
Recognition  of  this  universal  love 
of  magic  led  to  "Chandu's"  birth. 
This  occult  mystery  drama  is  the 
brainchild  of  Harry  A.  Earnshaw 
and  Vera  M.  Oldham,  of  the  Earn- 
shaw-Young advertising  agency  in 
Los  Angeles.  These  writers  saw 
the  tremendous  popular  appeal 
possible  in  a  serial  drama  based  on 
the  broad  general  theme  of  magic. 

The  technique  of  radio  already 
was  at  their  command.  These  au- 
thors had  written  and  produced 
the  radio  hits  "Folgeria",  "The  Ad- 
ventures of  Detectives  Black  and 
Blue",  "The  Old  Scrapbook"  and 
others.  They  got  busy,  wrote  a 
month's  episodes,  secured  and  re- 
hearsed an  excellent  cast  and  by 
the  night  of  August  4,  1931,  all 
was  ready.  That  was  the  night 
"Chandu,  the  Magician"  made  his 
debut  on  the  air. 

On  77  Stations 

NOW,  after  17  months  of  broad- 
casting "Chandu"  is  playing  over 
77  radio  stations  throughout  the 
country  by  live  broadcast  and  by 
electrical  transcriptions.  And  on 
March  6,  1933,  "Chandu"  was  re- 
newed on  a  synchronized  release 
basis  in  the  east  and  middle  west 
for  Beech-Nut. 

All  the  while  this  radio  serial 
has  drawn,  and  still  is  drawing, 
record  mail.  "Chandu's"  mail  is 
no  ordinary  fan  mail.  He  pulls  in 
mail  with  proof  of  purchases  of 
the  sponsor's  products — that's  part 
of  his  merchandising  magic.  When 
a  letter  comes  in  to  "Chandu",  it 
means  that  money  has  gone  into 


ALL  THE  WORLD  loves  magic,  and  therein  lies  one 
of  the  secrets  of  the  popularity  of  "Chandu",  now 
heard  over  77  stations  from  studio  talent  or  via 
transcriptions  under  dual  sponsorship.  Just 
recently  the  program  was  renewed  by  the  Beech- 
Nut  Packing  Co.  on  a  synchronized  release  basis 
in  the  east  and  middle  west,  while  in  the  west  it  is 
sponsored  by  Rio  Grande  Oil  Co.  Proof  that  the 
feature  is  increasing  sales  for  its  sponsors  is  found 
in  the  tremendous  responses  which  greet  free  offers 
of  premiums  in  exchange  for  purchase  of  sponsors' 
products.  "Chandu's"  story  is  a  revelation  in 
modern  merchandising. 


his  sponsor's  cash  register.  That's 
proof  of  his  pulling  power. 

Several  times  radio  stations  ac- 
tually have  offered  "Chandu's" 
sponsors  broadcasting  time  free — 
just  to  get  this  radio  feature  for 
their  station  because  they  knew  it 
was  a  big  audience  builder. 

Broadcast  Twice  Daily 

AT  THE  PRESENT  time,  this 
serial  is  broadcast  twice  daily  on 
several  stations,  the  additional 
broadcast  being  a  sustaining  pro- 
gram in  some  cases.  In  Los  Ange- 
les so  many  parents  complained 
that  they  could  not  make  their 
children  go  to  bed  until  they  had 
heard  the  nightly  installment  of , 
"Chandu",  the  sponsor  arranged 
an  extra  broadcast  over  KNX  at 
5  p.m.  especially  for  children.  At 
the  same  time,  the  regular  evening 
broadcast  over  KHJ  in  the  same 
city  was  maintained. 

In  Long  Beach,  Cal.,  KFOX 
brags  that  it  wakes  the  children 
up  and  puts  them  to  bed  with 
"Chandu",  KFOX  puts  on  two 
broadcasts  daily  of  this  feature, 
one  in  the  morning  and  one  in  the 
evening.  Other  radio  stations  are 
following  suit. 

Now  as  to  sales  building. 

Last  spring  Beech-Nut  Packing 
Co.  bought  time  on  six  stations  to 
give  "Chandu"  on  electrical  tran- 
scriptions a  try.  By  June  of  1932 
Beech-Nut  was  buying  time  on 
many  more  stations  to  add  to  its 
"Chandu"  network.  Beech-Nut 
found  the  radio  thriller  to  its  liking 
on  two  counts:  (1)  it  was  popular; 
(2)  the  transcription  setup  allowed 
promotion  of  different  products  in 
different  territories  at  will. 

Offers  Prove  Sales 

WHEN  dealers  sent  in  word  that 
during  the  approaching  week  they 
planned  to  push  this  or  that 
Beech-Nut  product,  Beech-Nut  was 
able  to  tie  in  with  a  local  radio 
announcement. 

As  he  moved  into  new  stations 
"Chandu's"  popularity  and  sales- 
making    ability    continually  was 


tested  with  an  offer.  This  took 
the  form  of  a  box  of  Chandu  magic 
tricks  given  in  return  for  mer- 
chandise wrappers,  box  tops,  etc. 

Over  the  first  six  stations 
"Chandu"  brought  in  as  many  as 
100,000  requests  in  one  week,  all 
with  actual  proof  of  sale.  Nor 
was  Beech-Nut  disappointed  in 
"Chandu's"  returns  as  the  pro- 
gram moved  eastward  from  the 
Mississippi  until,  station  by  sta- 
tion, Beech-Nut  had  the  whole 
eastern  part  of  the  country  cov- 
ered>  with  its  nightly,  except  Sat- 
urday and  Sunday,  broadcasts. 

Last  December  the  Rio  Grande 
Oil  Co,  decided  to  try  some  new 
merehJhdising  ideas  in  marketing 
'  its  new  cracked  gasoline.  So  Rio 
Grande  took  over  "Chandu"  when 
its  other  western  sponsor  com- 
pleted his  campaign. 

Sales  Mount  Rapidly 

SENSATIONAL  increases  in  sales 
were  chalked  up  for  Rio  Grande's 
new  product  in  two  months. 
Through  premium  offers  "Chandu" 
,  has  brought  thousands  of  new  cus- 
\  tomers  to  Rio  Grande's  service  sta- 
tions. In  one  month  service  sta- 
tions reported  gains  ranging  from 
50  to  150  per  cent. 

Besides  the  actual  cash  intake 
resulting  from  increased  sales,  the. 
effect  of  "Chandu's"  merchandising 
on  the  morale  of  salesmen,  distrib- 
utors and  dealers  has  been  re- 
markable. "Chandu"  gives  them 
not  only  advertising,  publicity, 
good  will,  but  also  actual  sales  and 
thousands  of  leads  and  prospects. 

"Chandu"  is  the  magician  of 
salesmen.  He  is  10,000  salesmen 
rolled  up  into  one.  He  makes  per- 
sonal calls  on  radio-equipped  homes 
in  his  sponsor's  territory  five  nights 
a  week.  He  sells  the  consumer. 
That  is  the  secret  of  "Chandu's" 
great  sales-building  success. 


Dealers  Employ  Radio 
As  Tie-in  With  Display 
Of  Whitney's  Furniture 

RADIO  is  being  used  locally  by 
department  and  furniture  stores  in 
several  cities  to  advertise  Whitney 
maple  reproduction  furniture  now 
being  novelly  displayed  in  model 
houses  by  retail  stores  in  30  cities, 
according  to  N.  W.  Ayer  &  Son, 
which  is  handling  the  Whitney  ac- 
count. The  Ayer  agency  is  en- 
couraging radio  exploitation  wher- 
ever possible. 

The  Whitney  house  is  designed 
to  display  the  maple  reproductions 
of  early  American  furniture  in 
proper  setting.  It  was  stated  that 
in  the  instances  in  which  radio  has 
been  employed  results  have  been 
most  gratifying  in  attracting  pros- 
pects to  the  stores. 

The  cities  in  which  the  Whitney 
houses  are  displayed,  and  the 
stores  handling  the  merchandise 
are  as  follows: 

Toledo,  Buckeye  Furniture  Co.; 
Providence,  R.  I.,  Burke-Tarr  Co; 
Newburgh,  N.  Y.,  Burger's  Furniture 
Stores;  Lowell,  Mass.,  Bon  Marche; 
St.  Louis,  Famous-Barr  Co.;  Hart- 
ford, Conn.,  G.  Fox  &  Co.,  Inc.;  Chi- 
cago, The  Fair  Store;  Springfield, 
Mass.,  Forbes  &  Wallace;  New  York 
City,  Gimbel  Brothers;  Milwaukee, 
Gimbel  Brothers;  Pittsburgh,  Gimbel 
Brothers;  Utica,  N.  Y.,  Goodman's 
Home  Furnishers,  Inc.;  Cleveland, 
Higbee  Co.;  Saginaw,  Mich.,  Herzog 
Furniture  Co.;  Lynn,  Mass.,  Hill  & 
Welch;  Erie,  Pa.,  Klick  Furniture 
Co.;  Newark,  Kresge  Dept.  Stores; 
Brooklyn,  N.  Y.,  Loeser's;  Washing- 
ton, Mayer  &  Co.;  Los  Angeles,  The 
May  Co.;  Youngstown,  0.,  G.  M.  Mc- 
Kelvey  Co.;  New  Haven,  Conn.,  Ed- 
ward Malley  Co.;  Minneapolis,  New 
England  Furniture  and  Carpet  Co.; 
Akron,  0.,  M.  O'Neil  Co.;  New  Lon- 
don, Conn.,  Schwartz  Furniture  Co.; 
Dayton,  0.,  Rossiter-Jarrett  Co.;  Phil- 
adelphia, Strawbridge  &  Clothier; 
Norwich,  Conn.,  Schwartz  Bros.;  Wil- 
liamsport,  Pa.,  L.  L.  Stearns  &  Sons; 
Troy,  N.  Y.,  Union  Home  Furnishers; 
Boston,  R.  H.  White  Co.;  Albany,  W. 
M.  Whitney  Co. 


WGN  Seeks  50  Kw. 

AN  APPLICATION  for  an  in- 
crease in  power  from  25  kw.  to 
the  maximum  of  50  kw.  was  filed 
with  the  Radio  Commission  March 
27  by  WGN,  Chicago.  The  station 
operates  full  time  on  the  720  kc. 
channel  and  was  denied  a  similar 
application  in  connection  with  the 
general  high  power  hearings  be- 
fore the  Commission  two  years 
ago  on  the  ground  that  Illinois 
already  has  more  than  its  share 
of  facilities,  including  power.  It 
recently  dismissed  an  appeal  from 
the  Commission's  decision  that  was 
pending  in  the  Court  of  Appeals 
of  the  District  of  Columbia. 


THE  NINTH  annual  convention 
of  the  Radio  Manufacturers  Asso- 
ciation will  be  held  without  the 
usual  trade  show  in  the  Stevens 
Hotel,  Chicago,  June  6. 


New  RCA  Executives 

AS  A  STEP  toward  consolidation 
of  RCA  Victor  Co.  and  RCA  Ra- 
diotron  Co.,  both  wholly  owned  sub- 
sidiaries of  RCA,  J.  R.  McDonough, 
assistant  to  President  David  Sar- 
noff,  has  been  elected  executive 
vice  president  of  RCA,  effective 
April  1.  Elmer  T.  Cunningham, 
president  of  Radiotron,  was  elected 
president  of  RCA  Victor  Co.  The 
latter  company  will  absorb  the 
tube  manufacturing  activities  of 
Radiotron. 
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Beer  Accounts 

IT  GOES  almost  without  saying  that  broad- 
casters, as  well  as  the  advertisers  of  legalized 
brews  and  their  agencies,  will  have  to  proceed 
with  utmost  care  in  handling  beer  advertising 
on  the  air.  There  can  be  no  more  objection 
to  beer  advertising  by  radio  than  to  beer  ad- 
vertising in  periodicals,  assuming  as  Congress 
has  assumed  that  3.2  beer  is  neither  intoxi- 
cating nor  harmful.  But  there  will  be  objec- 
tors to  this  "pollution  of  the  air  waves"  on 
the  part  of  irreconcilable  drys.  That  these  drys 
are  still  an  element  in  the  radio  audience  and 
in  public  life  cannot  be  overlooked. 

Indeed,  it  was  Senator  Dill,  co-author  of 
the  radio  law  and  long  regarded  as  one  of 
the  best  friends  of  the  broadcasting  industry, 
who  proposed  the  amendment  to  the  federal 
beer  bill  prohibiting  beer  advertising  on  the  ra- 
dio. He  did  this  despite  the  fact  that  he  voted 
for  the  beer  bill  itself.  His  amendment  was 
defeated  by  the  narrow  margin  of  two  votes. 

Whether  further  attempts  will  be  made  to 
restrict  beer  advertising  by  radio,  depends 
largely  upon  the  way  beer  accounts  are  han- 
dled in  the  months  to  come.  It  seems  now 
that  most  beer  advertising  on  the  air  will  be 
done  locally  in  those  states  which  do  not  im- 
pose any  restrictions  thereon.  This  means 
that  every  broadcaster  accepting  beer  ac- 
counts must  scrutinize  continuities  and  pro- 
grams most  carefully,  particularly  in  the 
matter  of  good  taste  in  commercial  announce- 
ments and  program  selections.  "No",  is  the 
best  answer  to  the  merest  suggestion  of  of- 
fensiveness,  for  at  best  the  dry  element  may 
never  be  reconciled  to  beer  programs  and  may 
be  expected  to  "peck"  at  the  broadcasters  and 
broadcast  advertisers. 

That  programs  advertising  legal  brews  can 
be  made  attractive  and  resultful,  there  can 
be  no  question.  Consider  the  excellent  results 
that  near  beer  and  malt  advertisers  have  had 
from  radio.  Dance  music,  German  bands, 
comedy  dialogue,  dramatic  skits — all  these  and 
other  features  are  already  being  auditioned 
for  prospective  brewery  accounts.  It  may  be 
that  this  new  business  will  bring  broadcasting 
out  of  the  business  doldrums  that  have  beset 
much  of  radio  in  recent  months.  But  it  is 
not  amiss  to  warn  broadcasters  against  kill- 
ing the  proverbial  goose. 

Our  best  advice  to  broadcasters  is  that  they 
consult  local  legal  authorities  to  determine 
first  whether  their  state  and  local  laws  per- 
mit them  to  accept  beer  accounts,  for  in  many 
states  and  localities  prohibition  will  continue 
both  as  regard  beer  and  beer  advertising. 
Finding  themselves  able  to  accept  such  ac- 
counts, the  broadcasters  must  insist  that  their 
clients  handle  them  circumspectly  and  in  the 
best  of  good  manners  and  good  taste. 


Fan  -  to  -  Sponsor 

THE  ENTIRE  broadcasting  industry — adver- 
tisers, agencies,  stations  and  networks  alike — 
owes  a  debt  of  gratitude  to  WGN  and  its  capa- 
ble Washington  attorneys,  Louis  G.  Caldwell 
and  Arthur  W.  Scharfeld.  They  have  deliv- 
ered the  industry  from  the  threat  of  being 
"three-cented"  to  death  by  the  way  the  postal 
regulations  have  heretofore  been  applied  to  the 
forwarding  of  fan  mail  from  station  to  ulti- 
mate destination — the  program  sponsor. 

On  their  own,  these  attorneys  took  the  mat- 
ter up  with  the  Post  Office  Department,  fol- 
lowing a  ruling  rendered  only  last  month  in 
which  the  department  reiterated  that  on  every 
fan  letter  sent  from  network  headquarters  to 
program  sponsor,  additional  first  class  postage 
would  have  to  be  paid.  This  interpretation 
since  commercial  radio  began  has  cost  the  in- 
dustry hundreds  of  thousands  of  dollars  in 
additional  first  class  postage  to  deliver  to  the 
sponsor  his  audieijce  mail.  With  fan  mail  vol- 
ume increasing  and  business  off  its  usual  level, 
the  problem,  already  irksome,  threatened  to 
become  positively  serious. 

The  new  ruling  of  the  Post  Office  Solicitor, 
reported  fully  in  this  issue,  could  not  have 
been  more  satisfactory.  Lemuel  Q.  Fan's  three- 
cent  stamp  for  the  first  time  will  carry  his 
missive  all  the  way  from  station  to  sponsor, 
whether  it  be  via  network,  agency  or  other  in- 
termediary, provided  the  letter  is  not  opened 
en  route. 


"Listeners  Society" 

GIVEN  a  $50,000  annual  budget  by  the  de- 
cidedly commercially-derived  Payne  Fund,  the 
group  of  educators  opposing  commercial  broad- 
casting, who  apparently  have  given  up  their 
futile  fight  for  15  per  cent  of  the  broadcast 
channels,  now  turns  its  efforts  in  new  direc- 
tions to  justify  the  existence  of  the  National 
Committee  on  Education  by  Radio.  It  is  form- 
ing a  "Listeners  Society",  with  $1  a  year 
memberships.  It  proposes  to  exert  all  sorts 
of  influence  to  "improve  radio  in  America." 

There  may  be  some  justification  for  a  list- 
eners society,  but  we  doubt  whether  Mr.  Joy 
Elmer  Morgan's  group  is  the  proper  agency 
to  form  it.  Continually  casting  aspersions 
upon  the  sincere  efforts  of  broadcasters,  gov- 
ernment officials  and  other  educational  insti- 
tutions seeking  to  use  radio — and  getting  the 
wholehearted  cooperation  of  station  managers 
generally — Mr.  Morgan's  organization  has  con- 
ducted a  campaign  that  can  have  only  one 
purpose  behind  it:  government  ownership. 
(They  talk  most  loudly,  however,  about  state 


The  RADIO 
BOOK  SHELF 

INCREASED  accuracy  in  frequency  standards, 
and  in  the  measurement  of  radio  field  inten- 
sity and  the  height  of  ionized  layer  in  the 
atmosphere,  are  reported  in  a  review  of  the 
progress  of  standardization  the  world  over  in 
"Standards  Yearbook;  1933",  compiled  by  the 
Bureau  of  Standards  and  on  sale  by  the  Super- 
intendent of  Documents  at  $1  a  copy.  A  brief 
report  of  the  activities  of  the  International 
Scientific  Radio  Union  in  1932  is  alsb  carried. 


operation,  being  quite  fearful  of  federal  au- 
tonomy over  education.) 

Far  from  devoting  its  efforts  to  the  support 
of  existing  educational  stations,  which  was  the 
reason  for  its  formation,  Mr.  Morgan's  group 
has  striven  increasingly — but  happily,  quite  un- 
successfully— to  stir  popular  opinion  against 
the  American  system  of  radio.  Thus  it  differs 
from  the  impartial  and  cooperative  National 
Advisory  Council  on  Radio  in  Education,  di- 
rected by  Levering  Tyson,  which  has  devoted 
itself  to  research  looking  toward  the  better 
utilization  of  the  wave  lengths  and  the  exist- 
ing system  for  educational  broadcasts. 

The  latter  organization  has  had  willing  co- 
operation on  all  hands  in  the  assignment  of 
time  on  the  air.  Reflecting  the  attitude  of  its 
president.  Prof.  Robert  A.  Millikan,  the  noted 
college  president,  physicist  and  Nobel  Prize 
winner,  its  object  is  pure  research  rather  than 
blind  antagonism.  It  might  far  better  be  the 
agency  to  sponsor  a  bona  fide  listener  society. 


Power  That  is  Radio 

[From  the  New  York  Times,  March  13] 
BANKS  opened  quietly  in  New  York  yesterday, 
and  in  the  other  Federal  Reserve  cities.  Cer- 
tain restrictions  are  still  in  force,  but  there  is 
every  evidence  of  restored  confidence.  It  is 
the  old  story  over  again — when  people  know 
that  they  can  draw  money  from  their  bank, 
they  don't  want  it.  The  fear  and  panic  which 
led  to  the  banking  moratorium  appear  to  have 
almost  entirely  passed.  This  happy  result 
must  be  due  in  part  to  the  calm  and  reassur- 
ing radio  address  which  President  Roosevelt 
made  on  Sunday  evening.  His  simple  and 
lucid  explanation  of  the  true  function  of  a 
commercial  bank;  his  account  of  what  had  hap- 
pened, why  it  had  happened,  and  the  steps 
taken  to  correct  the  mischief  were  admirably 
fitted  to  cause  the  hysteria  which  had  raged 
for  several  weeks  before  the  banks  were  closed 
to  abate  if  not  entirely  to  subside. 

Incidentally,  the  President's  use  of  the  radio 
for  this  purpose  is  a  fresh  demonstration  of 
the  wonderful  power  of  appeal  to  the  people 
which  science  has  placed  in  his  hands.  When 
millions  of  listeners  can  hear  the  President 
speak  to  them,  as  it  v/ere,  directly  in  their 
own  homes,  we  get  a  new  meaning  for  the  old 
phrase  about  a  public  man  "going  to  the  coun- 
try." When  President  Wilson  undertook  to 
do  it  in  1919,  it  meant  wearisome  travel  and 
many  speeches  to  different  audiences.  Now 
President  Roosevelt  can  sit  at  ease  in  his  own 
study  and  be  sure  of  a  multitude  of  hearers 
beyond  the  dreams  of  the  old-style  campaigner. 
His  use  of  this  new  instrument  of  political 
discussion  is  a  plain  hint  to  Congress  of  a  re- 
course which  the  President  may  employ  if  it 
proves  necessary  to  rally  support  for  legisla- 
tion which  he  asks  and  which  the  lawmakers 
might  be  reluctant  to  give  him. 
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THIS  MONTH— on  April  5,  to  be 
exact — the  Pacific  Coast  Division 
of  NBC  observes  its  sixth  anni- 
versary. Almost  from  its  incep- 
tion, the  moving  spirit  in  that 
organization  has  been  Don  E.  Gil- 
man,  Pacific  Coast  vice  president. 
Although  his  appearance  and  en- 
ergy seem  to  belie  it,  Mr.  Oilman 
only  a  few  vi^eeks  ago  celebrated 
his  own  fiftieth  birthday. 

Dynamic  Don  Oilman  is  one  of 
the  best  known  figures  on  the  west 
coast.  His  journalistic  and  adver- 
tising training,  dating  from  his 
own  boyhood  publishing  ventures 
in  Indianapolis  through  his  print- 
er's devil  and  executive  career  in 
the  newspaper  world,  made  him 
the  ideal  selection  when  President 
Aylesworth  of  NBC  in  1927  des- 
patched Capt.  Howard  Angus,  then 
NBC  vice  president  and  now  an 
executive  of  Batten,  Barton,  Dur- 
stine  &  Osborn,  to  San  Francisco 
to  find  a  man  to  head  up  the  NBC 
organization  there. 

Born  in  Indianapolis,  Feb.  5, 
1883,  the  son  of  a  well  known 
newspaperman,  young  Oilman 
showed  his  heritage  before  he  was 
wearing  long  trousers.  Working 
after  school  in  a  local  printshop, 
he  used  his  first  earnings  to  buy  a 
small  job  press.  Thereafter  his 
bedroom  was  the  scene  of  a  flour- 
ishing little  business;  from  it  is- 
sued advertising  sheets  and  dodgers 
for  neighborhood  merchants.  Soon 
he  was  publishing  a  periodical, 
The  Guard,  official  organ  of  the 
Boys  Brigade,  a  sort  of  forerunner 
of  the  Boy  Scouts. 

His  first  job  when  he  finished 
school  was  as  printer's  devil  in 
the  Indianapolis  Sentinel  shop. 
When  he  was  23  he  was  superin- 
tendent of  the  plant.  Then  he  de- 
cided to  heed  Greeley's  advice  and 
go  west.  He  joined  the  Scripps- 
McRae  newspaper  organization. 
He  was  superintendent  of  several 
of  its  newspapers  when  he  turned 
to  advertising,  entering  the  agency 
field.  In  Los  Angeles,  where  he 
first  engaged  in  business,  he  was 
identified  with  the  Los  Angeles 
Advertising  Club,  and  as  chairman 
of   its   Vigilance   Committee  was 


largely  instrumental  in  securing 
the  passage  of  California's  "honest 
advertising"  statute. 

Later,  he  moved  to  San  Fran- 
cisco. There  he  was  president  of 
the  Pacific  Advertising  Clubs  As- 
sociation, and  vice  president  of  the 
Associated  Advertising  Clubs  of 
the  World.  When  the  war  broke 
out,  he  joined  the  Army  and  served 
as  an  officer. 

One  of  his  hobbies,  while  work- 
ing on  Pacific  Coast  newspapers, 
was  a  study  of  electrical  engineer- 
ing. It  was  natural  that  radio 
should  interest  him,  not  only  as  an 
advertising  man  but  as  an  amateur 
technician.  The  NBC  six-station 
"Orange"  network  was  barely 
started  when  he  was  called  to  the 
general  managership  in  1927.  He 
saw  it  grow  from  a  meager  staff 
of  20  in  1927  to  165  in  1932,  plus 
some  300  to  400  staff  artists. 

It  was  characteristic  of  Don  Oil- 
man's open-mindedness  that  he 
should  be  the  first  to  admit  the 
impracticality,  at  this  stage  of  ra- 
dio, of  operating  two  NBC  net- 
works along  the  Pacific  Coast.  Al- 
though he  was  the  man  who  en- 
gineered the  deal  whereby  NBC 
took  over  the  remnants  of  the  ill- 
starred  American  Broadcasting 
Company's  (Adolph  Linden's)  pro- 
jected network  by  discharging 
many  of  its  financial  obligations, 
he  was  the  man  also  who  arranged 
the  decentralization  of  the  "Gold" 
network  formed  therefrom,  which 
is  effective  as  of  March  31.  Re- 
taining KPO,  which  was  leased  to 
NBC  to  be  key  station  of  the  NBC- 
KPO  network,  and  which  on  April 
1  inaugurates  its  new  50  kw.  trans- 
mitter, the  NBC  is  disbanding  that 
network  and  permitting  the  other 
four  stations  to  operate  autono- 
mously. 

Don  Oilman  was  one  of  the  12 
"greatest  Californians"  selected  by 
leading  newspapers  and  universi- 
ties of  the  state  for  a  State  Roll 
of  Honor  in  1930.  His  hobbies, 
aside  from  radio,  are  golf,  motor- 
ing and  swimming.  He  is  an  avid 
reader  of  books  on  biography,  po- 
litical economy  and  business  ad- 
ministration. 


PERSONAL  NOTES 


CLYDE  L.  WOOD,  commercial  mana- 
ger of  WGAR,  Cleveland,  has  been  pro- 
moted to  production  manager,  suc- 
ceeding Fred  Ripley,  who  has  become 
program  director  of  WSYR,  Syracuse, 
and  news  commentator  for  the  Syra- 
cuse Herald.  Mr.  Wood  will  have 
supervision  over  both  program  and  en- 
gineering departments.  Kenneth  L. 
Ede,  sales  promotion  manager  of 
WGAR,  has  been  named  acting  com- 
mercial manager. 

MURPHY  Mchenry,  former  manag- 
ing editor  of  the  Los  Angeles  Record 
and  now  general  manager  of  the  In- 
ternational Broadcasting  Co.,  S.  A., 
operating  XEAW,  Reynosa,  Mexico, 
opposite  McAllen,  Tex.,  was  on  the 
air  through  the  night  of  March  10-11 
to  broadcast  a  full  account  of  the 
California  earthquake.  He  was  as- 
sisted by  Announcer  Curtis  Farring- 
ton,  giving  the  reports  both  in  Eng- 
lish and  Spanish. 

JESSE  BUTCHER,  former  public  re- 
lations director  of  CBS  and  for  many 
years  in  the  newspaper  syndicate  field, 
has  entered  business  as  a  general 
radio  representative.  Among  his  cli- 
ents are  Achmed  Abdullah,  Faith  Bald- 
win, Temple  Bailey,  Fustus  Adams, 
Mrs.  Ida  Bailey  Allen,  Charles  Prem- 
mac  and  Fred  Smith.  He  will  also 
operate  a  special  publicity  service, 
making  his  headquarters  at  19  E.  47th 
St.,  New  York. 

WILLIAM  D.  L.  STARBUCK,  radio 
commissioner,  attended  the  ceremonies 
incident  to  the  inaugural,  March  23, 
of  a  series  of  addresses  on  public  af- 
fairs by  James  Roosevelt,  eldest  son 
of  the  President,  over  the  Yankee 
Network  from  Boston.  He  also  at- 
tended a  Democratic  rally  in  Boston 
held  at  the  same  time.  He  returned  to 
Washington  March  27. 

LIEUT.  COL.  R.  P.  LANDRY,  Quebec, 
has  been  appointed  secretary  of  the 
Canadian  Radio  Broadcasting  Commis- 
sion. 

DR.  KRUCKOW,  former  president  of 
the  German  Postoffice  laboratories,  has 
been  appointed  German  Radio  Com- 
missioner for  the  Postoffice,  succeed- 
ing Dr.  Hans  Bredow,  founder  of  the 
German  broadcasting  system,  who  is 
reported  to  have  gone  to  Spain  to  help 
that  country  reorganize  its  broadcast- 
ing services. 

FRANK  MULLEN,  NBC  director  of 
agriculture  in  Chicago,  was  in  Wash- 
ington March  17-20  to  confer  with 
Secretary  of  Agriculture  Wallace  and 
other  farm  leaders  about  the  NBC 
Farm  and  Home  Hour. 

WILLIAM  MCCAFFREY,  formerly 
with  RKO  as  a  vaudeville  booker  and 
long  in  the  vaudeville  field,  on  April  1 
joins  the  staff  of  the  NBC  Artists  Ser- 
vice in  New  York.  NBC  also  announces 
the  appointment  of  Mark  Luescher, 
formerly  RKO  theater  publicity  direc- 
tor, as  exploitation  manager  for  the 
Artists  Service. 

DON  E.  OILMAN,  Pacific  division 
vice  president  of  NBC,  has  returned 
to  San  Francisco  from  a  flying  visit 
to  New  York.  While  en  route  from 
the  east,  his  plane  was  grounded  in 
New  Mexico  and  he  spent  the  night  in 
the  cabin  of  the  ship  along  with  other 
passengers. 

PAUL  RICKENBACKER,  production 
manager  of  KHJ,  Los  Angeles,  will  be 
married  April  15  to  Mona  Lowe,  blues 
singer  on  the  NBC  San  Francisco 
staff,  who  has  resigned. 

LEWIS  LACEY,  formerly  on  the  an- 
nouncing staff  of  NBC,  San  Francisco, 
has  gone  to  KFDM,  Beaumont,  Tex., 
as  vice  president  and  assistant  gen- 
eral manager. 

BOB  ROBERTS  is  back  at  KTAB, 
Oakland,  Cal.,  as  manager,  returning 
after  an  interim  in  the  radio  adver- 
tising field.  Eddie  Murphy  has  also 
returned  to  KTAB  to  handle  pub- 
licity. 


EDWARD  M.  HOPCRAFT,  formerly 
executive  assistant  to  the  late  H.  P. 
Davis,  founder  of  Westinghouse's 
KDKA,  has  been  appointed  director  of 
the  WMCA  Artist  Bureau,  Donald 
Flamm,  president,  announced  March 
25.  Mr.  Hopcraft  was  in  charge  of 
the  broadcasts  to  the  Byrd  polar  ex- 
pedition while  with  Westinghouse. 

LEW  FROST,  production  manager  of 
NBC,  San  Francisco,  announces  the 
appointment  of  Mike  Raffeto,  former- 
ly of  the  acting  staff,  as  drama  pro- 
duction chief,  succeeding  Tom  Kelly, 
who  has  left  along  with  Marillah  01- 
ney.  Tom  Harris,  formerly  with 
KFRC,  is  off  the  MJB  Demi  Tasse 
Revue,  his  contract  having  expired; 
he  remains  on  the  NBC  staff,  however. 
Merton  Bories  and  Jean  Campbell 
Crow,  formerly  KPO  officials,  have  left 
the  Artist  Bureau  staff  of  NBC  in 
San  Francisco.  Roger  Krupp,  an- 
nouncer, has  also  left. 

0.  S.  WILLIAMS,  formerly  on  the  ad- 
vertising staffs  of  the  Little  Rock 
(Ark.)  Democrat  and  the  Denver 
Rocky  Mountain  News,  has  joined 
the  sales  staff  of  KLRA,  Little  Rock. 

DR.  C.  M.  KOON,  radio  specialist  of 
the  U.  S.  Office  of  Education,  left 
Washington  March  21  for  a  trip 
through  Virginia,  North  Carolina, 
South  Carolina,  Georgia  and  Florida. 
He  planned  to  visit  broadcasting  sta- 
tions en  route. 

JOHN  M.  HENRY,  manager  of  KOIL, 
Council  Bluffs-Omaha,  left  Omaha 
March  22  by  plane  on  a  business  trip 
to  Washington  and  New  York.  He 
returns  April  2. 

BERT  A.  CRANE,  formerly  with  NBC 
in  Chicago,  has  been  named  manager 
of  electrical  transcriptions  in  the  Co- 
lumbia Phonograph  Co.  studios  in 
Chicago,  succeeding  E.  W.  Young. 
Monroe  Wayne  continues  as  director 
of  the  studios. 

ED  SCHUEING  has  resigned  from 
the  NBC  Artists  Service  April  to  start 
his  own  radio  production  and  theater 
booking  office.  His  duties  have  been 
assigned  to  Ruby  Cowan  and  Chester 
Stratton. 

JAMES  R.  FOUCH,  president  and 
general  manager  of  the  Universal 
Microphone  Co.,  Inglewood,  Cal.,  will 
leave  early  in  May  for  New  York  via 
the  Panama  Canal  for  his  annual 
eastern  trip. 

EDWARD  BARRY,  program  director 
of  WGN,  Chicago,  will  go  to  Europe 
for  a  five  weeks'  stay,  leaving  early  in 
April. 

TOM  DARLINGTON  has  been  added 
to  the  sales  staff  of  WIBO,  Chicago. 


BEHIND 
THE  MICROPHONE 


STAFF  ADDITIONS  at  WFAA,  Dal- 
las: Franklyn  Ferguson,  announcer, 
of  Los  Angeles;  Frank  Monroe,  for- 
merly of  the  team,  of  Munn  and  Dunn; 
Jack  Grady,  of  the  early  radio  piano 
team  of  Jack  and  Gene.  Karl  Lambertz 
has  resigned  as  assistant  musical  di- 
rector to  become  conductor  of  the  Ma- 
jestic Theater  orchestra.  Alexander 
Keese,  program  director  of  WFAA, 
Dallas,  has  been  named  resident  con- 
ductor of  the  Bowl  Symphony  Orches- 
tra for  the  1933  season. 

GEORGE  COOK  is  the  latest  addition 
to  the  transcribed  "Chandu"  series. 
In  real  life  he  is  Cyril  Armbrister, 
stage  director  for  Earnshaw- Young, 
Inc.,  Los  Angeles  agency  directing  the 
series. 

ROLAND  BRADLEY  left  a  tempo- 
rary dramatic  post  at  WHAM,  Ro- 
chester, March  15,  to  join  WBEN, 
Buffalo,  as  announcer,  continuity 
writer  and  organizer  of  a  radio  the- 
ater for  children. 
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JOE  KELLY,  formerly  with  WELL, 
Battle  Creek,  Mich.,  has  joined  the 
announcing  and  entertaining  staff  of 
WLS,  Chicago.  He  rejoins  Jack  Hol- 
den  at  WLS,  resuming  the  Jack  and 
Joe  team  called  "Two  Lunatics  of  the 
Air". 

MICHAEL  KANE,  whose  witticisms 
have  appeared  lately  in  the  Saturday 
Evening  Post,  has  joined  the  con- 
tinuity staff  of  KMTR,  Hollywood. 

JOE  GENTILE,  who  left  WSPD,  To- 
ledo, to  join  CKOK,  Detroit- Windsor, 
has  returned  to  the  announcing  staff 
of  WSPD.  Georgene  Gordon,  CKOK 
staff  contralto,  has  also  joined  the 
WSPD  staff  for  daily  appearances. 

JAMES  S.  ALDERMEN,  chief  an- 
nouncer of  WCKY,  Co\ington,  Ky.,  is 
the  father  of  a  7%  pound  son,  James 
S.  Jr.,  born  in  March. 

FLORENCE  RAVENAL,  of  the  gen- 
eral staff  of  KYW,  Chicago,  has  been 
drafted  to  handle  the  noontime  dance 
programs  by  Rex  Maupin's  orchestra 
over  that  station. 

LEO  ROSENCRANS,  former  free 
lance  movie  scenario  writer  in  Holly- 
wood, has  been  added  to  the  continuity 
staff  of  the  NBC  Chicago  studios. 

JOHN  N.  LEWENDOWSKI,  announ- 
cer of  the  Polish  programs  on  WJAY, 
Cleveland,  has  been  elected  to  the 
Cleveland  City  Council. 

TED  LEWIS,  the  high-hatted  "trage- 
dian of  song",  on  March  23  began  a 
sustaining  series  of  Tuesday,  Thurs- 
day and  Sunday  night  broadcasts, 
11:30  to  midnighfej  over  CBS. 

JENNISON  PARKER  has  been  signed 
by  KFRC,  San  Francisco,  as  continuity 
chief,  continuing  to  write  the  "Hodge 
Podge  Lodge"  and  other  programs  he 
previously  handled.  He  has  given  up 
authorship  of  the  "Road  Show",  NBC 
program. 

WILLIAM  COKER,  formerly  physical 
director  of  the  New  Orleans  Athletic 
Club,  has  been  appointed  assistant 
program  manager  of  WSMB,  New  Or- 
leans. 

GEORGE  A  PRESBY  has  been  ap- 
pointed program  manager  of  KGW, 
Portland,  Ore. 

FRANK  BULL,  former  head  announ- 
cer for  KRKD,  Los  Angeles,  has  joined 
the  commercial  sales  force  of  KMTR, 
Hollywood. 

DELL  PETERS,  formerly  with  WLTH, 
Brooklyn,  has  been  named  chief  an- 
nouncer of  WOV,  New  York,  succeed- 
ing Donald  Thompson,  resigned. 

EDWARD  HOUSE,  well  known  the- 
ater organist,  has  been  appointed  to 
succeed  J.  Wilson  Doty  as  staff  or- 
ganist of  WBBM,  Chicago. 

IVIA  PERRINE,  Chicago  social  regis- 
terite  and  wife  of  Furber  Marshall, 
executive  of  the  Bendix  Corp.,  has 
been  signed  by  NBC  for  a  series  of 
programs.  She  was  formerly  in  vari- 
ous musical  comedies  in  London,  be- 
sides starring  in  pictures,  and  was 
featured  with  Ben  Bernie  during  his 
engagement  at  the  Kit  Kat  Club. 

DUDD  WILLIAMSON,  formerly  of 
the  NBC  harmony  team  Tom  and 
Dudd,  has  joined  KJBS,  San  Francis- 
co, as  announcer  of  the  midnight  re- 
quest program. 

MICHEL  PERRIERE,  concert  music 
master  at  KFI  -  KECA,  Los  Angeles, 
was  recently  married  to  Virginia  For- 
sythe,  screen  actress. 

SALVATORE  SANTAELLA,  orches- 
tra director  of  KMTR,  Hollywood,  has 
just  completed  a  series  of  orchestral 
concert  recordings  to  be  released  by 
Radio  Transcription  Co.  of  America, 
Hollywood. 

BARON  KEYES,  who  conducted  a 
children's  program  for  NBC  on  the 
west  coast,  and  a  transcribed  series 
for  Union  Oil  Co.,  has  joined  the  staff 
of  KECA,  Los  Angeles,  to  be  "Uncle 
Jim"  on  a  week-day  children's  pro- 
gram. 


Base  of  500  kw.  WLW  Mast 

TWO  SEEMINGLY  fragile  pieces 
of  porcelain,  with  a  thickness  of 
only  about  two  inches,  will  sup- 
port a  total  stress  load  of  more 
than  450  tons,  including  135  tons 
of  steel,  in  the  831-foot  vertical 
radiator  antenna  of  the  new  500 
kw.  transmitter  of  WLW,  Cincin- 
nati, now  under  construction  at 
Mason,  O.  The  antenna  will  be  35 
feet  across  at  the  widest  point, 
tapering  uniformly  from  the  cen- 
ter to  both  ends.  It  will  rise  296 
feet  higher  than  the  Washington 
Monument.  Eight  2-inch  cables 
will  anchor  the  structure  to  the 
earth. 

Lewis  Crosley,  vice  president  and 
general  manager  of  the  Crosley 
Radio  Corp.,  operator  of  WLW,  is 
pictured  at  the  left  of  this  photo- 
graph assisting  in  bringing  the 
porcelain  base  into  position.  Joseph 
A.  Chambers,  WLW  technical  su- 
pervisor, is  at  the  right.  The  sta- 
tion will  be  completed  in  about  six 
months  at  a  cost  of  more  than 
$400,000. 


STAFF  CHANGES  at  WHB,  Kansas 
City,  Mo.:  Bob  Caldwell,  Jr.,  is  di- 
rector of  the  new  WHB  Artists  Bu- 
reau; Virgil  Bingham,  blind  pianist, 
has  been  added  to  the  WHB  Syncopat- 
ors;  Ruth  Younge  has  been  made  di- 
rector of  the  "Rhapsodiers",  staff  or- 
chestra. 

SEVEN  SINGERS  and  readers  are  no 
longer  with  the  NBC  San  Francisco 
studios:  Dixie  Marsh,  Tommy  Mon- 
roe, Nathan  Stewart,  George  Eldridge, 
Francis  Jones,  George  Jones  and 
Jeanette  Sholl. 

WILLIS  BOUCHEY  has  been  added 
to  the  announcing  staff  of  KFAC,  Los 
Angeles,  and  will  also  take  an  acting 
part  in  the  nightly  "In-Laws"  skit. 

DICK  CREEDON,  of  the  continuity 
staff  of  KHJ,  and  former  radio  editor 
of  the  Los  Angeles  Examiner,  has 
joined  the  Walt  Disney  studios,  Hol- 
lywood, to  write  a  Mickey  Mouse 
book. 

GEORGE  GIVOT,  billed  as  the  "Greek 
Ambassador",  has  been  engaged  by 
Lennen  &  Mitchell  to  succeed  J.  P. 
Medbury  on  the  Old  Gold  programs  on 
CBS,  of  which  five  remain  after  April 
1.  Givot  will  be  featured  on  these 
programs  with  a  colored  girl  billed  as 
"Magnolia",  who  was  first  engaged  as 
a  foil  for  Medbury. 

JACK  E.  LEWIS,  manager  of  Cy 
Perkins  "Kountry  Stoar",  reports  from 
Honolulu  that  he  and  his  troupe  are 
now  fulfilling  an  engagement  over 
KGU,  Honolulu. 


RECENT  ADDITIONS  to  the  staff  of 
KHJ,  Los  Angeles,  include  Charles 
Carter,  Chevalier  impersonator  from 
KFRC,  and  Richard  Licence,  onetime 
chief  announcer  at  KTM,  Los  Angeles, 
and  KMPC,  Beverly  Hills. 

BARRON  HOWARD,  WBIG,  Greens- 
boro, N.  C,  and  Virginia  Hammon, 
vocalist  and  pianist,  were  married 
Dec.  10,  1932,  it  has  just  been  an- 
nounced. 

BRADLEY  KINCAID,  formerly  of 
the  WLS  Barn  Dance  company,  will 
be  a  regular  feature  on  WCKY,  Cov- 
ington, Ky.,  after  April  7. 


IN  THE 
CONTROL  ROOM 

T.  A.  M.  CRAVEN,  consulting  radio 
engineer  of  Washington,  has  been  re- 
tained by  the  National  Committee  on 
Education  by  Radio  to  represent  it  at 
the  forthcoming  North  American  radio 
conference  in  Mexico  City. 

G.  F.  LEYDORF,  who  has  just  re- 
ceived a  Master's  degree  from  Ohio 
State  University,  has  been  appointed 
to  the  technical  research  staff  of  the 
Crosley  stations  WLW,  WSAI  and 
W8XAL,  Cincinnati,  according  to  an 
announcement  by  Joe  Chambers,  tech- 
nical supervisor.  Mr.  Leydorf  will 
work  on  field  strength  measurements, 
radiation  studies  and  antenna  design, 
particularly  in  connection  with  the 
new  500  kw.  experimental  transmitter 
of  WLW. 

WILLIAM  KRIZ,  transmitter  engineer 
of  WJSV,  Alexandria,  Va.,  was  mar- 
ried March  6  to  Edna  Clemons,  of 
Washington. 

ED  OLDS,  former  chief  engineer  of 
KTHS,  Hot  Springs,  Ark.,  has  left 
that  station  to  rejoin  the  Radio  Engi- 
neering Co.,  Port  Worth,  Tex.,  oper- 
ated by  W.  E.  Branch  in  the  manu- 
facture of  transmitter  equipment. 

BORN,  to  Richard  Schenck,  WLW  en- 
gineer, and  Mrs.  Schenck,  a  7%  pound 
son  in  March. 


''BLIMP  ANTENNA' 

Will  Be  installed  at  KDKA 
 As  an  Experiment- 
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Notable  Broadcast 

THE  FIRST  broadcast  of  the  ac- 
tual proceedings  of  a  Congres- 
sional committee  took  place  March 
24  when  WJSV,  Alexandria,  Va., 
carried  the  hearings  on  the  Dis- 
trict of  Columbia  beer  bill  from 
the  Senate  District  Committee 
room.  Voices  of  the  witnesses  and 
their  interrogators  were  picked  up 
clearly  by  a  dynamic  microphone 
suspended  from  the  chandelier. 
The  broadcast,  arranged  by  Harry 
Butcher,  WJSV  manager,  was  first 
scheduled  locally,  but  60  CBS  sta- 
tions asked  for  the  first  half  hour 
of  it.  So  interesting  was  it  that 
most  of  the  network  continued  it 
for  one  hour  and  40  minutes.  It 
may  presage  the  beginning  of  reg- 
ular broadcasts  of  this  character 
from  committee  rooms  of  Congress 
which  the  networks  have  several 
times  offered  to  carry. 


Italy  Honors  Patri 

ANGELO  PATRI,  educator  and 
writer,  whose  weekly  talks  on 
"Your  Child"  are  sponsored  by 
Cream  of  Wheat  Corp.,  Minneapo- 
lis, on  a  CBS  network,  in  March 
was  awarded  the  gold  medal  for 
"Special  Merit  in  Education"  by 
the  Italian  government.  Accord- 
ing to  J.  Walter  Thompson  Co., 
handling  the  account,  the  award 
was  largely  for  his  radio  work. 
Presentation  was  made  by  Comdr. 
Antonio  Grossardi,  Italian  consul 
at  New  York. 


THE  "blimp  antenna"  is  the  new- 
est innovation  in  experimental  ap- 
paratus designed  to  improve  broad- 
casting efficiency.  To  be  employed 
as  a  captive  balloon,  a  baby  blimp 
has  been  purchased  by  Westing- 
house  E.  &  M.  Co.,  from  the  Good- 
year Co.,  and  soon  will  be  "an- 
chored" above  KDKA,  Pittsburgh, 
trailing  a  600-foot  antenna. 

"We  are  conducting  extensive 
research  aimed  at  the  reduction  of 
fading",  declared  Walter  C.  Evans, 
Westinghouse  manager  of  radio 
broadcasting,  "and  the  use  of  a 
blimp  is  another  of  the  steps  we 
are  taking  in  that  direction.  We 
expect  to  have  the  blimp  installed 
within  a  few  weeks  and  then  will 
conduct  extensive  research  into  its 
use  as  a  support  for  antenna. 

"Our  blimp,  of  the  type  often 
used  for  advertising  purposes,  will 
be  25  feet  long  and  about  10  feet 
in  diameter.  A  combination  guy 
and  feed  wire  will  hold  it  in  the 
air  about  1,500  feet  over  the  sta- 
tion. Trailing  from  it  will  be  a 
600-foot  antenna  connected  to  the 
feed-in  wire.  A  system  of  winches 
will  be  installed  on  the  ground  to 
raise  and  lower  the  bag  when 
necessary. 

"The  first  blimp  we  have  ordered 
is  a  small  one  and  will  be  used 
only  for  experimental  work.  It 
can  only  lift  a  fairly  light  weight, 
so  that  aluminum  wires  of  our  new 
system  will  weigh  about  14  pounds. 
Experiments  will  be  conducted  un- 
der the  direction  of  R.  N.  Har- 
mon for  a  period  of  some  months. 
If  they  are  as  successful  as  his 
preliminary  calculations  indicate 
they  should  be,  we  will  then  ob- 
tain a  much  larger  blimp  and  in- 
stall extensive  equipment  for  fur- 
ther studies. 

"Our  experiments  are  for  the 
purpose  of  extending  the  present 
range  of  broadcasting  stations  and, 
at  the  same  time,  expanding  the 
area  in  which  no  fading  occurs." 


N.  Y.  Aids  NAB 


Mr.  Smith 


A  NEW  YORK 
state  committee 
was  formed  to  co- 
operate with  the 
NAB  in  connec- 
tion with  local 
radio  matters  at 
a  meeting  of 
leading  broad- 
casters of  that 
state  March  13, 
according  to 


Philip  G.  Loucks,  NAB  managing 
director,  who  attended  the  session. 
A  resolution  urging  that  similar 
committees  be  organized  in  other 
states  was  adopted. 

Harold  E.  Smith,  WOKO,  was 
elected  chairman.  Other  members 
are  P.  J.  Hennessey,  WEAF;  Syd- 
ney M.  Kaye,  WABC;  Clark  Kin- 
naird,  WINS;  I.  R.  Lounsberry, 
WGR;  C.  D.  Masten,  WNBF;  Wil- 
liam Reuman,  WWRL;  Clarence 
Wheeler,  WHEC,  and  H.  C.  Wilder, 
WSYR.  In  addition  to  the  commit- 
tee, others  attending  the  meeting 
included  David  Macnair,  WOKO; 
W.  G.  Wandell,  WBEN;  S.  H. 
Cook,  WFBL;  Frank  Sykes,  WFAS; 
Miss  C.  V.  Paisley  and  P.  J.  Kelly, 
WIBX,  and  William  Weisman, 
WMCA. 
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The  Business  of  Broadcasting 

Current  News  About  Accounts,  Pending  Schedules,  Transcriptions, 
Representatives  and  Apparatus;  Notes  from  the  Stations 


STATION  ACCOUNTS 


WLW,  Cincinnati,  reports  the  follow- 
ing new  national  accounts:  Hygrade 
Sylvania  Corp.,  Emporium,  Pa.  (radio 
tubes),  weekly  half  hour  studio  period 
featuring  former  song  hits;  Andrew 
Jergen  Co.,  Cincinnati  (soaps),  Sun- 
day half  hour  dance  period  titled 
"Woodbury  Cavaliers",  through  Len- 
nen  &  Mitchell,  Inc.,  New  York;  Earl 
Ferris  Nursery  Co.,  Hampton,  la. 
(seeds  and  plants),  Sunday  half  hour 
string  ensemble,  "Ferris  Nursery 
Men",  with  offerings  of  plants,  bushes, 
trees  or  sprouts  for  fan  response, 
through  Lessing  Advertising  Co.,  Des 
Moines;  Dayton  Rubber  Mfg.  Co., 
Dayton,  O.,  Sunday  half  hour  musical 
period,  through  The  Geyer  Co.,  Day- 
ton. 

WHEC,  Rochester,  N.  Y.,  reports  the 
following  new  accounts:  Sunny  -  Sol 
Co.,  LeRoy,  N.  Y.,  15-minute  tran- 
scription once  a  week,  Hughes-Wolf, 
Rochester;  Hotel  Governor  Clinton, 
New  York,  spot  announcements  daily, 
Rose-Martin ;  Massachusetts  Mutual 
Life  Insurance  Co.,  15-minutes  week- 
ly, Stewart-Hanford  and  Frohman; 
Nu-Erb  Medicine  Co.,  spot  announce- 
ments, direct;  Greyhound  Bus  Lines, 
daily  announcements,  R.  E.  Cochran, 
Cleveland;  Columbia  Pictures  Corp., 
New  York,  announcements  daily,  Biow 
Co.,  New  York;  Harris  Seed  Farms, 
Coldwater,  N.  Y.,  gardening  talk 
daily,  direct;  Detroit  White  Lead 
Works,  Chicago,  daily  announcements, 
SHE;  Acme  White  Lead  &  Color 
Works,  Detroit,  spot  announcements, 
Hutchins  Advertising  Co. 
KFEQ,  St.  Joseph,  Mo.,  reports  the 
following  new  accounts:  Indiana  Bo- 
tanic Gardens,  Hammond,  Ind.  (alma- 
nac), three  1-minute  announcements, 
SHB;  Norclay  Corp.,  Kansas  City, 
Mo.  (auto  polish),  daily  announce- 
ments, direct;  Dr.  Hayes  Ass'n,  Kan- 
sas City,  Mo.  (proprietary  product), 
daily  announcements,  Hogan  Advertis- 
ing Co.,  Kansas  City;  Erl  Chemical 
Co.,  Des  Moines  (proprietary  product), 
daily  announcements,  direct;  Beu-D- 
Ray  Co.,  Kansas  City,  Mo.  (Sunshine 
Cream),  quarter  hour  6  days  a  week. 
Service  Advertising  Co.,  St.  Joseph, 
Mo.;  United  Remedies  Co.,  Chicago 
(Kolorbak),  7  announcements  weekly, 
1  year,  SHB;  Marshall  Canning  Co., 
Marshalltown,  la.  .  -AB^^n  Beauty 
Beans),  5-minute  .ytyaffseriptions  5 
days  a  week,  Coolid^e  Advertising  Co., 
Des  Moines;  I.  D.  Russell  Co.,  Kansas 
City,  Mo.  (poultry  remedies),  co-spon- 
sorship of  poultry  program  6  days  a 
week,  direct. 

lODENT  CHEMICAL  Co.,  Detroit, 
(toothpaste)  on  March  20  added  four 
Pacific  coast  stations  to  those  broad- 
casting "The  Adventures  of  Detectives 
Black  and  Blue"  via  transcriptions, 
and  a  fifth  on  March  27.  They  are: 
KPO,  San  Francisco;  KOL,  Seattle; 
KOIN,  Portland;  KHQ,  Spokane,  and 
KNX,  Los  Angeles.  Account  is  hand- 
led by  Earnshaw-Young,  Inc.,  Los  An- 
geles. 

PHILIP  MORRIS  &  Co.,  New  York 
(Marlboro  cigarettes),  on  March  6 
started  "Marlboro  Band  of  Distinc- 
tion" with  Ranny  Weeks  on  WNAC, 
Boston,  three  nights  weekly  to  June 
2,  with  WEAN,  Providence,  carrying 
program  also  two  nights  weekly;  The 
Biow  Co.,  New  York,  handles  account. 

H.  J.  HEINZ  Co.,  Pittsburgh,  Pa. 
(Rice  Flakes),  is  sponsoring  the  "Tar- 
zan"  transcriptions  for  a  six  weeks 
test  daily,  except  Sunday,  over  WJAR, 
Providence,  R.  I.;  KMBC,  Kansas 
City,  and  CKOK,  Windsor,  Ont.;  hand- 
led by  Maxon,  Inc.,  Detroit. 


WCAE,  Pittsburgh,  reports  the  follow- 
ing national  accounts:  Beech  -  Nut 
Packing  Co.,  New  York  (coffee),  tran- 
scriptions five  nights  weekly,  1  year, 
SHB;  Rumford  Chemical  Co.,  Rum- 
ford,  R.  I.  (baking  powder),  transcrip- 
tion once  weekly,  2  months,  SHB; 
lodent  Chemical  Co.,  New  York 
(toothpaste),  transcriptions  3  times 
weekly,  10  months,  SHB;  Maryland 
Pharmaceutical  Co.,  Baltimore  (cold 
remedy),  studio  program  twice  week- 
ly, 1  month,  Joseph  Katz  Co.,  Balti- 
more; Daggett  &  Ramsdell,  New  York, 
(cosmetics)  studio  program  15  times, 
McCann-Erickson,  New  York;  Wom- 
an's Home  Companion,  New  York, 
studio  program  once  a  week,  10 
months,  Martin-Pilling-Shaw,  Philadel- 
phia; Foulds  Milling  Co.,  New  York, 
(macaroni)  transcription  5  times 
weekly,  6  months,  WBS;  General  Mills 
Co.,  Minneapolis,  transcriptions,  WBS; 
Edna  Wallace  Hopper,  Chicago,  (cos- 
metics) three  times  weekly,  2  months, 
WBS. 

WTMJ,  Milwaukee,  reports  the  follow- 
ing accounts:  A.  C.  Spark  Plug  Co., 
Flint,  Mich.,  announcements,  Camp- 
bell-Ewald  Co.,  Detroit;  Stanco,  Inc., 
(Nujol)  5-minute  transcriptions  five 
times  weekly,  McCann-Erickson,  New 
York;  Edna  Wallace  Hopper,  Chicago, 
(cosmetics)  5  -  minute  transcriptions 
twice  weekly,  Blackett-Sample-Hum- 
mert,  Inc.,  Chicago;  General  Mills, 
Inc.,  Minneapolis,  (Gold  Medal  flour) 
quarter  hour  studio  programs  twice 
weekly,  McCord  Co.,  Minneapolis,  also 
(Bisquick)  5-minute  transcriptions  on 
varying  schedule,  direct. 

WFBR,  Baltimore,  reports  the  follow- 
ing new  accounts:  B.  F.  Goodrich 
Rubber  Co.,  Akron,  through  Ruth- 
rauff  &  Ryan,  New  York;  Princess  Pat, 
Ltd.,  Chicago  (cosmetics)  ;  Miller 
Rubber  Co.,  Akron  (drug  sundries)'; 
Charms  Co.,  Newark,  N.  J.  (confec- 
tionery). 

JENKINS  MUSIC  Co.,  Kansas  City, 
Mo.,  is  now  sponsoring  the  "Kansas 
City  Kiddies  Revue",  a  children's  fea- 
ture broadcast  formerly  as  a  sustain- 
ing feature  on  WHB,  Kansas  City. 
Charles  Lee  Adams,  of  New  York,  is 
director  of  the  program  which  encour- 
ages amateur  juvenile  talent. 


NEW  ACCOUNTS  on  WIP-WFAN, 
Philadelphia:  Announcements  on  Town 
Tattler  and  Magazine  of  the  Air  by 
the  following:  John  C.  Baker  Co., 
Liver  Oil  Co.,  Quaker  Optical  Co., 
Philadelphia  Gas  Works,  Philadelphia 
Medical  Center,  Kridos  Institute,  Sta- 
Shine  Co.,  Dodge  Motor  Co.,  Hupmo- 
bile  distributors,  Walkeasy  Shoe  Shop, 
Full  Fashioned  Hosiery  Knitters 
Union,  Philadelphia,  15-minute  talks 
on  union  labor;  Pennsylvania  Museum 
of  Art,  5-minute  semi-weekly  talks. 
Renewals  reported:  Abbotts  Dairies, 
Philadelphia,  1  year;  Justrite  Bird 
Seed,  Milwaukee;  My-T-Fine  Corp., 
(desserts)   Brooklyn,  N.  Y. 

WGN,  Chicago,  has  sold  the  broadcasts 
of  the  Cubs  and  the  Sox  baseball 
games  at  home  during  the  1933  season 
to  the  Walgreen  Drug  Stores,  Chicago; 
handled  direct.  Other  WGN  accounts 
include  a  renewal  of  Lambert  Phar- 
maceutical Co.,  St.  Louis  (Listerine 
Toothpaste),  with  "Uncle  Quin's  Skal- 
awags"  for  an  indefinite  period;  pro- 
gram runs  a  quarter  hour  six  days  a 
week,  handled  by  Lambert  &  Feasley, 
New  York.  Another  renewal  is  Atlas 
Brewing  Co.,  Chicago  (Atlas  Special 
Brew),  for  "Headlines  of  Other 
Days",  5  minutes  daily,  half  hour  Sun- 
days; handled  by  McJunkin,  Chicago. 

KYW,  Chicago,  has  sold  announce- 
ments five  times  a  day  on  Tuesdays 
and  Thursdays,  and  a  quarter  hour 
record  musical  on  Sunday  mornings  to 
Bowey's  Inc.,  Chicago  (candies  and  ex- 
tracts) ;  handled  by  C.  Wendel  Muench, 
Chicago.  Ex-Lax,  Inc.,  New  York 
(medical),  has  placed  single  announce- 
ments on  Mondays  and  Fridays,  thru 
WBS  and  Joseph  Katz,  Baltimore. 
Paris  Medicine  Co.,  St.  Louis  (Grove's 
Laxative  Bromo  Quinine)  has  renewed 
weather  announcements,  effective 
April  2,  for  an  indefinite  period;  hand- 
led by  Stack,  Goble  Co.,  Chicago. 

PRIMA  BREWING  Co.,  Chicago 
(Prima  Special  Brew),  is  sponsoring 
the  home  games  of  the  Chicago  Cubs 
baseball  club  for  the  1933  over  WBBM, 
Chicago,  with  Pat  Flanagan  announc- 
ing, and  the  home  games  of  the  Chi- 
cago White  Sox  over  WJKS,  Gary, 
Ind.,  with  John  O'Hara  announcing; 
handled  direct. 


NEW  ACCOUNTS  on  WFAA,  Dallas, 
and  WBAP,  Fort  Worth:  Plough  Sales 
Corp.,  Memphis,  Tenn.,  daily  announce- 
ment, 1  year,  through  Lake,  Splro, 
Cohn,  Inc.,  Memphis;  Three  Minute 
Cereals  Co.,  Cedar  Rapids,  la.  (re- 
newal), 15-minute  transcriptions, 
Blackett  -  Sample  -  Hummert,  Chicago, 
Western  Grocery  Co.,  Marshalltown, 
la.  (renewal)  5-minute  transcriptions, 
Coolidge  Advertising  Agency,  Des 
Moines;  Vick  Chemical  Co.,  Greens- 
boro, N.  C.  (Vick's  Vapo-Rub),  an- 
nouncements 3  times  daily,  Thompson- 
Koch  Co.,  Cincinnati;  Fant  Milling 
Co.,  Sherman,  Tex.,  quarter  hours  3 
times  weekly.  Crook  Advertising 
Agency,  Dallas;  Buick-Oldsmobile-Pon- 
tiac  Sales  Co.,  Detroit,  100-word  an- 
nouncements, Campbell-Ewald  Co.,  De- 
troit; Bristol-Myers  Co.,  New  York 
(toilet  articles),  15-minute  transcrip- 
tions, 1  year.  Pedlar  &  Ryan,  Inc., 
New  York;  Piggly-Wiggly  (Safeway) 
Stores,  Oakland,  Cal.,  15-minute  tran- 
scriptions, 1  year,  Botsford,  Con- 
stantino &  Gardner,  San  Francisco; 
Collin  County  Elevator  Co.,  McKin- 
ney,  Tex.,  "Tarzan"  transcriptions, 
Brennan  -  Brown  -  Racey  Co.,  Dallas- 
Affiliated  Products,  Inc.,  Chicago, 
(beauty  preparations),  renewal,  tran- 
scriptions, Blackett-Sample-Hummert, 
Inc.,  Chicago;  A.  C.  Spark  Plug  Co., 
Flint,  Mich.,  announcements  twice 
daily,  Campbell-Ewald  Co.,  Detroit; 
Inter-State  Cotton  Oil  Co.,  Sherman, 
Tex.,  quarter  hour  3  times  weekly,  1 
year,  Crood  Advertising  Agency,  Dal- 
las; Kolynos  Co.,  New  Haven,  (tooth- 
paste) announcements  3  times  weekly; 
Stanco,  Inc.,  New  York,  (Nujol)  5- 
minute  transcriptions  3  times  weekly, 
Edward  Petry  &  Co.,  New  York;  Mil- 
ler Rubber  Products  Co.,  Akron,  O., 
100-word  announcements  daily  except 
Sunday,  Lang,  Fisher  &  Kirk,  Cleve- 
land; Lambert  Pharmacal  Co.,  New 
York,  5-minute  transcriptions,  Monday 
through  Friday,  Lambert  &  Feasley, 
New  York;  Columbia  Pictures  Corp., 
New  York,  announcements  4  times 
weekly,  Biow  Co.,  New  York. 

WMAQ,  Chicago,  reports  Loudon 
Packing  Co.,  Terre  Haute,  Ind.  (Dog- 
gie Dinner  dog  food),  sponsoring  Har- 
vey Hays  in  dog  stories,  15  minutes 
Tuesdays  and  Fridays  for  13  weeks 
from  March  21;  handled  by  Matteson, 
Fogarty-Jordan,  Chicago.  Bauer  & 
Black,  Chicago  (Blue  Jay  Corn  Plast- 
ers), sponsoring  Jimmy  Kemper  and 
male  trio  15  minutes  Monday,  Wed- 
nesday and  Friday  mornings  for  15 
weeks  from  March  15;  handled  by 
Needham,  Louis  &  Brorby,  Chicago. 
P.  Beirsdorf  &  Co.,  New  York  (Nivea 
Creme),  has  renewed  "Dan  and  Syl- 
via", 15  minute  sketch,  5  nights  a 
week  for  indefinite  period;  handled  by 
Federal  Advertising  Agency,  New 
York. 

WHAM,  Rochester,  N.  Y.,  reports  the 
following  national  accounts:  Beech- 
Nut  Packing  Co.,  New  York,  SHB; 
Kendall  Refining  Co.,  Landsheft  ad- 
vertising agency,  Buffalo;  Stanco, 
Inc.,  New  York,  (Nujol)  Stewart, 
Hanford  and  Frohman;  Widmer's 
Wine  Cellars;  Edna  Wallace  Hopper, 
Chicago,  (beauty  preparations;  Phillips 
Dental  Magnesia,  New  York;  Louis 
Phillippe,  Inc.,  Chicago,  (beauty  prep- 
arations), WBS. 

WLS,  Chicago,  reports  General  Lab- 
oratories, Inc.,  Madison,  Wis.  (chick 
germicide),  sponsoring  quarter  hour 
programs  Wednesday  mornings,  fea- 
turing Martha  Crane  and  William 
Miller,  tenor,  for  indefinite  period; 
handled  by  L.  W.  Ramsey,  Chicago. 

WAAF,  Chicago,  reports  F.  E.  Barr 
&  Co.,  Chicago,  (Boracetine  tooth 
paste)  sponsoring  three  5  -  minute 
social  advisor  features  weekly  for  13 
weeks;  handled  direct.  Lora  Lee 
Beauty  Shops,  Chicago  (depilatory 
pad),  sponsoring  5-minute  periods  6 
days  a  w«ek  for  18  weeks;  handled 
direct. 

WJJD,  Chicago,  reports  Hermafil  Co., 
Detroit  (tonic),  sponsoring  Billy  Sun- 
shine in  -six  15-minute  periods  a  week 
for  13  weeks;  handled  direct. 
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A  RADIO  PRODIGY— Seated  at  the  typewriter,  listening  in  on  her 
dad's  "ham"  station,  is  8  year-old  Jean  Hudson,  of  Laurel,  Del.,  who 
astonished  Radio  Inspector  G.  E.  Sterling  the  other  day  by  copying  text 
at  the  rate  of  15-words  per  minute.  She  said-  she  could  pass  the  amateur 
examination,  except  that  she  can't  draw  a  circuit  diagram.  At  the  left 
is  Jean's  big  brother,  Roland,  who  at  14  is  the  licensee  of  his  own  port- 
able amateur  station.  Note  the  pop-bottle  insulator  at  top  right  used 
by  W3BAK,  licensed  to  Jean's  dad,  Edgar  L.  Hudson. 
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WBBM,  Chicago,  reports  Goodrich 
Rubber  Co.,  Akron,  0.,  sponsoring  5- 
minute  transcriptions  six  nights  a  week 
for  period  from  March  20  to  April  4; 
through  WBS,  New  York.  J.  Oliver 
Johnson  Co.,  Chicago  (grass  seed), 
sponsoring  15-minute  transcriptions 
Thursday  and  Friday  nights  and  Sun- 
day afternoons,  for  indefinite  period; 
handled  by  McJunkin,  Chicago.  Na- 
tional Tea  Co.,  Chicago  (food  stores), 
has  renewed  Jean  &  Charlie  and  Vir- 
ginia Clark  in  daily  morning  quarter- 
hour  programs  for  13  weeks;  handled 
direct.  WBBM  also  reports  signing 
Central  Renting  Service  of  Chicago 
Title  &  Trust  Co.,  sponsoring  Jack 
Brooks,  tenor,  three  mornings  a  week 
for  an  indefinite  period;  handled  di- 
rect. 

SIGNAL  OIL  &  GAS  Co.,  Los  Ange- 
les, has  renewed,  over  a  selected  list 
of  California  stations,  the  "Tarzan" 
recorded  series  through  Logan  and 
Stebbins,  Los  Angeles  agency.  The 
new  series,  starting  March  13,  is  on 
the  basis  of  three  times  a  week  instead 
of  five  times  as  in  the  first  series. 

WIBO,  Chicago,  reports  Illinois  Meat 
Co.,  Chicago  (corned  beef  hash) ,  spon- 
soring Eddie  and  Fannie  Cavanaugh, 
radio  gossip  period,  for  half  hour  6 
afternoons  a  week;  handled  direct. 
Schulze  Baking  Co.,  Chicago  (Frigido 
biscuit  dough),  sponsoring  daily  morn- 
ing quarter  hour  program  for  indefi- 
nite period;  handled  direct. 

KGVO,  Missoula,  Mont.,  reports  sign- 
ing the  Seiberling  Singers,  sponsored 
by  the  Continental  Oil  Co.,  Ponca  City, 
Okla.  (Conoco  gasoline)  through  local 
dealers  and  renewing  contract  for 
three  quarter  hours  weekly  for  the 
Missoula  Building  and  Loan  Associa- 
tion. 

BOWEY'S,  Inc.,  Chicago,  (candies  and 
extracts)  is  making  one-minute  test 
announcements  for  a  chocolate  drink 
on  WGES  and  WMAQ,  Chicago;  hand- 
led by  C.  Wendel  Muench,  Chicago. 

KNOX  COMPANY,  Kansas  City  (Cys- 
tex  compound),  is  placing  a  15-min- 
ute transcription  weekly  on  WCKY, 
Covington,  Ky.,  titled  "Front  Page 
Headlines". 


NETWORK  ACCOUNTS 


TIDE  WATER  OIL  SALES  Corp., 
New  York  (Tydol  and  Veedol),  on 
April  3  renews  Dolph  Martin's  orches- 
tra and  Travelers  Quartet,  on  11  basic 
and  5  supplementary  CBS  stations, 
Mondays,  Wednesdays  and  Fridays, 
7:30-7:45  p.m.  Lennen  &  Mitchell, 
Inc.,  New  York,  handles  account. 

CLIQUOT  CLUB  Co.,  Millis,  Mass. 
(ginger  ale) ,  on  April  24  renews 
Harry  Rieser's  dance  orchestra  and 
vocalists  on  basic  NBC-WJZ  network 
except  WSYR,  Mondays,  8-8:30  p.m., 
13  weeks.  Danielson  &  Son,  Provi- 
dence, R.  I.,  handles  account. 

R.  B.  DAVIS  Co.,  Hoboken,  N.  J. 
(Davis  Baking  Powder),  on  April  4 
renews  "Mystery  Chef"  on  NBC- 
WEAF  network  up  to  and  including 
Cincinnati,  Tuesdays  and  Thursdays, 
10:10-15  a.m.,  13  weeks.  Ruthrauff  & 
Ryan,  New  York,  handles  account. 

THE  CENTAUR  Co.,  New  York 
(Fletcher's  castoria),  has  extended 
contract  for  "Pages  of  Romance"  on 
NBC-WJZ  network,  Sundays,  5:30-6 
p.m.,  to  include  13  weeks  from  Oct.  8. 
Young  &  Rubicam,  New  York,  handles 
account. 

CHAPPELL  BROTHERS,  Rockford, 
111.  (dog  foods),  has  renewed  "Rin  Tin 
Tin  Thrillers",  Thursdays,  7:15-7:30 
p.m.,  effective  March  30,  52  weeks, 
over  11  NBC-WJZ  stations;  handled 
by  Rogers  &  Smith,  Chicago. 

RIED  MURDOCH  &  Co.,  Chicago 
(food  distributors),  has  renewed  the 
"Monarch  Mystery  Tenor"  and  Charles 
Gilchrest,  Sundays  1  to  1:15  p.m.,  I'S 
weeks,  effective  April  2,  over  26  NBC- 
WJZ  stations;  handled  by  Rogers  & 
Smith,  Chicago. 


SWIFT  &  Co.,  Chicago  (Formay  short- 
ening), is  using  12  western  CBS  sta- 
tions in  a  new  campaign  to  "make  bet- 
ter cooks",  backed  by  comic  -  strip 
newspaper  copy.  Account  is  handled 
by  J.  Walter  Thompson  Co.,  Los  An- 
geles. 

CHEVROLET  MOTOR  CAR  Co.,  De- 
troit, has  extended  its  contract  for  an 
NBC-WEAF  network,  with  Jack  Ben- 
ny, for  5  weeks  to  May  12,  Fridays, 
10-10:30  p.m. 

LAMBERT  PHARMACAL  Co.,  St. 
Louis  (Listerine),  has  postponed  start- 
ing date  of  "The  Sizzlers"  on  an  NBC- 
WJZ  network  one  week.  Feature  will 
start  April  3  and  will  run  15  times  to 
April  21,  Mondays,  Wednesdays  and 
Fridays,  12-12:15  p.m.,  and  Tuesdays 
and  Thursdays,  5-5:15  p.m. 

LAMONT  CORJiISS  &  Co.,  New  York 
(Nestle's  chocolate),  has  renewed  Phil 
Spatalny's  orchestra  heard  , Friday 
nights  on  an  NBC-WEAF  network  for 
13  weeks  from  March  31. 

WORCESTER  SALT  Company's  pro- 
gram on  NBC-WJZ,  Paul  Victorine's 
orchestra,  Saturdays,  7:30-7:45  p.m., 
has  been  extended  for  6  weeks  up  to 
and  including  May  13. 

GENERAL  FOODS  Corporation's 
"Captain  Henry's  Show  Boat"  on 
NBC-WEAF  network,  will  stage  re- 
peat programs  from  New  York  stu- 
dios from  1-2  a.m.,  EST,  May  4  and 
thereafter,  for  the  following  western 
stations:  KGO,  KFI,  KGW,  KOMO, 
KHQ,  KPSD,  KTAR,  KOA  and  KDYL. 

THE  BAYER  Co.,  New  York,  (as- 
pirin) on  April  16  renews  its  "Amer- 
ican Album  of  Familiar  Music"  pro- 
gram on  an  NBC-WEAF  network, 
Sundays,  9:30-10  p.m.,  13  weeks. 
Blackett-Sample-Hummert,  Inc.,  Chi- 
cago, handles  account. 

NOURSHINE  MFG.  Co.,  Los  Angeles 
(hair  tonic),  has  been  added  as  spon- 
sor of  a  new  domestic  science  series 
over  the  NBC-KGO  network,  titled 
"Ann  Warner's  Chats  With  Her 
Neighbors",  with  Alma  LaMarr.  The 
other  sponsor  is  Health  Food  Stores, 
San  Francisco.  D.  Ghirardelli  Co., 
San  Francisco  (chocolate  and  cocoa), 
has  renewed  its  time  on  the  Magazine 
of  the  Air  morning  household  feature, 
from  which  Roman  Meal  Co.,  Seattle, 
has  withdrawn.  The  NBC-KGO  net- 
work has  also  lost  the  "Dr.  Dick" 
serial  sponsored  by  the  Centaur  Co., 
New  York  (Castoria) ;  it  was  dropped 
in  favor  of  the  network  program  from 
New  York. 

WESTERN  AUTO  SUPPLY  Co.,  Los 
Angeles,  with  more  than  150  retail 
outlets  in  the  west,  late  in  March  in- 
augurated a  weekly  program  from 
KHJ,  Los  Angeles,  over  the  Don  Lee 
network  in  California.  "America  Vic- 
torious" captions  the  program  which 
will  run  four  Sundays  as  a  test.  Ray- 
mond Paige  and  his  studio  orchestra 
furnish  the  musical  background. 

SOUTHWEST  Broadcasting  Co.,  with 
an  8-station  hookup  of  Texas  and  Ok- 
lahoma stations,  reports  the  following 
accounts  signed  for  its  network: 
Harold  F.  Ritchie  &  Co.,  New  York 
(Eno  salts),  "Eno  Crime  Club",  Mon- 
days and  Tuesdays,  9-9:30  p.m., 
through  N.  W.  Ayer  &  Son;  National 
Aid  Life  Ass'n,  Oklahoma  City  (auto 
insurance),  "National  Aid  Rhythm 
Boys",  Tuesdays,  Thursdays  and  Sat- 
urdays, 7-7:15  p.m.,  direct;  Trinity 
Life  Insurance  Co.,  Fort  Worth,  Mon- 
days, 8:30-8:45  p.m,  direct;  Sal-O-Dent 
Laboratories,  St.  Louis  (Salomint 
toothpaste),  string  band,  daily  except 
Sunday,  7:45-8  p.m.,  direct. 

WHITE  STAR  REFINING  Co.,  De- 
troit (gas  and  oil),  on  March  27  ex- 
tends to  the  7-station  Michigan  State 
Network  its  "White  Star  Reporter" 
digest  of  the  day's  late  news  by  Rob- 
ert J.  True,  originally  sponsored  on 
WXYZ,  Detroit.  Program  is  scheduled 
each  weekday  at  6:30  p.m. 


TRANSCRIPTIONS 


NATIONAL  accounts  placing  tran- 
scriptions on  various  stations  in  re- 
cent weeks  are  reported  by  National 
Advertising  Records  as  follows: 
Alderika  Co.,  St.  Paul  (medicine). 
Aetna  Casualty  &  Insurance  Co.,  Hart- 
ford. 

American  Macaroni  Mfgrs.,  Minne- 
apolis. 

American  Popcorn  Co.,  Chicago. 
Barnsdall  Refineries,  Oklahoma  City. 
Beech-Nut  Packing  Co.,  Canajoharie, 
N.  Y. 

Bristol-Myers  Co.,  New  York  (In- 
gram's Milkweed  Cream). 

Carleton  &  Hovey  Co.,  Lowell,  Mass. 
(Father  John's  Medicine). 

J.  C.  Eno,  Ltd.,  New  York  (Eno  Salts). 

Folger  Coffee  Co.,  San  Francisco. 

Foulds  Milling  Co.,  Chicago  (maca- 
roni and  spaghetti). 

General  Foods  Corp.,  New  York  (cook- 
ing school). 

General  Mills,  Inc.,  Minneapolis  (Bis- 
quick). 

General  Mills,  Inc.,  Minneapolis  (Gold 
Medal  Flour  and  Wheaties  Cereal). 

Great  Atlantic  &  Pacific  Tea  Co.,  New 
York  (foods). 

Grocery  Store  Products,  New  York 
(Toddy  chocolate  drink). 

Edna  Wallace  Hopper,  Chicago  (cos- 
metics) . 

Household  Finance  Corp.,  Chicago 
(financial) . 

Hygrade  Sylvania  Corp.,  Emporium, 
Pa.  (radio  tubes) . 

lodent  Chemical  Co.,  New  York  (tooth- 
paste). 

Loose-Wiles  Biscuit  Co.,  Long  Island 
City,  N.  Y.  (Sunshine  biscuits). 

J.  W.  Marrow  Co.,  Chicago  (Marrow- 
Oil  shampoo) . 

Minit-Rub  Co.,  St.  Louis,  Mo.  (medi- 
cal product). 

Musterole  Co.,  Cleveland. 

National  Oil  Products,  Inc.,  Harrison, 
N.  J.  (shampoo). 

Parkelt  Co.,  San  Francisco  (tonic). 

Louis  Phillippe,  Inc.,  Chicago  (cos- 
metics) . 

Rio  Grande  Oil  Co.,  Los  Angeles  (gas 
and  oil). 

Rochester  Packing  Co.,  Rochester,  N. 

Y.  (meats). 
Roman    Meal     Co.,     Seattle,  Wash. 

(cereal). 

Rumford  Chemical  Co.,  Rumford,  R.  I. 
(baking  powder) 

Safeway  Stores,  Oakland,  Cal.  (gro- 
ceries) . 

Sperry  Flour  Co.,  San  Francisco. 

Stanback  Co.,  Atlanta  (headache 
remedy). 

Stanco,  Inc.,  New  York  (Nujol). 

Standard  Homeopathic  Pharmacy,  Los 
Angeles  (medicine). 

Sterling  Products  Co.,  Wheeling,  W. 
Va.  (Cascarets). 

Three  Minute  Cereals  Co.,  Cedar  Rap- 
ids, la. 

Washington,  G.  Coffee  Co.,  New  York. 
Watch   Tower  Society,  Brooklyn,  N. 

Y.  (Judge  Rutherford). 
Western  Grocery   Co.,  Marshalltown, 

la.  (Brown  Beauty  beans). 
Wyeth  Chemical  Co.,  New  York  (Hill's 

Cascara  Quinine). 


Ad  Club  Hears  James 

MERCHANDISING  tieups  with  ra- 
dio programs  will  be  discussed  be- 
fore the  Radio  Advertising  Group 
of  the  Advertising  Club  of  New 
York  at  its  next  round  table  meet- 
ing at  noon,  Wednesday,  April  5. 
The  speaker  will  be  E.  P.  H. 
James,  sales  promotion  manager 
of  NBC.  Walter  Neff,  of  WOR, 
is  conducting  the  radio  series. 


RADIO  and  automotive  interests 
have  combined  to  fight  a  bill  intro- 
duced in  the  Pennsylvania  legisla- 
ture to  prohibit  radios  in  automo- 
biles. 


PROSPECTS 


JAMES  A.  AICARDI  &  SONS,  Bos- 
ton (I-Car-De  Mayonnaise),  will  use 
radio  with  newspapers  and  posters  in 
a  campaign  to  be  handled  by  The  Mit- 
chell Co.,  Boston. 

JACOB  RUPPERT  BREWERY,  New 
York,  has  announced  a  $500,000  ad- 
vertising campaign  to  be  handled  by 
the  H.  E.  Lesan  Co.,  New  York. 
Media  have  not  yet  been  selected. 

ALL-STATE  INSURANCE  Company, 
subsidiary  of  Sears  Roebuck  &  Com- 
pany, Chicago,  is  considering  the  use 
of  spot  announcements  on  a  few  sta- 
tions. E.  H.  Brown  Advertising 
Agency,  Chicago,  is  handling  account. 

THE  EOPA  Co.,  San  Francisco  (pro- 
prietary medicines)  will  use  radio  with 
newspapers  and  magazines  in  a  new 
campaign  to  be  handled  by  the  Guen- 
ther-Bradford  Co.,  Los  Angeles  agency. 

CLEVELAND  &  BUFFALO  Transit 
Co.,  Cleveland  (steamship  lines)  will 
use  radio  with  newspapers  and  maga- 
zines in  its  seasonal  campaign,  to  be 
h  a  n  dl  e  d  by  Hubbell  Advertising 
Agency,  Cleveland. 


AGENCIES  AND 
REPRESENTATIVES 


IN  THE  REPORT  in  the  March  15 
issue  of  Broadcasting  regarding  the 
suspension  of  Chesterfield  account  on 
CBS  April  15,  it  was  erroneously 
stated  that  the  account  is  handled  by 
Lennen  &  Mitchell,  Inc.,  New  York. 
That  agency  does  not  handle  this  ac- 
count, but  handles  the  Old  Gold  ac- 
count. Newell-Emmett  Co.,  New  York, 
handles  the  Chesterfield  account. 

L.  D.  FERNALD,  former  general  man- 
ager of  the  Evans  Publishing  Corp., 
New  York,  and  for  10  years  assistant 
general  manager  of  the  Conde  Nast 
publications,  has  joined  the  New  York 
office  of  Scott  Howe  Bowen,  Inc.,  as 
vice  president. 

KARL  KNIPE,  sales  manager  of  CBS, 
and  Alfred  J.  McCosker,  director  of 
WOR,  have  been  appointed  to  the  pub- 
licity committee  for  the  1933  conven- 
tion of  the  Advertising  Federation  of 
America  to  be  held  in  Grand  Rapids, 
May  25-28.  The  committee  is  headed 
by  C.  C.  Younggreen,  executive  vice 
president  of  Reincke  -  Ellis  -  Young- 
green  &  Finn,  Chicago  agency. 

YOUNG  &  RUBICAM,  Inc.,  New 
York,  has  announced  the  appointment 
of  William  R.  Stuhler  to  take  charge 
of  radio  activities. 

NOBERT  BBEREND,  formerly  with 
CBS  and  later  with  the  U.  S.  Adver- 
tising Corp.,  has  been  appointed  vice 
president  in  charge  of  radio  by 
Reincke  -  Ellis  -  Younggreen  &  Finn, 
Chicago  agency. 

GERARD  B.  McDERMOTT,  former 
general  manager  of  the  Vitaglo  Mo- 
tion Picture  Corp.,  has  joined  the  sales 
staff  of  the  Chicago  office  of  World 
Broadcasting  System. 

JAMES  E.  DAVIDSON,  Jr.,  formerly 
with  Lord  &  Thomas  in  New  York, 
has  joined  Bozell  and  Jacobs,  Inc., 
Omaha  agency,  as  account  executive. 
His  first  merchandising  campaign  is 
for  Excelsior  Springs  Natural  Cry- 
stals. 

EARL  A.  MEYER,  formerly  manager 
of  the  press  bureau  of  the  J.  Walter 
Thompson  Co.  in  Cincinnati,  has  been 
appointed  publicity  manager  for  the 
Thompson-Koch  Co.,  Cincinnati.  He 
was  at  one  time  co-publisher  of  Radio 
AND  Entertainment.  In  his  new  po- 
sition he  will  be  in  charge  of  mer- 
chandising publicity  for  Sterling  Prod- 
ucts, Inc. 

H.  C.  BERNSTEIN,  head  of  the  Bern- 
stein Advertising  Agency,  Los  Ange- 
les, addressed  the  NBC-KPO  network 
audience  on  radio's  service  to  the  pub- 
lic and  to  the  advertiser  March  20.. 
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IOWA   HAS  ELEVEN   COMMERCIAL   RADIO   STATIONS-  BUT 


ONE  Station...WOC-WHO 


'5QOOOWatts,Full-Tinie,Cleared-Channel- 

Has  92%  ^tTOTAL  S  POWER 


IN  no  other  state  in  the  Union  does 
the  advertiser  secure  such  a  tre- 
mendous power  advantage  as  of- 
fered by  WOC-WHO  in  Iowa. 

The  total  radio  power  output  li- 
censed for  commercial  broadcasting 
in  Iowa  is  54,000  watts  for  evening 
hours.  Of  this,  92  per  cent — or 
50,000  watts— is  used  by  WOC- 
WHO,  as  compared  with  a  total  of 
4,000  watts  divided  among  the  ten 
other  commercial  radio  stations  in 
the  state. 

In  Iowa,  high-powered  broadcast- 
ing is  necessary  to  secure  sales  at 
lowest  cost. 


\ 


In  contrast  to  many 
sales  territories,  Iowa 
is  not  dominated  by 
one  or  two  cities.  With 
50,000  watts,  WOC- 
WHO  covers  scores  of 
cities  and  hundreds  of  small  towns 
in  all  of  Iowa  and  adjoining  states. 
This  coverage  is  needed  to  do  a 
good  selling  job. 

For  rates  and  detailed  information, 
write,  wire  or  phone 


CENTRAL  BROADCASTING  CO. 

DAVENPORT  DES  MOINES 

1002  Brady  Street  914  Walnut  Street 

Phone  3-3251 


MIHNEAPOUS*  }  (J) 

X  wls-wewr\ 

)                   woe                         }  CHICAGO* 
\                      *  ^ 

1           WHO  < 

1                         KMOX^  ] 
I                       ST.UKJ.S^  / 

Map    of    50    kw.    transmitters  in 
Middle  West,  showing  advantage  in 
location    of  WOC-WHO. 
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FRED  M.  JORDAN  has  succeeded 
Carl  M.  Heintz  as  vice  president  and 
general  manager  of  the  Los  Angeles 
office  of  Hanff-Metzger,  national  ad- 
vertising agency.  Announcement  was 
made  in  Los  Angeles  during  March 
upon  the  arrival  of  Joseph  A.  Hanff, 
president,  from  New  York.  Jordan 
will  have  charge  of  Pacific  coast  oper- 
ations for  the  agency. 

McJUNKIN  Advertising  Co.,  Chicago, 
has  been  appointed  to  handle  the  ac- 
count of  the  Atlas  Brewing  Co.,  Chi- 
cago, according  to  an  announcement 
by  Y.  H.  Chalifoux,  Atlas  advertising 
manager. 

GEROLD  M.  LAUCK,  vice  president 
and  director  of  N.  W.  Ayer  &  Son, 
has  been  appointed  manager  of  the 
New  York  office,  succeeding  James  N. 
Mathes,  resigned. 

PREMIER-PABST  SALES  Co.,  720 
No.  Michigan  Ave.,  Chicago,  is  the 
new  name  of  the  Premier  Malt  Sales 
Co.,  sponsors  of  Ben  Bernie's  Blue 
Ribbon  Malt  programs.  Change  is  in 
name  only,  resulting  from  recent  mer- 
ger with  the  Pabst  Corp.,  Milwaukee. 

BURNET-KUHN  Advertising  Co.,  520 
No.  Michigan  Ave.,  Chicago,  has  been 
appointed  to  handle  the  advertising  of 
Allen-A  Co.,  Kenosha,  Wis.  (hosiery 
and  underwear). 

CRITCHFIELD  &  Co.,  CWcago  agency, 
will  liquidate  its  business  March  31 
and  reorganize.  Irving  B.  Allen  has 
resigned  as  vice  president  and  re- 
joined H.  W.  Kastor  &  Sons,  Chicago. 
Leroy  T.  Goble  has  left  Critchfield 
also  to  join  Earle  Ludgin,  Inc.,  Chi- 
cago. 

THE  DAVENPORT  (la.)  Advertisers 
Club  is  sponsoring  a  series  of  talks 
over  woe  on  the  value  of  advertising. 

COMMANDER-LARABEE  Corp.,  Min- 
neapolis (Airy  cake  flour  and  Kwik 
BisKit),  has  appointed  Addison  Lewis 
&  Associates,  Minneapolis,  to  handle 
its  advertising. 


STUDIO  NOTES 


ANOTHER  CLAIM  to  the  distinction 
of  being  the  oldest  commercial  pro- 
gram on  the  air  is  made  by  WOC- 
WHO,  Davenport-Des  Moines,  for  the 
Crescent  Macaroni  and  Cracker  Co., 
which  presents  an  hour  of  music  each 
week.  On  March  3,  WOC-WHO  broad- 
cast the  593rd  consecutive  "Crescent 
Hour  of  Music",  according  to  D.  D. 
Palmer,  vice  president  of  WOC-WHO. 
He  adds  that  in  the  eight  years  the 
Crescent  Macaroni  and  Cracker  Co. 
has  been  on  the  air  it  has  done  prac- 
tically no  other  advertising,  except  a 
small  newspaper  display  with  radio 
programs.  Hugo  Schmidt,  president 
of  the  Crescent  company,  says:  "Radio 
has  unquestionably  made  Crescent 
products  household  bywords". 

A  LETTER  of  commendation  for  the 
production  of  Uncle  Remus  stories 
has  been  received  by  KMOX,  St.  Louis, 
from  Lucien  Harris,  son  of  Joel 
Chandler  Harris,  author  of  the  stories, 
according  to  J.  L.  Van  Volkenburg, 
director  of  operations.  Under  spon- 
sorship of  Purina  Mills  (Ralston 
cereal)  the  stories  are  dramatized 
three  times  weekly. 

"CUCKOO  CLOCK"  is  the  title  of  a 
daily  -  except  -  Sunday  program  from 
7:30  to  8  a.m.  on  WLBF,  Kansas  City, 
Kan.  An  announcer  gives  the  day  of 
the  week  and  the  time  every  three 
minutes.  The  program  is  made  up 
otherwise  of  phonograph  records  in- 
terspersed with  wisecracks  and  jokes. 

EACH  SUNDAY  afternoon  program 
of  the  Riverside  Monumental  Works, 
Macon,  Ga.,  is  dedicated  to  a  particu- 
lar town  or  community  within  the 
hearing  radius  of  WMAZ,  Macon,  and 
cards  are  sent  to  residents  of  the  com- 
munity announcing  the  program.  A 
mixed  quartet  provides  the  chief  en- 
tertainment. 


WITH  the  approach  of  warm  weather, 
engineers  at  WBT,  Charlotte,  N.  C, 
are  taking  every  precaution  against 
the  "bug  menace"  lest  the  station  be 
knocked  off  the  air  by  the  collision  of 
a  good-sized  insect  with  the  transmit- 
ter. By  flying  against  condenser 
plates  or  other  live  portions  of  the 
transmitter  a  bug  can  cause  a  short 
circuit,  although  the  insect  pays  the 
supreme  penalty  by  electrocution. 

A  GENERAL  ELECTRIC  model  kit- 
chen has  been  installed  in  a  glass-en- 
closed kitchen  at  KMOX,  St.  Louis, 
and  the  public  is  permitted  to  watch 
Miss  Ann  Walsh,  home  economic  ex- 
pert, prepare  foods  as  she  broadcasts 
each  morning  at  11  o'clock. 

WBT,  CBS  southern  key  station, 
Charlotte,  N.  C,  will  celebrate  its 
twelfth  anniversary  April  7  with  a 
full  day  and  night  program,  some  fea- 
tures of  which  will  originate  in  other 
CBS  stations. 

MRS.  FANNIE  BAILEY,  101  years 
old,  of  Albany,  was  introduced  to  the 
radio  audience  by  WOKO,  Albany, 
March  12  in  a  drama  written  about 
the  first  run  of  a  train  in  New  York 
state  in  1931  over  the  Mohawk  and 
Hudson  Railroad. 

ORGANIZATION  of  a  children's 
broadcasting  station  staff  is  a  feature 
of  the  Uncle  Quin's  children's  program 
on  WGN,  Chicago.  Some  of  the  fore- 
most radio  stars  are  being  imperson- 
ated by  the  youngsters. 

A  HIGHLY  successful  feature  of 
KFYR,  Bismarck,  N.  D.,  is  the  KFYR 
Radio  Lone  Scouts,  the  only  organiza- 
tion of  its  kind  in  America.  The  or- 
ganization has  its  own  band,  com- 
posed of  22  boys  and  their  older  in- 
structors, and  for  its  regular  broad- 
casts features  guest  stars  from  other 
programs  on  the  station. 

WLWL,  New  York,  has  been  holding 
open  house  at  its  new  studios  at  415 
West  Fifty-ninth  Street. 


WLW,  Cincinnati,  was  saved  from 
the  ravages  of  the  recent  flood  by  the 
efficient  operation*  of  the  village  fire 
department  of  Mason,  O.,  where  its  50 
kw.  transmitter  is  located.  After  more 
than  two  feet  of  water  had  filled  the 
high  voltage  room  of  the  plant  to  a 
point  where  but  six  more  inches  of 
water  would  have  "washed"  the  sta- 
tion off"  the  air,  the  fire  department 
was  called,  and  in  five  hours  its 
pumps  had  cleared  the  room  of  the 
back  water. 

ANOTHER  unit  consisting  of  12  peo- 
ple has  been  formed  for  the  WLS 
Barn  Dance  and  will  be  known  as  the 
"Merry-Go-Round  Company"  in  per- 
sonal appearances.  Various  units  of 
the  Chicago  station's  Barn  Dance 
group  are  making  personal  appear- 
ances in  midwest  cities,  returning 
periodically  to  the  Saturday  night 
broadcast  show  in  the  Eighth  Street 
Theater. 


"Voice  of  the  Alleghenies" 
\Itoona, 
Pennsylvania 


WM.  F.  GABLE  CO. 
Near  the  Famous 
Horse  Shoe  Curve 
•  •  • 

COVERS  CENTRAL 

PENNSYLVANIA 

with  population  area  of 
300,000. 

IN  THE  HEART 

of  rich  farming,  railroad  and 
mining  section. 

LOCAL  STATION 

that  gives  only  reliable  ser- 
vice available  in  a  forty  mile 
radius. 

Equipped  with  33  1/3  and  78 
r.p.m.  turntables. 


in  the  important 
U.S.  RETAIL 


MARKE 


AT  NO  EXTRA  COST 

With  the  announcement  of  increase  to  25^000  watts 
day-time  power^  KSTP  offers  to  advertisers  .... 

MORE  POWER-DIAL  FREEDOM-GREATER  RESULTS 

OUR  UNIQUE  POSITION- 


EXECUTIVE  OFFICES 
Hotel  St.  Paul,  St.  Paul,  Minn. 
CEdar  4400 

NEW  YORK  OFFICE 
Graybar  Building 
MOhawk  4-4999 

CHICAGO  OFFICE 
Free  &  Sleininger,  Inc. 
180  N.  Michigan  Ave.— Franklin  6373 


ONE 
STATION 


36 

STATIONS 


I500  KC 


500KC 


25.000WATTS 
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i 


WJSV's 
lO.OOO  WATTS 


and 


PROGRAMS 


DOMINATE 

GREATER 

WASHINCTON 


Nearly  9  out  of  every  10  homes  of  the  District  of 
Columbia  have  radios — the  highest  percentage  of 
any  state. 

This  heavy  concentration  is  a  reflection  of  the 
high  buying  power — even  in  these  times — of  the 
Nation's  Capital  and  its  rich  and  extensive  subur- 
ban communities. 


You  Can  Cover  ALL  of  the  Greater  Washington  Area 


WITH 


WJSV 


OLD  DOMINION  BROADCASTING  COMPANY 
1218   Shoreham   Building  •  Washington,   D.  C. 

Radio  Sales,  Inc.,  485  Madison  Ave.,  New  York 
and  410  North  Michigan  Avenue,  Chicago 

WJSV  IS  THE  WASHINGTON  KEY  STATION  OF  THE  COLUMBIA  BROADCASTING  SYSTEM 
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EQUIPMENT 


AN  "ELECTRONICS  Department" 
has  been  added  by  the  Hygrade-Syl- 
vania  Corp.,  Emporium,  Pa.,  to  manu- 
facture transmitter  tubes.  It  will  be 
operated  as  a  branch  division  at  17 
Gregory  St.,  Passaic,  N.  J.  William  J. 
Barclay,  former  vice  president  of  De- 
Forest  Radio  Co.,  Passaic,  and  D.  E. 
Replogle,  former  DePorest  chief  engi- 
neer, have  joined  Hygrade  -  Sylvania 
together  with  a  group  of  engineers  of 
their  former  Passaic  staff. 

A  NEW  catalogue,  listing  27  vacuum 
tubes  for  use  by  licensed  amateurs  in 
radiotelephone  transmitters,  has  been 
issued  by  Western  Electric  Co.  The 
bulbs  range  from  the  so-called  "pea- 
nut" tube  to  the  276A  which  has  a 
maximum  plate  dissipation  of  100 
watts.  All  data  required  by  the  ama- 
teur for  designing  his  circuits  in  a 
radiotelephone  transmitter  is  present- 
ed in  the  catalogue,  which  can  be  pro- 
cured at  all  offices  of  the  Graybar 
Electric  Co. 

WHAT  is  termed  a  "revolutionary" 
all  A.  C.  operated  remote  control 
amplifier  and  microphone  power  sup- 
ply is  the  latest  addition  to  the  line 
of  the  Remler  Company,  Ltd.,  San 
Francisco. 

LITTLEFUSE  Laboratories,  Chicago, 
has  issued  its  new  1933  Catalogue  No. 
5,  listing  its  fuse  and  accessories  line. 


COVERS  LEGISLATURE 

WMBC  Opens  Auxiliary  Studio 
 At  Michigan  Capital  


Mr.  Gedge 


A  BILL  (H.  27)  which  would  make 
mandatory  the  broadcasting,  under 
reasonable  regulations,  of  athletic 
contests  wholly  between  South 
Carolina  schools  of  higher  learn- 
ing, has  been  passed  by  the  House 
of  that  state  and  now  goes  to  the 
Senate. 


FIRST  -  HAND 

news  of  activities 
in  the  Michigan 
legislature  is  be- 
ing broadcast 
daily  from  the 
state  capital, 
Lansing,  by 
WMBC,  Detroit, 
under  sponsor- 
ship of  the  Mich- 
igan  Motor 
Transport  Association. 

The  Detroit  station  has  opened 
an  auxiliary  studio  in  the  Roose- 
velt Hotel,  Lansing,  and  James  D. 
Foster  has  been  stationed  there  as 
WMBC's  reporter.  Important  legis- 
lative activities  are  reported  and 
interpreted  from  6:30  to  7  p.m. 
daily.  In  addition,  W.  Wright 
Gedge,  WMBC  manager,  spends 
about  three  days  weekly  at  the 
capital  and  broadcasts  from  there. 

Proponents  and  opponents  of 
significant  measures  are  invited  to 
engage  in  brief  debates  in  the 
WMBC  Lansing  studio.  State  ex- 
ecutives, including  Governor  Com- 
stock,  have  also  used  the  station's 
facilities  to  speak  to  the  people  of 
Michigan.  The  state's  chief  execu- 
tive has  spoken  on  the  hookup  four 
times  since  its  inauguration  two 
months  ago.  When  he  spoke  over 
the  WMBC  line  after  closing  the 
state's  banks,  all  Detroit  and  sev- 
eral other  stations  throughout  the 
state  picked  up  the  address. 


SPORTS  SPARKS  ^  •  ^ 
and  BALL  PARKS   •  ^  • 

Are  one  and  the  same  to  St.  Louis  Radio  Fans 

BECAUSE  .  .  . 

SPORTS  SPARKS  is   a  nightly  explosion   of  sports 

*    *    *  flashes 
SPORTS  SPARKS  is  the  only  15  minute  sports  broad- 

"ilT    "i^r    ^       cast  in  St.  Louis 

SPORTS  SPARKS  is  the  "Clearing  House"  for  local 
-jj^       sports  controversies 

SPORTS  SPARKS  is  the  flashiest  comment  on  sports 
activities 


AND 


SPORTS  SPARKS  is  the  ideal  program  for  the  firm 
-y^  who  desires  to  reach  the  most  con- 

sistent Sports  Audience 


FOR   PARTICULARS,    WRITE  TO 


WIL 

SAINT  LOUIS,  MISSOURI 


"SHOT"  FROM  RADIO  MOVIE — Announcer  Snedden  Weir  is  making 
station  break  while  intervening  seconds  are  filled  in  on  a  celeste  in  the 
two-reeler  produced  by  WOKO  to  show  inside  operations  of  a  broadcastr 
ing  station. 


"THIS  THING  called  Radio"  titles 
a  novel  talking  motion  picture  pro- 
duced by  WOKO,  Albany,  in  co- 
operation with  Warner  Brothers, 
and  now  being  shown  at  Albany 
theaters  to  acquaint  the  public 
with  the  inside  operations  of  a 
broadcasting  station. 

The  premier  showing  of  the  film, 
which  also  marked  WOKO's  second 
anniversary,  was  on  March  8  at 
the  Strand  Theater,  Albany.  More 
than  3,000  persons  packed  the  the- 
ater to  witness  a  stage  show  by 
WOKO  stars,  the  new  Warner  film 
"42nd  Street"  and  the  radio  talkie. 

The  WOKO  film,  written  and  di- 
rected by  Harold  E.  Smith,  general 
manager  of  the  station,  depicts  the 
daily  operations  of  a  modern 
broadcasting  station  both  in  the 
studios  and  in  the  transmission 
plant.  In  two  reels  the  audience 
is  shown  typical  radio  programs  in 
production  and  is  given  a  running 
description  and  views  of  the  tech- 
nical set-up. 

On  the  opening  night  the  show 
was  broadcast  over  the  Albany  sta- 
tion. Celebrities,  headed  by  Lieut. 
Gov.  Bray  and  Mayor  Herzog,  ad- 
dressed the  radio  and  theater  audi- 
ences through  microphones  in  the 
lobby. 

Snedden  Weir,  announcer,  acted 
as  master  of  ceremonies  in  intro- 
ducing the  Jolly  Rogers  Quartette, 
Hurtado  and  Hernandez,  Joan  Lee, 
Irving    Spector   and    the  WOKO 


WBAL 


BALTIMORE 


Maryland's 
Only  Clear 
Ch  annel  Station 


male  chorus,  all  of  whom  presented 
their  radio  specialties  on  the  stage. 
Mr.  Smith  welcomed  the  gathering 
and  presided  over  the  ceremonies. 

"This  Thing  Called  Radio"  ran 
for  a  week  at  the  Strand,  after 
which  it  was  scheduled  to  be  shown 
in  two  other  Albany  theaters  and 
in  Troy  and  Schenectady. 


Brisacher  Transcription 
Expanding  to  Mid- West 

THE  GREAT  success  attained  by 
Emil  Brisacher  &  Stalf,  Los  An- 
geles agency,  for  the  Hancock  Oil 
Co.  of  California  with  its  "Seal 
of  the  Don"  transcription  series, 
spotted  for  13  weeks  as  a  thrice 
weekly  serial  on  a  group  of  Cali- 
fornia stations,  has  led  to  plans  to 
extend  the  series  to  other  sections 
of  the  country.  The  Brisacher 
organization  announces  that  it  will 
shortly  be  sponsored  by  an  un- 
named middle  western  manufac- 
turer. 

Hancock  Oil  used  the  series  to 
introduce  a  new  higher  priced  gas- 
oline, and  within  seven  weeks  in- 
creased fivefold  the  number  of  ser- 
vice stations  handling  it.  Total 
sales  jumped  from  nothing  to  about 
1,000,000  gallons  a  month.  The 
write-in  feature  was  a  milk  choco- 
late dagger  given  for  certificates 
representing  5-gallon  purchases. 
The  story  features  "Don  Hancock", 
.a  young  Robin  Hood  fighting  a 
tyrannical  Mexican  governor  of  old 
California. 


To  Synchronize 

EXPERIMENTAL  synchronization 
of  WBBM,  Chicago,  and  KFAB, 
Lincoln,  both  CBS  affiliates,  ena- 
bling the  stations  to  operate  full 
time  on  the  770  kc.  channel  which 
they  are  regularly  licensed  to 
share,  was  authorized  by  the  Ra- 
dio Commission  March  24.  The 
action  sustains  the  recommenda- 
tion of  Chief  Examiner  Yost  made 
last  February. 

A  protest  against  the  decision 
was  filed  by  WGN,  Chicago, 
through  its  counsel,  L.  G.  Caldwell. 
It  asked  that  the  action  be  set 
aside,  or,  failing  that,  that  it  be 
designated  for  hearing. 
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Many  Radio  Measures  Before  Congress, 
Including  Pocket -Vetoed  Omnibus  Bill 

Probe  of  U.  S.  Broadcasting  and  Network  Inquiry 
Proposed;  No  Likelihood  of  Action  This  Session 


DESPITE  the  likelihood  that  the 
current  special  session  of  Congress, 
called  by  President  Roosevelt  to 
consider  emergency  legislation, 
will  continue  until  June,  there  is 
little  prospect  of  enactment  of  any 
measures  concerning  radio,  accord- 
ing to  leaders  of  the  two  houses. 
A  half-dozen  bills  on  radio  sub- 
jects which  died  with  the  last  Con- 
gress have  been  reintroduced,  but 
are  destined  to  await  the  regular 
session  of  the  new  Congress,  which 
convenes  next  January. 

Chairman  Dill,   (D.),  Washing- 
'  ton,  of  the  Senate  Interstate  Com- 
'  merce  Committee,  declared  in  con- 
nection with  the  reintroduction  of 
radio  bills,  that  his  committee,  un- 
[  less  commanded  by  the  President, 
would  not  consider  any  of  them  at 
[  the  current  special  session.  The 
'  committee,  however,  has  been  or- 
ganized, and  held  a  hearing  March 
I  29  to  consider  the  appointment  of 
James  H.  Hanley,  of  Omaha,  to  be 
j  a  radio  commissioner. 

Subcommittee  on  Radio 

CHAIRMAN  Bland,  (D.),  Virginia, 
of  the   House   Merchant  Marine, 
'  Radio    &   Fisheries  Committee, 
I  called   a   meeting   March   23  for 
'  organization    purposes.     He  an- 
nounced that  he  had  conferred  with 
Speaker  Rainey  regarding  matters 
before  that  committee,  and  was  told 
that    only    emergency  legislation 
would  be  considered  at  the  special 
session.   The  committee  shortly  will 
designate  a  radio  subcommittee. 

First  of  the  bills  to  be  rein- 
troduced was  the  so-called  Davis 
omnibus  bill,  which  passed  both 
Houses  last  session  but  was  killed 
by  President  Hoover's  pocket- 
veto.  The  bill,  formerly  known  as 
H.  R.  7716,  but  now  bearing  the 
number  H.  R.  1735,  was  reintro- 
duced by  Chairman  Bland,  in  the 
exact  form  of  its  passage  by  both 
House  and  Senate.  Senator  White, 
(R.),  Maine,  was  opposed  to  the 
measure,  while  the  Radio  Com- 
mission and  the  NAB  also  offered 
passive  opposition.  (For  details  of 
bill  see  March  15  issue  of  Broad- 
casting.) 

I 

w      Communications  Commission 

REP.  RAYBURN,  (D.)  of  Tex.,  has 
reintroduced  his  bill  to  establish  a 
Federal  communications  and  power 
commission,  to  absorb  the  radio 
and  power  commissions  and  to  ex- 
ercise full  control  over  all  commu- 
nications. When  he  introduced  the 
measure  last  session.  Rep.  Ray- 
burn  indicated  that  it  had  the  en- 
dorsement of  the  then  President- 
elect Roosevelt. 

Senator  Dill  has  reintroduced 
his  bill  to  amend  and  consolidate 
the  copyright  laws,  and  his  reso- 
lution to  allow  the  broadcasting  of 
debates  from  the  Senate  floor,  and 
to  equip  the  Senate  for  broadcast- 
ing. Rep.  Fulmer,  (D.),  South 
Carolina,  has  reintroduced  his  con- 
current resolution  to  provide  for 
an  inquiry  into  broadcasting  in  the 
United  States  by  a  mixed  commis- 
sion over  a  two  year  period,  the 


results  to  be  used  as  a  basis  for 
new  legislation. 

The  chain  broadcasting  resolu- 
tion of  Rep.  McFadden,  (R.), 
Pennsylvania,  providing  for  an  in- 
vestigation into  the  earnings  and 
expenditures  of  NBC  and  CBS  to 
ascertain  whether  a  broadcasting 
monopoly  exists,  also  was  reintro- 
duced. Like  the  Fulmer  resolution, 
it  was  referred  to  the  House  Rules 
Committee. 


Wave  Parley  Plan 
Still  Undetermined 

Sykes  Warns  Broadcasters 
Against  False  Rumors 

REAFFIRMING  previous  official 
statements  that  subterranean  ru- 
mors that  a  sweeping  broadcasting 
reallocation  would  result  from  the 
North  American  radio  conference 
are  "premature  and  wholly  un- 
founded," Chairman  Sykes  of  the 
Radio  Commission  declared  March 
28  that  it  is  too  early  to  predict 
American  recommendations  to  the 
North  American  wave  conference 
at  Mexico.  He  is  a  delegate  to  the 
conference,  which  probably  will  be 
held  in  May,  although  no  definite 
date  has  been  fixed. 

"Meetings  are  being  held  by 
committees  to  work  out  details 
preparatory  to  the  conference," 
Judge  Sykes  said.  "The  American 
delegation  and  the  State  Depart- 
ment are  considering  all  aspects 
of  these  plans.  We  cannot  tell  at 
this  time  what  procedure  finally 
will  be  decided  upon  or  what  will 
happen  at  the  conference." 

Along  with  Judge  Sykes,  Sena- 
tor Wallace  White,  Jr.,  of  Maine, 
also  a  delegate  to  the  conference, 
at  which  a  redistribution  of  broad- 
casting channels  available  to  this 
continent  will  be  considered,  has 
attended  at  the  meetings.  A  va- 
riety of  plans,  held  confidential 
by  strict  injunction  of  the  State 
Department,  have  been  submitted, 
drafted  and  redrafted,  but  none  as 
yet  bears  any  official  approval. 

If  any  of  the  plans  submitted 
by  broadcasting,  mobile,  govern- 
ment, shipping  or  other  interests 
contain  proposals  for  radical  al- 
teration of  existing  allocations  in 
this  country,  they  are  simply  rec- 
ommendatory in  nature,  and  in  no 
wise  can  be  considered  final.  It  is 
known  that  from  the  outset,  broad- 
casters, through  their  special  NAB 
representative,  James  W.  Baldwin, 
former  Commission  secretary,  fa- 
vor enlargement  of  the  broadcast 
band  below  550  kc,  while  Navy 
and  mobile  gi-oups  have  been  in- 
clined to  oppose  such  a  revision. 
The  latter  have  alternately  favored 
enlargement  on  the  upper  end  of 
the  present  band  from  1,500  kc. 

While  no  official  word  has  been 
received  from  Mexico  fixing  a  defi- 
nite date  for  the  conference,  first 
tentatively  scheduled  for  the 
middle  of  April,  it  is  now  be- 
lieved the  conference  will  be  held 
in  May. 


4,000 

People  Attended . . 

40,000  Were 

Turned  Away  ! ! 
• 

At  Opening  of 

WHAM's 

New  25,000  Watt 
Transmitter 

To  celebrate  the  opening  of  its  new  transmitter  on  March 
4th,  Stromberg-Carlson  Station  WHAM  at  Rochester  en- 
gaged the  Eastman  Theatre  and  presented  a  galaxy  of  stars 
in  a  3-hour  broadcast  from  the  stage. 

It  was  announced  on  Sunday,  February  26th,  that  tickets 
could  be  obtained  from  any  Stromberg-Carlson  dealer  in 
Rochester.  By  Monday  night  every  ticket  was  gone.  Dur- 
ing the  entire  week,  people  were  clamoring  for  tickets  .  .  . 
even  offering  large  sums  to  holders  of  choice  seats.  Crowds 
from  all  over  Western  New  York  surrounded  the  theatre 
striving  to  obtain  admission. 

A  Strong  Proof  of  Listener  Interest ! 


COVERAGE 

Now  with  a  single  station,  you  can  cover  Central,  Western 
and  Southern  New  York,  Northern  Pennsylvania,  Eastern 
Ohio,  and  the  Province  of  Ontario  ...  an  area  in  which 
are  located: 

53.2%  of  the  income  tax  returns  showing 
incomes  over  $5,000,  and 

59.37%  of  the  nation's  manufacturing. 

WHAM  has  complete  talent  facilities  for  originating  pro- 
grams, either  local  or  for  the  NBC  Blue  Network  with 
which  it  is  associated. 

Transcriptions  are  acceptable  when  quality  of  recordings 
and  program  contents  meet  station's  approval.  Western 
Electric  Double  Turntable,  33  1/3  R.P.M.,  lateral  and 
vertical  pick-up  equipment  is  used. 

Write  for  rates,  open  time  and  complete  market  data  on 
the  prosperous  area  WHAM  serves. 

STATION 

Sagamore  Hotel, 
Rochester,  N.  Y. 

Owned  and  Operated  by  the 
Stromberg-Carlson  Telephone 
Manufacturing  Company. 

Operating  Power:  25,000 
watts,  260.7  meters,  1150 
kilocycles. 

Clear  Channel    .     Full  Time     .     Associated  NBC 
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The  Big  Five 

of 

Pittsburgh's 

Department 
Stores 

USE  


WCAE 

to  Carry 
Merchandise 
Messages  to 
Pittsburgh's 

LARGEST 
RADIO 
AUDIENCE 


WCAE  Is  First  on  the 
air  in  Pittsburgh,  and  the 
last  oflF.  Its  week-day 
schedule  of  J 8  hours,  18 
minutes  carries  programs 
of  local  appeal  and  NBC 
Red  Network  features. 


1000  Watts     1220  Kcs. 


Power  of  Spoken  Word 

{Continued  from  page  11) 


Affiliated  with 
Pittsburgh  Sun-Telegraph 


stories  and  illustrations  to  build  up 
the  interest  in  their  publications. 
This  is  comparable  to  what  is 
known  in  radio  as  sustaining  pro- 
grams. I  merely  have  to  call  your 
attention  to  such  broadcasts  as  the 
World  Series  play-by-play,  football 
games,  the  introduction  of  the 
lapel  microphone  at  the  Democratic 
National  Convention  and  election 
returns,  to  say  nothing  of  such 
events  as  the  broadcast  of  opera 
stars,  outstanding  orchestras  and 
the  news  reviews  by  Edwin  C.  Hill, 
to  show  you  what  radio  can  do  in 
this  respect.  All  of  these  broadcasts 
develop  a  listening  audience,  they 
incur  goodwill  toward  radio  and 
public  acceptance  for  the  transmit- 
ting medium.  They  establish  a 
platform  upon  which  the  adver- 
tiser can  stand. 

Unique  Survey 

WE  RECENTLY  conducted  a  local 
survey  which  was  most  unique  and 
enlightening.  A  druggist  friend  of 
mine  told  me  a  few  weeks  ago  that 
he  had  been  ordering  certain  ar- 
ticles that  he  had  never  ordered  be- 
fore and  that  they  were  selling 
rapidly.  He  could  not  account  for 
these  sales  at  first,  but  upon  in- 
vestigating found  that  they  were 
on  the  air.  Acting  on  this  informa- 
tion I  analyzed  our  program  sched- 
ule and  found  that  about  75  per 
cent  of  the  products  advertised 
were  salable  through  drug  stores. 
We  sent  out  1136  questionnaires 
and  received  in  return  448  or  near- 
ly 40  per  cent. 


On  this  questionnaire  we  listed 
the  various  products  with  spaces 
following  to  indicate  whether  the 
sales  were  very  good,  good,  fair  or 
slow.  To  test  the  veracity  of  the 
survey  we  included  some  articles, 
such  as.  Time  Magazine,  which  we 
knew  did  not  have  a  great  sale  on 
drug  store  news  racks.  We  included 
two  products  which  had  been  ad- 
vertised very  little  on  the  air  and 
we  also  included  two  products  of 
local  manufacture  and  distribution. 
These  items  proved  conclusively 
that  the  returns  were  correct.  In 
four  of  the  products  the  very  good 
column  was  not  sufficient  to  express 
the  satisfaction  of  the  druggist  so 
we  had  to  add  a  super  sales  column. 

For  Wrigley  Gum  266  question- 
naires indicated  sales  very  good, 
135  good,  23  fair  and  only  5 
slow.  Chesterfield  registered  4 
super  sales,  211  very  good,  124 
pood,  60  fair  and  only  10  slow. 
Ex-lax  registered  14  super  sales, 
356  very  good,  50  good,  7  fair  and 
only  1  slow.  Vicks  products  regis- 
tered 12  super  sales,  342  very 
good,  62  good,  10  fair  and  no  slow. 

Druggists  Comment 

ON  THE  REVERSE  side  of  our 
questionnaire  we  asked  the  drug- 
gists to  suggest  products  they 
would  like  to  have  advertised.  One 
hundred  and  twenty-one  different 
products  were  suggested,  some  of 
them  many  times. 

We  also  asked  for  comments  and 
we  received  some  such  expressions 
as  these — 
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In  Featuring  the  NEW  Union  Mutual  Life  Programs 

RADIO  STATIONS  thruout 

America,  with  power  ranging 
from  100  to  50,000  watts,  are 

(1)  Adding  substantially  to  their  operating 
revenues  in  the  broadcast  of  this  series  of  5 
minute  "open  schedule"  or  "floating  time"  pro- 
grams. 

(2)  Advertising  a  remarkable  life  insurance 
service,  guaranteed  by  a  sound  progressive 
legal  reserve  Company,  foremost  in  the  de- 
velopment of  the  COMPANY  TO  POLICY- 
HOLDER PLAN,  eliminating  all  costs  of  medi- 
cal examination  and  personal  solicitation,  and 
for  the  first  time  in  history  applying  the  tre- 
mendous mass  merchandising  power  of  radio 

_  to  the  DIRECT  sale  of  life  insurance. 

The  union  mutual  life  company  of  lowa  is  the  ONLY 
life  insurance  company  prepared  to  extend  this  invitation  and 
opportunity  to  your  station — and  you  will  never  know  how  really 
worth  while  these  programs  are  in  the  building  of  profits,  listener- 
interest  and  good  will  until  full  information  concerning  these 
new  programs  is  in  your  hands! 

Quoting  Carl   H.  Butman,  former  secretary  Federal 
Radio  Commission:    "You  are  doing  a  very  wonderful 
thing  in  a  pioneer  field  and  I  think  the  whole  industry- 
owes  your  Company  a  vote  of  thanks." 

Send  TODAY  for  FREE  INFORMATION  concerning  this  new 
radio  feature  I 

Union  Mutual  Life  Company  of  Iowa 

Des  Moines 


"We  think  radio  advertising  to 
be  the  best.  Any  kind  of  line  ad- 
vertised over  the  radio  will  in- 
crease sales  on  that  particular 
item." 

"We  have  found  a  very  decided 
increase  in  sales  in  any  article  for 
which  there  is  a  daily  need  after 
radio  advertising  started.  Several 
of  the  lines  which  we  have  checked 
as  good  have  only  become  so  since 
the  radio  advertising  started." 

"We  believe  this  form  of  adver- 
tising will  increase  most  any  mer- 
chandise of  merit  from  40  to  75 
per  cent.  We  believe  since  nearly 
every  family  has  some  kind  of 
radio  this  is  by  far  the  most  effec- 
tive means  of  advertising." 

"Radio  advertising  e  ff  e  c  t  i  v  e  . 
Helps  a  lot  on  slow  moving  mer- 
chandise. We  hope  more  manufac- 
turers will  see  the  light." 

"We  wish  it  were  possible  for 
most  everything  we  sell  to  be  ad- 
vertised on  the  air.  Our  experience 
has  been  that  the  radio  advertised 
lines  are  the  only  ones  showing  an 
increase  in  sales.  The  others  fall- 
ing off." 


Banks  Close,  Radio  Sells 

{Continued  from  page  9) 

first  day,  $600  worth  the  second 
day,  $400  the  third.  And  this  in 
the  second  week  of  Detroit's  bank 
holiday!  The  other  stores  did  a 
business  on  this  item  hardly  worth 
mentioning. 

Perhaps  the  greatest  of  Kern's 
adventures  in  selling  to  a  depres- 
sion market  was  its  silk  sale. 
Twenty-thousand  yards  of  glisten- 
ing silk — offered  at  59  cents  a  yard. 
A  fair  price,  undoubtedly.  The 
same  quality  once  sold  for  $1.59  a 
yard.  But  silk  epitomizes  luxury. 
It  isn't  a  necessity  like  tonight's 
dinner.  Billy  Repaid  put  the  story 
on  the  air,  with  all  his  enthusiasm. 
Would  it  sell  ?  WJR  executives, 
apprehensive,  stopped  in  Kern's  on 
their  way  to  work — to  find  the  silk 
department  submerged  by  house- 
wives. More  than  6,000  yards  were 
sold  the  first  day;  1,700  women  at- 
tended the  sale,  their  purchases 
averaging  silk  for  three  dresses. 
And  this  day  was  highest  in  sales 
of  any  single  day  in  Kern's  silk 
department  for  over  six  years! 

Spontaneity  is  Key 

IT'S  spontaneity  that  puts  it  over, 
plus  of  course  the  careful  judg- 
ment and  timeliness  used  in  selec- 
tion of  the  item. 

The  intelligent  use  of  radio  may 
be  the  salvation  of  department 
stores  in  the  present  emergency. 
And  the  retailer  who  can't  get  re- 
turns from  radio  is  making  a  mis- 
take, somewhere.  Either  the  copy 
lacks  punch,  what  he  has  to  sell 
isn't  interesting,  or  the  time  is  not 
right.  Retailers  have  no  right  to 
blame  radio  as  a  medium.  What 
they  need,  is  to  discover  a  dignified 
common  sense  human  manner  of 
appeal  over  the  air;  to  find  out 
what  the  people  want,  and  promote 
it  until  they  stop  wanting  it. 

This  was  a  golden  opportunity 
for  radio  to  prove  itself.  What  we 
could  put  over  in  critical  times 
will  go  over  doubly  when  times  are 
good.  And  when  listeners  fiock  to 
buy  rowing  machines,  silks  and 
silverware  during  a  banking  holi- 
day, then  radio  seems  to  be  doing 
its  job. 
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Supreme  Court  to  Hear 
f;  Arguments  on  Appeal 
^  I  Of  WIBO  Case  in  April 

Hi  SUPREME  COURT  consideration 
I  I  of  the  validity  of  the  Davis  amend- 
, !  I  ment  and   the   quota  regulations 
i )  governing   distribution   of  broad- 
I  casting   facilities   will   begin  the 
week  of  April  10  when  arguments 
in  the  WIBO  case  are  tentatively 
scheduled  before  the  nation's  high- 
est tribunal  on  the  government's 
appeal  from  the  decision  of  the 
District    of    Columbia    Court  of 
Appeals. 

Under  court  procedure,  briefs 
must  be  filed  three  weeks  in  ad- 
vance of  arguments.  Whether  the 
government  will  seek  an  extension 
of  time  is  not  yet  known.  Solici- 
tor General  Thacher  will  argue  the 
case  for  the  government,  and  Mrs. 
Mabel  Walker  Willebrandt,  former 
Assistant  Attorney  General,  and 
counsel  for  WJKS,  Gary,  Ind.,  will 
appear  for  the  intervener.  The 
law  office  of  the  late  Levi  Cooke 
represents  both  WIBO  and  WPCC, 
Chicago,  which  were  successful  in 
the  lower  court.  It  is  expected 
that  some  well  known  constitu- 
tional lawyer  will  be  retained  by 
the  Chicago  stations. 

The  case,  which  is  regarded  as 
the  most  important  test  of  the 
Commission's  power  to  regulate 
radio  ever  to  be  appealed,  grows 
out  of  the  Commission's  order  of 
last  year  deleting  the  two  Chicago 
stations  and  assigning  their  facili- 
ties to  WJKS.  The  Court  of  Ap- 
peals, by  majority  opinion,  reversed 
the  Commission  and  held  its  deci- 
sion arbitrary  and  capricious.  A 
final  victory  by  the  Commission 
would  empower  it  to  transfer  fa- 
cilities as  it  sees  fit  from  the  27 
overquota  states  to  underquota 
states. 

The  Court  of  Appeals  of  the  Dis- 
trict of  Columbia  March  18,  denied 
the  petition  of  WJJD,  Mooseheart, 
111.,  for  a  stay  order  from  the 
Commission's  decision  denying  it 
authority  to  operate  after  sunset 
at  Salt  Lake  City  on  KSL's  fre- 
quency. On  the  same  day  the 
court  dismissed  the  appeal  of  D. 
R.  Wallace  from  the  Commission's 
decision  revoking  the  license  of 
KGMP,  Oklahoma  City,  the  facili- 
ties of  which  were  sought  by  Mr. 
Wallace.  Action  was  taken  on  the 
Commission's  motion. 

The  Commission's  petition  for 
rehearing  the  appeal  of  KFPY, 
Seattle,  from  changed  wave  assign- 
ment, was  denied  by  the  court 
March  18.  In  reversing  the  Com- 
mission, the  court  a  fortnight  ago 
remanded  the  case  to  the  Com- 
mission. 

In  a  petition  filed  March  28,  the 
Commission  asked  the  court  to  re- 
hear and  reconsider  its  decision  in 
the  case  of  WOQ,  Kansas  City,  in 
which  the  court  reversed  the  Com- 
mission's decision  deleting  the  sta- 
tion. 
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AN  INCREASE  from  250  to  500 
watts  in  the  power  of  CMCJ,  Ha- 
vana, and  a  license  to  CMBY,  Ha- 
vana, changing  its  status  to  com- 
mercial and  thus  authorizing  it  to 
accept  advertising,  have  been  de- 
creed by  the  Cuban  government  in 
its  Official  Gazette. 


EN  ROUTE  to  Ottawa  to  act  as 
advisor  for  the  Canadian  Radio 
Commission,  Maj.  W.  E.  Gladstone 
Murray  (right),  Canadian-born 
public  relations  director  of  the 
British  Broadcasting  Corp.,  spoke 
to  American  listeners  over  NBC 
March  25.  M.  H.  Aylesworth,  NBC 
president,  is  shown  at  left. 


RADIO  TO  RESCUE 

WSM  and  WCKY  Aid  in  Relief 
 After  Local  Disasters  


MORE  EXAMPLES  of  heroic  work 
by  radio  stations  appeared  during 
the  last  fortnight  as  WSM,  Nash- 
ville, and  WCKY,  Covington,  Ky., 
assisted  in  relief  work  following 
local  disasters. 

A  twister  demolished  500  homes 
in  East  Nashville  and  caused  11 
deaths  and  several  hundred  in- 
juries. Remaining  on  the  air  until 
3:30  a.m.,  WSM  broadcast  mes- 
sages of  relief  and  presented  talks 
by  police,  fire  and  welfare  officials. 
Eye-witnesses  described  the  devas- 
tation wrought  by  the  tornado. 
Harry  Stone,  WSM  manager,  and 
"Tiny"  Stowe,  continuity  writer, 
made  a  tour  of  the  stricken  area 
and  subsequently  reported  their 
observations  on  the  air. 

The  Cincinnati  flood,  during 
which  the  Ohio  River  rose  to  the 
greatest  height  since  1913  drove 
thousands  of  families  from  their 
homes  in  southern  Ohio  and  north- 
ern Kentucky.  WCKY  announced 
the  height  of  the  river  hourly  and 
broadcast  news  reports  several 
times  daily. 

Statements  to  the  public  from 
C.  A.  Kykstra,  Cincinnati  city  man- 
ager, and  other  officials,  asking  the 
people  to  stay  away  from  the 
flooded  areas  and  to  cooperate  in 
other  ways  with  relief  workers 
were  broadcast.  Official  calls  for 
mobilization  of  militia  and  reserve 
men  for  flood  duty  also  were  put 
on  the  air. 


Canada  to  Expand 
Sustaining  Service 

Commission  is  also  Planning 
To  Encourage  Sponsors 

INDICATING  its  intention  of  ex- 
panding its  sustaining  program 
services,  the  Canadian  Radio  Broad- 
casting Commission  has  announced 
that  it  is  negotiating  for  the  ren- 
tal of  coast-to-coast  lines  to  hook 
up  stations  for  national  broadcasts. 
At  present  the  Commission's  broad- 
casts are  limited  to  three  programs 
a  week — symphony  concerts  on 
Tuesday  nights,  band  concerts  Fri- 
days and  old-time  music  Saturdays. 

"The  high  cost  of  transcontinen- 
tal wire  transmission,"  the  Com- 
mission stated,  "in  the  absence  of 
a  permanent  lease  on  coast-to- 
coast  wires,  and  the  fact  that  prac- 
tically all  the  important  broadcast- 
ing stations  as  well  as  leading  en- 
tertainment organizations  were  un- 
der contract  for  the  best  broad- 
casting time  when  the  Commission 
came  into  being,  have  been  factors 
limiting  the  scope  of  the  Commis- 
sion's activities  in  national  broad- 
casting. 

"The  Commission  plans,  how- 
ever, after  it  secures  wire  facili- 
ties, to  provide  a  complete  sched- 
ule of  national  programs  to  be 
broadcast  from  coast  to  coast  for 
specified  hours  each  day.  The  Com- 
mission probably  will  have  control 
of  transcontinental  wires  from  6 
to  11  o'clock  in  the  evening."  Ne- 
gotiations for  the  wires,  it  is  add- 
ed, must  be  undertaken. 

While  the  Commission's  pro- 
grams will  carry  no  advertising,  it 
is  stated  that  "the  Commission 
plans  to  encourage  large  advertis- 
ers to  develop  transcontinental 
broadcasts  of  a  type  that  will  ap- 
peal to  Canadian  listeners."  It  is 
felt  that  the  Commission's  recent 
acquisition  of  the  stations  of  the 
Canadian  National  Railways  "will 
facilitate  to  some  extent  the  efforts 
of  the  Commission  to  improve  Ca- 
nadian broadcasting." 

Nationalization  of  Canada's  en- 
tire broadcasting  system  still  ap- 
pears to  be  distant,  in  view  of  the 
fact  that  the  1932  act  establishing 
the  Commission  stipulates  that  the 
money  it  spends  shall  not  exceed 
the  revenue  received  from  radio 
set  license  fees.  The  revenues 
from  the  $2  fees  totalled  $1,400,- 
000  for  the  first  10  months  of  the 
present  fiscal  year. 


DOOLITTLE  &  FALKNOR,  Inc. 

FREQUENCY   MEASURING  SERVICE 

May  be  arranged  to  provide  daily  or  any  speci- 
fied number  of  measurements  per  week  as 
well  as  individual  measurements  at  station's 
request. 

Write  for  prices  on  schedule  suitable 
to  your  needs. 

1306-1308  W.  74th  St.       TKone.  Stewart  2810 
CHICAGO,  ILLINOIS 


CKOK 

continues 

to  lead  all 
stations  in 
its  area^ 
in  number 

of  sponsors, 

because,  dol- 
lar For  dollar,  it 
offers  the  greatest 

and  most  responsive  audi- 
ence in  its  entire  terri- 
tory. 

With  advertising  appro- 
priations guarded  as 
never  before,  local  mer- 
chants have  concentrated  on 
proven  media.  Their  confi- 
dence, during  these  trying 
times,  is  a  true  criterion  of 
CKOK's  effectiveness. 


5,000Watts  540Kc.  555.6Meters 

INTERNATIONAL 
CLEARED  CHANNEL 

Columbia  Basic  Network 

Union  Guardian  Building, 
Detroit,  Michigan 

Guaranty  Trust  Building, 
Windsor,  Ontario 
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ASCAP  Propaganda  Organ  Out 
As  Dill  Pushes  Copyright  Bill 

"Words  &  Music"  Defends  Copyright  Demands; 
Congress  Will  Not  Act  at  This  Session 


"In  the  Heart  of  the  East" 

MASON 
DIXON 
RADIO 
GROUP 

National  advertisers  having  a  message 
for  the  large  area  of  Pennsylvania,  Dela- 
ware, Maryland,  Virginia  and  West  Vir- 
ginia covered  by  this  group  are  invited  to 
test  the  facilities  of  these  stations. 

Let  us  combine  your  sales  story,  your 
local  distribution  and  our  merchandising 
department  into  a  local  program  that  vrill 
sell  your  goods. 

A  buying  public  in  excess  of  2,000,000 
people  with  more  than  300,000  radios  in 
their  homes  live  within  the  primary  cov- 
erage of  the  MASON  DIXON  RADIO 
GROUP. 

As  to  rates — when  the  group  is  used  as 
a  unit  you  pay  only  minimum  rates  for 
primary  coverage. 

Write  today.  You  will  receive  by  return 
mail  a  descriptive  booklet  covering  the 
group's  activities,  as  well  as  any  specific 
marketing  information  desired. 


WORK— York,  Pa. 

A  thousand  watt  station,  serving  a  ra- 
dius of  from  50  to  75  miles,  its  pri- 
mary coverage  area  includes  the  cities 
of  Baltimore,  Washington,  Reading, 
Harrisburg,  Pottsville,  Lebanon,  Sha- 
mokin,  Hagerstown,  Waynesboro, 
Chambersburg,    Gettysburg    and  York. 

WDEL-Wilmington,  Del. 

Has  a  radius  of  from  20  to  40  miles. 
Within  its  primary  coverage  area  are 
Wilmington  and  the  State  of  Delaware ; 
Chester,  West  Chester,  Oxford,  Coates- 
ville,  Pennsylvania ;  Elkton,  Bel  Air, 
PerryvUle,  Havre  de  Grace,  Chester- 
town,  Maryland  and  Bridgeton,  Salem, 
New  Castle,  Penns  Grove,  Bridgeport, 
Hammonton,  New  Jersey. 


WGAL— Lancaster,  Pa. 

Has  a  radius  of  from  15  to  20  miles. 
Within  its  primary  coverage  area  are 
the  cities  of  Lancaster,  Coatesville, 
Lebanon,  the  rich  county  of  Lancaster 
and  portions  of  the  counties  of  York, 
Dauphin,  Lebanon,  Berks,  Chester, 
Pemnsylvania  and  Harford  County, 
Maryland. 


WAZL-Hazleton,  Pa. 

Serves  a  radius  of  IS  to  18  miles. 
Within  its  primary  coverage  area  lie 
portions  of  the  rich  anthracite  counties 
of  Luzerne,  Carbon,  Schuylkill,  Colum- 
bia, Sullivan,  Wyoming,  Lackawana  and 
Monroe  and  the  cities  and  towns  of 
Hazleton,  Shenandoah,  Mauch  Chunk, 
T  a  m  a  q  u  a,  Mahanoy  City,  Berwick, 
McAdoo  and  Freeland. 

WILM-Wilmington,  Del. 

Has  a  radius  of  from  15  to  18  miles. 
Within  its  primary  coverage  area  are 
Chester,  Pa.  and  Wilmington,  Del. 

Address  All  Inquiries  To 

MASON  DIXON  RADIO 
GROUP,  Inc.    Lancaster^  Pa. 

C.  R.  McCoLLouGH,  Genl.  Mgr. 


CONVENING  of  the  new  Congress 
brought  a  fresh  surge  of  copyright 
activity,  evidenced  first  by  the  ap- 
pearance of  a  brand  new  propa- 
ganda organ  of  the  American  So- 
ciety of  Composers,  Authors  and 
Publishers,  with  which  it  hopes  to 
counteract  the  NAB  campaign  for 
reasonable  treatment  on  payment 
of  royalties  for  performance  of 
copyrighted  music.  Simultaneously 
Senator  Dill,  (D.)  of  Washington, 
reintroduced  his  bill  for  revision  of 
the  copyright  laws  to  break  the 
"copyright  monopoly"  and  to  pre- 
vent the  "music  people  from  hold- 
ing up  radio  stations". 

Publication  of  the  ASCAP  propa- 
ganda sheet,  a  four-page  pamphlet, 
was  timed  for  the  opening  of  the 
seventy-third  Congress,  since  it  is 
generally  known  that  the  copyright 
group  dreads  most  a  revision  of 
the  antiquated  copyright  law  of 
1909  which  would  strip  it  of  its 
monopolistic  power  and  probably 


subject  it  to  government  control  in 
the  assessment  of  royalties.  The 
Dill  bill  is  designed  to  do  that,  and 
the  Sirovich  copyright  bill,  intro- 
duced last  session  and  shortly  to 
be  reintroduced  by  the  Democratic 
chairman  of  the  House  Patents 
Committee,  Rep.  Sirovich  of  New 
York,  would  go  even  further  in 
that  regard. 

ASCAP  calls  its  new  house  organ 
"Words  &  Music".  It  is  under- 
stood that  Ivy  Lee,  New  York 
"public  relations  counsel",  is  han- 
dling the  campaign  for  ASCAP 
and  is  showering  copies  of  the 
organ  wherever  it  is  felt  it  will  do 
some  good.  Hiring  of  the  Lee 
organization  was  favored  by  the 
ASCAP  board  after  Oswald  F. 
Schuette  had  been  retained  by  the 
NAB  as  its  copyright  director  and 
had  publicized  the  alleged  exces- 
sive demands  of  ASCAP  with  tell- 
ing effect. 

It  is  reported  that  more  than 


3,000  copies  of  "Words  &  Music" 
were  distributed  among  newspaper 
publishers  and  editors,  members  of 
Congress,  members  of  the  Radio 
and  Trade  Commissions,  advertis- 
ing agencies,  national  advertisers, 
public  libraries,  college  professors, 
radio  editors,  feature  writers  and 
others. 

Defends  Past  Negotiations 

THE  LEADING  article  discusses 
music  and  the  radio,  and  defines, 
from  the  ASCAP  viewpoint,  the 
steps  leading  up  to  the  negotiation 
of  the  new  contract  which  went 
into  effect  last  September,  and 
under  which  stations  pay  3  per 
cent  of  their  "net  receipts"  the 
first  year,  4  per  cent  the  second 
and  5  per  cent  the  third,  plus 
a  "readjusted"  sustaining  license. 

The  article  attempts  also  to  jus- 
tify ASCAP's  "special  contract" 
for  newspaper  stations,  designed 
to  give  them  preferred  treatment 
— a  move  that  aroused  the  ire  of 
Senator  Dill  and  caused  him  to 
tighten  the  requirements  respect- 
ing copyright  pools  in  his  pending 
bill  and  to  threaten  legislation 
making  it  unlawful  for  newspapers 
to  own  stations.  The  special  news- 
paper contract,  the  article  states, 
was  to  "give  practical  effect"  to 
ASCAP's  recognition  of  the  con- 
tribution of  the  press  in  the  de- 
velopment of  music. 

Recalls  Mills'  Invitation 

THE  PROPAGANDA  sheet  reiter- 
ates also  the  invitation  of  E.  C. 
Mills,  ASCAP  general  manager,  to 
reopen  negotiations  for  revision  of 
the  current  copyright  formula. 
Mr.  Mills  had  refused  to  deal  with 
Mr.  Schuette,  but  extended  an  invi- 
tation to  Newton  D.  Baker,  former 
Secretary  of  War,  to  take  up  the 
matter  when  the  distinguished 
lawyer  was  retained  by  the  NAB 
last  January  as  its  copyright  coun- 
sel. Mr.  Baker  and  his  associates 
are  now  making  a  detailed  study 
of  the  issue  and  shortly  are  ex- 
pected to  decide  whether  to  accept 
the  ASCAP  invitation  or  carry  the 
case  to  court. 

The  remainder  of  "Words  & 
Music"  is  devoted  to  feature  ar- 
ticles about  ASCAP  activities  and 
songwriters,  most  significant  of 
which  is  a  news  box  reiterating 
the  fact  that  William  H.  Woodin, 
Secretary  of  the  Treasury,  is  an 
ASCAP  member  and  that  ASCAP 
is  "honored"  to  have  him  identified 
with  it. 

In  reintroducing  his  copyright 
bill.  Senator  Dill  said  it  was  "ab- 
solutely essential"  to  obtain  a  re- 
vision of  the  1909  copyright  law 
as  soon  as  possible.  He  said,  how- 
ever, that  there  is  little  hope  for 
passage  of  such  legislation  at  the 
current  special  session,  which  is 
pledged  to  handle  only  those  mat- 
ters requested  by  President  Roose- 
velt. As  soon  as  is  practicable,  he 
asserted,  he  will  ask  to  have  the 
Senate  Patents  Committee,  headed 
by  Senator  Wagner,  (D.)  of  New 
York,  take  up  the  bill. 

"We  must  place  some  limitation 
on  the  owners  of  copyrighted  music 
and  the  law  should  recognize  the 
difference  between  a  combination 
of  copyright  owners  and  individual 
owners  to  prevent  such  combina- 
tions from  becoming  so  complete 
as  to  be  a  monopoly".  Senator  Dill 
asserted  in  discussing  the  radio 
provisions  of  his  measure.  He  ex- 
(Continued  on  page  29) 


Let's  Get  Editoriar 

LOOKING  back  to  last  autumn,  when  the  broadcasting  industry  fin- 
ally realized  that  it  would  have  to  put  up  a  fight  to  escape  the  heavy 
charges  laid  upon  it  by  ASCAP;  recalling  how  quickly  the  Society 
hastened  to  declare  that  its  3  per  cent  did  not  apply  to  political 
speeches;  remembering  how  readily  the  Society  entered  into  nego- 
tiations with  newspaper-owned  stations  to  ease  the  toll  on  them — 
it  is  impossible  to  escape  the  conclusion  that  i£  broadcasting  itself 
had  been  able  to  create  or  act  upon  public  opinion,  as  were  the 
politicians  and  press,  the  Society-Broadcasting  picture  now  would 
be  very  different.  ASCAP  feared  the  politicians  and  press;  it 
didn't  fear  radio.  It  feared  what  the  politicians,  elected  to  office, 
might  do  to  it.  And  it  feared  what  would  happen  if  an  irate 
press  began  berating  ASCAP.  But  because  the  broadcasting  in- 
dustry had  not  yet  begun  taking  any  part  in  forming  public  opin- 
ion— despite  its  excellent  opportunities — ASCAP  did  not  fear 
the  industry  and,  accordingly  socked  it  in  the  purse. 

Which  leads  to  the  conclusion,  that  the  time  has  come  when 
broadcasters  should  set  up  in  their  schedules  an  "Editorial 
Period",  or  in  some  way  begin  making  those  expressions  of  belief 
and  interpretation  corresponding  to  the  editorial  page  of  the 
newspapers  to  the  end  that  broadcasting  shall  come  to  have  an 
influence  similar  to  that  of  the  press. 

Here  and  there  are  stations  which  express  their  own  opinions 
on  matters  of  current  interest.  (KOIL  has  been  doing  it  for 
three  years.)  In  a  good  many  places  local  issues  have  won  or 
lost  because  of  favor  or  disfavor  of  a  radio  station.  But  not 
enough  of  the  stations  have  realized  their  opportxmities  to  make 
anything  like  a  "what  radio  thinks"  as  there  is  a  "what  the  press 
thinks."  Probably  the  station  directors  have  been  too  busy  get- 
ting broadcasting  started  in  this  world  of  ours. 

There  are  other  reasons  for  a  general  expression  of  broadcast 
opinion  on  public  matters,  of  course.  Chief  among  them  per- 
haps, is  the  very  fact  that  radio  men  have  the  facilities  for  speak- 
ing their  mind.  No  other  agency,  save  the  press,  has  the  oppor- 
tunity that  broadcasting  has  for  forming  public  opinion.  It's  but 
a  step  in  reasoning  to  conclude  that  it  is  radio's  duty  to  interpret, 
as  best  it  can,  public  affairs,  and  aid  the  people  in  arriving  at 
opinions  thereon. 

Broadcasters  have  the  facilities,  the  public  needs  the  advice, 
and  most  certainly  radio  men  know  how  to  express  themselves. 
The  public  should  benefit,  and,  very  important  in  times  like  this, 
broadcasters  could  better  defend  themselves  against  such  as 
ASCAP.    So,  lets  get  editorial. 

♦EDITOR'S  NOTE — This  editorial  contribution  comes  from  the  pen  of  John  M. 
Henry,  manager  of  KOIL,  who  for  some  time  has  been  following  out  the  ideas  he 
here  expounds,  not  only  on  the  air  but  in  trade-deal  space  in  Omaha  and  Council 
Bluffs  newspapers.  His  trade-of -advertising  arrangements  with  the  newspapers, 
incidentally,  led  the  American  Editorial  Association  to  request  further  details,  its 
letter  to  Mr.  Henry  stating  that  it  expected  to  recommend  to  member  papers  that 
they  try  to  make  similar  hookups  with  radio  stations. 
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Mr.  Pettey 


Commission  Completed 

(Contiymed  from  page  6) 

vulnerable.  Fre- 
quency monitor- 
ing operations 
are  held  less  nec- 
essary since  the 
imposition  by  the 
Commission  of 
the  50-eycle  devi- 
ation order  last 
year.  Several 
commercial  com- 
panies are  n  o 
providing-  frequency  checking  ser- 
vices at  nominal  rates  for  the 
benefit  of  stations,  and  the  Com- 
mission might  take  advantage  of 
their  availability. 

With  Mr.  Hanley's  appointment, 
the  Com.mission's  roster  will  be- 
come complete  for  the  first  time 
since  last  July.  His  confirmation 
by  the  Senate  appears  assured, 
since  he  bears  the  endorsement  not 
only  of  his  la-w  associate,  Arthur 
F.  IWullen,  Democratic  national 
Committeeman  for  Nebraska,  but 
also  of  Postmaster  General  James 
Farley.  Mr.  Mullen  first  was  of- 
fered the  post,  but  since  has  been 
offered  a  circuit  judgeship,  which 
he  declined. 

About  51  years  old,  Mr.  Hanley 
has  long  been  prominent  in  poli- 
tics and  once  was  prohibition  di- 
rector for  Nebraska.  Until  1919 
he  served  as  secretary  to  the  late 
Congressman  Lobeck,  and  there- 
fore is  no  stranger  in  Washington. 

Mr.  Pettey  was  radio  director 
of  the  Democratic  national  cam- 
paign committee  and  chairman  of 
the  committee  in  charge  of  radio 
for  the  Roosevelt  inauguration. 
Only  28  years  of  age,  he  attended 
the  University  of  Kansas  and  has 
worked  in  the  east  for  several 
years.  He  went  to  the  Democratic 
committee  from  RCA  Victor  Co., 
where  he  was  in  the  commercial 
sales  section  of  the  Photophone  di- 
vision. Prior  to  that  he  was  with 
Metro-Goldwyn-Mayer,  as  film  dis- 
tributor in  Kansas  City. 

With  Mr.  Pettey's  appointment, 
it  was  practically  certain  that  John 
B.  Reynolds,  acting  secretary  since 
Mr.  Baldwin's  resignation,  would 
revert  to  his  status  as  assistant 
secretary.  Mr.  Reynolds,  a  native 
of  Minnesota,  joined  the  Commis- 
sion more  than  two  years  ago, 
moving  with  Mr.  Baldwin  from  the 
Department  of  Justice. 

Following  a  brief  hearing  March 


29  at  which  Mr.  Hanley  testified, 
the  Interstate  Commerce  Commit- 
tee reported  his  nomination  favor- 
ably to  the  Senate.  Confirmation 
is  expected  within  a  week. 

Mr.  Hanley  declared  he  had  had 
no  experience  whatever  in  radio, 
but  had  an  "open  mind"  on  all 
matters  regarding  regulation.  He 
declared  he  had  no  stock  in  radio 
companies  and  had  never  handled 
radio  or  utility  law  cases. 

"I  do  recognize  the  right  of  the 
government  to  regulate  the  radio 
industry  and  safeguard  the  rights 
of  the  people",  Mr.  Hanley  testi- 
fied. "Being  a  Democrat,  I  am  op- 
posed to  monopoly  of  all  kinds.  I 
understand  radio  offers  a  very 
strong  field  looking  toward  mo- 
nopoly." 

Mr.  Hanley  said  he  had  no  opin- 
ion whatever  regarding  chain  pro- 
grams and  had  never  attempted  to 
criticize  them.  He  said  also  that 
he  had  an  "open  mind"  on  the  sub- 
ject of  commercial  programs,  but 
was  very  much  interested  in  edu- 
cational stations  and  thought  they 
should  be  handled  "very  liberally". 

Mr.  Hanley  left  Washington 
March  29  for  Omaha  to  "straighten 
out  my  law  practice".  He  said  he 
hoped  to  return  about  April  15. 


Copyright  Situation 

(Contiyiued  from  page  28) 

plained  that  he  had  strengthened 
several  of  the  provisions  dealing 
with  music  copyrights  and  provid- 
ing for  a  committee  of  arbitration 
to  settle  all  conflicts  on  royalties. 

Among  other  things,  the  bill 
would  prohibit  multiple  infringe- 
ment suits  against  users  of  copy- 
righted music,  and  would  prevent 
ASCAP  or  other  music  owners 
from  withdrawing  more  than  10 
per  cent  of  the  works  covered  by 
their  licenses.  The  latter  provision 
would  block  an  organization  such 
as  ASCAP  from  exercising  the 
threat  it  made  last  year  to  with- 
draw copyrighted  music  from  the 
air  unless  the  NAB  acceded  to  the 
new  royalty  formula.  NAB,  as  a 
consequence,  claimed  it  accepted 
the  new  formula  under  duress. 

Other  provisions  of  the  bill  deal- 
ing with  radio  have  been  reported 
from  time  to  time  in  past  issues 
of  Broadcasting.  The  Sirovich 
bill,  also  so  reported,  would  have 
the  effect  of  dissolving  ASCAP,  if 
adopted  as  reported  by  the  House 
committee  last  session. 
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ASK  FOR  INFORMATION  ON  PROGRAMS 
MERCHANDISING,    AND    AUDIENCE  AREAS 


MIDLAND 
BROflDCflSTING  Ca 

Kansas  City  ,  Missouh! 


ANOTHER  SMASH  HIT! 

'^GROWIN'  UP'' 

featuring 
GAY  SEABROOK 

AND 

EMERSON  TREACY 


EARNSHAW- YOUNG,  Inc.,  creators  of  famous 
radio  successes — offer  for  sponsorship  East  of 
the  Mississippi  River,  a  sparkling  new  comedy  of 
American  youth — "Growin'  Up" — featuring  the  well 
known  stage  and  screen  stars.  Gay  Seabrook  and 
Emerson  Treacy.  Here  is  fresh,  clean,  wholesome 
radio  entertainment  .  .  .  rollicking  comedy  ...  a 
brand  new  note  in  radio.  Here  is  a  play  that  will 
sell  merchandise.  Recorded  by  electrical  transcrip- 
tions in  the  Hollywood  Studios  of  Freeman  Lang — 
with  a  big  cast,  orchestra  and  sound  effects.  A  great 
show  all  ready  for  immediate  spot  use  in  the  terri- 
tories where  you  need  business  most. 

"Growin'  Up"  is  now  on  the  air  under  con- 
tract in  the  West — only  Eastern  territory 
available. 

There  is  no  guesswork  about  an  Earnshaw- Young 
Production.  What  a  record!  "Chandu",  "Black  and 
Blue",  "Omar  Khayyam",  "Count  of  Monte  Cristo", 
"Ali  Oop",  "Folgeria",  "Adohr  Opera  of  the  Air" 
and  many  others. 

For  audition,  prices,  merchandising  plan, 
publicity,  etc.,  write  or  wire  home  office, 
Los  Angeles. 


EARNSHAW  -  YOlJXC,  inc. 


Hollywood 
Detroit 


Graybar  Building 
New  York  City 
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ACTIONS    OF  THE 


FEDERAL    RADIO  COMMISSION 

MARCH  16  TO  MARCH  30  INCLUSIVE 


Applications  .  .  . 

MARCH  16 

WJEM,  Tupelo,  Miss. — Modification  of  CP  granted 
12-9-32  for  new  station  to  extend  dates  of  commence- 
ment and  completion  to  4-9-33  and  7-9-33  respectively. 

WCAL,  Northfield,  Minn. — CP  to  make  changes  in 
equipment,  increase  operating  power  from  1  kw.  to  1 
kw.  night,  2y-i  kw.  to  LS. 

MARCH  22 

wo  AX,  Trenton,  N.  J. — Authority  to  determine  oper- 
ating power  by  direct  antenna  measurement. 

NEW,  Lewiston,  Me. — Philip  J.  Wiseman  for  CP  to 
use  640  kc,  500  w.,  limited  time — resubmitted  and 
amended  as  to  proposed  transmitter  and  studio  location 
and  equipment. 

WEHC,  Emory,  Va. — Modification  of  CP  granted 
2-28-33  to  move  station  to  Charlottesville,  Va.,  to  change 
proposed  transmitter  location  to  2.3  miles  from  business 
center,  Charlottesville. 

WJBU,  Lewisburg,  Pa. — Consent  to  voluntary  assign- 
ment of  license  to  Charles  S.  Blue. 

WJBU,  Sunbury,  Pa. — CP  to  move  station  WJBU  to 
Sunbury,  Pa. 

WAML,   Laurel,   Miss. — License  to  cover  CP  granted 

I-  10-33  for  changes  in  equipment. 

KGHI,  Little  Rock,  Ark. — CP  to  make  changes  in 
equipment,  change  frequency  and  power  from  1200  kc, 
100  w.,  to  570  kc,  500  w. 

KROW,  Oakland,  Cal. — Modification  of  license  to 
change  hours  of  operation  from  shares  with  KFWI  to 
unlimited. 

KFBK,  Sacramento,  Cal. — CP  for  new  transmitter, 
change  frequency  and  power  from  1310  kc,  100  w.,  to 
1430  kc,  1  kw.  (facilities  KTM,  Los  Angeles,  and 
KELW,  Burbank,  Cal.),  amended  to  request  change 
transmitter  locally,  exact  site  to  be  determined  and 
change  power  requested  to  500  w.  instead  of  1  kw. 

NEW,  Bloomington,  111. — Twin  City  Broadcasting  Co. 
for  CP  to  use  600  kc,  250  w.,  unlimited  time. 

NEW,  La  Grande,  Ore. — Eastern  Oregon  Broadcasting 
Co.  for  CP  to  use  1500  kc,  100  w.,  unlimited  time;  fa- 
cilities in  terms  of  .2  quota  units  to  be  withdrawn  from 
KOAC,  Corvallis,  Ore. 

KVOA,  Tucson,  Ariz. — CP  to  change  transmitter  and 
studio  location  locally. 

KGKX,  Sandpoint,  Idaho — CP  for  changes  in  equip- 
ment and  installation  of  frequency  monitor. 

MARCH  26 

WMCA,New  York — License  to  cover  CP  granted  7-5-32 
for  new  auxiliary  transmitter. 

KGAR,  Tucson,  Ariz. — Modification  of  license  to  change 
frequency  from  1370  kc.  to  1450  kc.  and  increase  power 
from  100  w.  night,  250  w.  to  LS  to  250  w.  day  and  night 
(facilities  KVOA,  Tucson). 

KGFL,  Roswell,  N.  M. — License  to  cover  CP  granted 
5-17-32  and  modifications,  move  station  from  Ration, 
N.  M. 

KPO,    San    Francisco — License   to   cover   CP  granted 

II-  17-31  and  modifications  for  50  kw.  station ;  also  for 
authority  to  use  present  5  kw.  transmitter  as  aiixiliary. 

MARCH  29 

WDRC,  Hartford,  Conn. — Modification  of  license  to 
increase  power  from  500  w.  to  1  kw. 

WILL,  Urbana,  111. — Modification  of  license  to  change 
power  from  250  w.  night  to  500  w.  LS  to  250  w.  night 
to  1  kw.  LS  ;  requests  facilities  of  WKBS,  Galesburg,  111. 

KECA,  Los  Angeles — CP  to  change  transmitter  loca- 
tion locally,  to  use  KFI's  auxiliary  transmitter  with 
changes,  to  increase  day  power  from  1  kw.  to  2  kw.  LS. 

MARCH  30 

WCAO,  Baltimore,  Md. — Modification  of  license  to  in- 
crease operating  power  from  250  to  500  w. 

WDGY,  Minneapolis — License  to  cover  CP  granted 
2-24-33  for  new  transmitter. 

WGN-WLIB,  Chicago — CP  to  make  changes  in  equip- 
ment and  increase  operating  power  from  25  kw.  to 
50  kw. 

NEW,  Meriden,  Minn. — Fette  Bros.,  Herbert  H.  Fette 
&  Ewald  Fette  for  CP  to  use  1210  kc,  75  w.  D.  speci- 
fied hours. 


Decisions  .  .  . 

MARCH  17 

WGBI,  Scranton,  Pa. — Granted  CP  to  make  changes 
in  equipment. 

KVOO,  Tulsa,  Okla. — Granted  modification  of  CP  ex- 
tending completion  date  of  CP  to  June  17. 

WGCM,  Gulfport,  Miss. — Granted  modification  of  li- 
cense to  change  hours  of  operation  from  unlimited  to 
specified,  as  follows:  Daily  except  Sunday,  11  a.m.  to  1 
p.m.;  7  to  10  p.m.,  CST ;  Sunday,  10:45  to  11:45  a.m., 
3  to  5  p.m.,  CST. 

WAML,  Laurel,  Miss. — Granted  modification  of  license 
to  change  specified  hours. 


WTRC,  Elkhart,  Ind. — Granted  license  covering  changes 
in  equipment  and  increase  in  D.  power  from  50  to  100 
w.  ;  1310  kc,  50  w.  night,  100  w.  LS,  simultaneous  day 
with  WLBC  and  share  night  with  WLBC. 

KGFK,  Moorhead,  Minn. — Granted  license  covering 
increase  in  power  from  50  to  100  w.,  and  making 
changes  in  equipment,  1500  kc,  100  w.,  unlimited  time. 

WPTF,  Raleigh,  N.  C. — Granted  authority  to  deter- 
mine operating  power  by  direct  antenna  measurement ; 
also  granted  consent  to  voluntary  assignment  of  license 
to  WPTF  Radio  Co. 

KGCX,  Wolf  Point,  Mont. — Granted  consent  to  volun- 
tary assignment  of  license  to  E.  E.  Krebsbach. 

KPO,  New  York — Granted  10-day  extension  of  equip- 
ment test  period. 

WGST,  Atlanta,  Ga. — Granted  authority  to  take_  depo- 
sitions in  the  matter  of  the  hearing  on  application  of 
Coleman  &  Dobbins  Co. 

Set  for  hearing :  NEW,  Visual  Broadcasting  Labora- 
tories, Kansas  City,  Mo. — -CP  for  visual  broadcasting ; 
2750-2850  kc.  and  43000-46000  kc,  500  w. ;  WMAS, 
Springfield,  Mass. — CP  to  increase  day  power  from  100 
to  250  w.  and  make  changes  in  equipment,  increasing 
maximum  rated  power  from  100  to  250  w. ;  WINS,  New 
York — Modification  of  license  to  increase  operating 
power  from  500  w.  to  1  kw.  ;  WIP,  Philadelphia — Special 
authority  to  increase  power  from  500  w.  to  1  kw.  ex- 
perimentally. 

Applications  dismissed  at  request  of  applicants : 
WEHS,  Cicero,  111. — Modification  of  license,  1310  kc, 
100  w.,  S.  H. ;  WCLS,  Joliet,  111.— CP,  1420  kc,  100  w., 
S.  H. ;  WHFC,  Cicero,  111.— CP,  1310  kc,  100  w.,  S.  H. ; 
WKBI,  Cicero,  111. — Modification  of  license,  1310  kc,  100 
w.,  S.  H. ;  NEW,  Shreveport,  La. — CP  all  experimental 
frequencies,  100  w.,  unlimited  time. 

WJBY,  Gadsden,  Ala. — Denied  authority  to  operate  at 
a  different  location  than  that  specified  in  license. 

KTAB,  San  Francisco — Reconsidered  action  of  Feb.  24 
in  granting  CP  to  move  station  to  Oakland,  Cal.,  and 
on  request  of  applicant  cancelled  application. 

WRDO,  Augusta,  Me. — Set  for  hearing  application  for 
CP  to  move  transmitter  from  341  Water  St.,  Augusta, 
Me.,  to  a  location  in  Portland,  Me.,  to  be  determined  as 
result  of  observations,  and  to  move  studio  from  Augusta 
to  Portland. 

MARCH  21 

WOBU,  Charleston,  W.  Va. — Modification  of  license  to 
change  hours  of  operation  from  sharing  with  WSAZ  to 
unlimited. 

WSAZ,  Huntington,  W.  Va. — Special  authorization  to 
change  frequency  from  580  kc  to  1190  kc,  increase 
power  from  250  w.  nighttime,  500  w.  D.  to  500  w.  night- 
time and  1  kw.  D.  experimentally,  and  change  hours  of 
operation  from  sharing  with  WOBU  to  limited  time  un- 
til sunset  at  San  Antonio,  Tex. 

KRKD,   Los   Angeles — Granted  renewal  of  license. 

WGST.  Atlanta,  Ga. — Granted  authority  to  make  tests 
with  a  power  of  2  to  3  w.  between  the  hours  of  1  and  6 
a.m.  on  frequencies  50  or  60  kc.  on  each  side  of  their 
authorized  frequency  890  kc.  in  order  to  determine  the 
radiation  resistance  of  the  antenna  system. 

KFSG,  Los  Angeles — Granted  renewal  of  license. 

Stations  granted  EST  temporary  license  renewals  be- 
ginning 3  a.m.  April  1,  and  ending  according  to  Rule 
27 :  WFIW,  Hopkinsville,  Ky. ;  WHN,  New  York  ; 
WIBG,  Glenside,  Pa.  ;  WQAO-WPAP,  New  York ; 
WRNY,  New  York  ;  KVOA.  Tucson,  Ariz. 

WMAL,  Washington,  D.  C. — Granted  extension  of  pro- 
gram test  period  of  auxiliary  transmitter  for  period  of 
30  days. 

WOR,  Newark,  N.  J. — Granted  authority  to  operate 
portable  transmitter  for  purpose  of  conducting  tests  in 
connection  with  new  site  for  transmitter. 

WCLS,  Joliet.  111.  ;  WHFC,  Cicero,  111.  ;  WEHS,  Evans- 
ton,  HI.  ;  WKBI,  Cicero,  111. — Denied  petition  that  the 
Commission  reconsider  its  action  of  Jan.  20  in  desig- 
nating the  applications  for  hearing  and  grant  the  same 
without  hearing  under  Rule  44. 

Set  for  hearing:  NEW,  W.  L.  Gleeson,  Monterey,  Cal. 
— Application  for  CP  to  operate  on  1210  kc,  100  w., 
unlimited  time  ;  WLB-WGMS,  Minneapolis — Application 
for  modification  of  license  to  change  specified  hours  of 
operation  to  include  those  of  KFMX  ;  KFBK,  Sacramento, 
Cal. — Application  for  CP  to  move  transmitter  locally, 
to  change  frequency  from  1310  kc.  to  1430  kc,  to  in- 
crease power  from  100  w.  to  500  w.  and  requesting  fa- 
cilities of  KTM  and  KELW  in  terms  of  quota  units. 

MARCH  24 

WLBL,  Stevens  Point,  Wis. — Granted  modification  of 
license  to  increase  D  power  from  2  kw.  to  21/2  kw. 

KFNF,  Shenandoah,  la. — Granted  continuation  from 
April  1,  to  May  1,  of  special  authority  to  use  the  time 
assigned  to  but  not  used  by  KUSD  and  WILL. 

KUJ,  Walla  Walla,  Wash. — Granted  extension  of  spe- 
cial authority  from  April  30,  to  the  remainder  of  the 
present  license  period,  July  1,  to  operate  unlimited  time. 

Stations  granted  reductions  in  hours  in  conformance 
with  Rule  151:  WNBH,  WJMS,  WRAK,  KOB,  KFLX, 
KOAC,  WSOC,  KDLR. 

WEAO,  Columbus,  O. — Grant  for  increase  of  D. 
power  from  750  w.  to  1  kw.  made  Jan.  24,  affirmed 
since  WSYB,  Rutland,  Vt.,  has  withdrawn  its  protest 
against  grant. 


WKBF,  Indianapolis — Granted  extension  of  special  au-, 
thority  from  March  27  to  April  6  to  use  the  former 
transmitter  of  WCMA  at  the  present  location  of  WKBF 
while  moving  the  transmitter  of  this  station  to  its  new 
location. 

WHEF,  Kosciusko,  Miss. — Granted  modification  of  CP 
to  extend  commencement  date  of  CP  from  Sept.  18,  1932,  ■ 
to  30  days  after  the  granting  of  this  application  and 
extension  of  completion  date  from  Dec.  18,  1932,  to  60 
days  thereafter. 

WBBM,  Chicago,  (Ex.  Rep.  453) — Granted  experi- 
mentally authority  to  install  automatic  frequency  control 
and  modification  of  license  to  synchronize  with  KFAB, 
Lincoln,  Nebr.  during  specified  night  hours,  sustaining 
Chief  Examiner  Yost.    Commissioner  Starbuck  dissented. 

KFAB,  Lincoln,  Nebr.,  (Ex.  Rep.  453) — GJpanted  ex- 
perimentally authority  to  install  automatic  frequency 
control  and  modification  of  license  to  synchronize  with 
WBBM,  Chicago,  during  specified  night  hours,  sustain- 
ing Chief  Examiner  Yost.  Commissioner  Starbuck  dis- 
sented. 

KXL,  Portland,  Ore. — Retired  to  closed  files  the  grant 
of  CP  made  Aug.  30,  1932,  to  move  transmitter  locally 
since  required  completion  date  has  long  since  passed. 

WPHR,  Petersburg,  Va. — Application  to  change  fre- 
quency, increase  power  and  move  to  Richmond,  Va., 
dismissed  on  request  of  applicant. 

MARCH  28 

WJEM,  Tupelo,  Miss. — Granted  modification  of  CP  ex- 
tending commencement  date  to  April  9  and  completion 
date  to  July  9. 

WSB,  Atlanta,  Ga. — Granted  modification  of  CP  ex- 
tending completion  date  from  March  17  to  June  17. 

WOPI,  Bristol,  Tenn. — Granted  special  temporary  au- 
thority to  reduce  hours  of  operation  from  unlimited  to 
specified  hours  until  June  1. 

WOR,  Newark,  N.  J. — Special  temporary  authoriza- 
tion extended  from  12  midnight  to  6  a.m.  from  March 
28  to  April  1,  for  operation  of  portable  transmitter  for 
test  purposes. 

KGGM,  Albuquerque,  N.  M. — Granted  special  tempo- 
rary authorization  to  reduce  hours  of  operation  from 
unlimited  to  specified  hours  until  June  1. 

Examiners'  Reports  ... 

WBAX,  Wilkes-Barre,  Pa. — Examiner  Pratt  recom- 
mended (Report  466;  Docket  1895)  that  application  for 
CP  with  new  assignment  on  930  kc,  250  w.  and  un- 
limited hours  be  denied  on  grounds  that  there  was  in- 
sufficient showing  of  financial  responsibility,  equipment, 
availability  of  talent  and  need  for  additional  service. 

KGIX,  Las  Vegas,  Nev. — Examiner  Hyde  recommended 
that  application  for  CP  to  change  location  of  transmitter 
locally  and  for  renewal  of  license  be  denied  on  the 
ground  that  applicant's  "showing  does  not  afford  rea- 
sonable assurance  that  he  will  be  able  to  comply  with 
the  Commission's  regulations  regarding  equipment  and 
operating  standards  if  relicensed." 

NEW,  Robert  Donovan  Weaver,  Dearborn,  Mich. — 
Examiner  Hyde  recommended  (Report  468;  Docket 
1961)  that  application  for  CP  to  operate  a  special  ex- 
perimental station  on  8  to  .020  kc.  with  1.6  watts  be 
denied. 


Population  Survey 

NEARLY  three  years  in  the  making,  the  final 
"Population  Bulletin:  Families"  covering  1930 
census  statistics  for  all  states  has  been  pub- 
lished by  the  U.  S.  Census  Bureau  (Superin- 
tendent of  Documents,  Washington,  15  cents). 
This  83-page  summary  incorporates  many  of 
the  statistics  previously  published  for  each 
state  individually,  and  is  a  document  of  in- 
calculable value  to  advertisers,  agencies  and 
stations  in  sizing  up  marketing  areas  and  po- 
tential radio  audience.  Many  of  the  earlier 
documents  were  either  reviewed,  or  their  radio 
statistics  republished,  in  earlier  issues  of 
BROADCASTING.  The  topics  covered  in  this  bul- 
letin are:  families  classified  by  color  and  na- 
tivity of  head,  tenure  of  home,  value  of  month- 
ly rental  of  non-farm  homes,  size  of  family, 
families  classified  according  to  the  number  of 
children  under  10  and  under  21,  families  classi- 
fied according  to  gainful  workers,  families 
classified  according  to  number  of  lodgers, 
families  classified  by  age  of  head,  employment 
status  of  home-maker,  dwellings  and  families, 
families  having  a  radio  set. 
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Stations  Broadcast 
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I  Earthquake  News 
As  Plants  Tremble 

I  Radio  Establishes  Tradition 
,  As  Men  Endanger  Lives 

A  TRADITION 

all  its  own  —  one 
that  ranks  with 
the  ship  opera- 
tor's  "stick  to 
your  post",  the 
showman's  "show 
must  go  on"  and 
the  newsman's 
"get  the  story" — 
was  established 
by  radio  during 
earthquake  when 
broadcasting  stations  and  their 
staffs  kept  a  breathless  world  in- 
formed of  developments  of  the  dis- 
aster while  walls  of  their  studio 
and  transmitter  plants  were  tremb- 
ling and  actually  giving  way. 

To  an  independent  station, 
KFOX,  Long  Beach,  in  the  heart  of 
the  earthquake  area,  and  its 
doughty  staff  goes  the  highest 
palm  of  bravery,  though  other  sta- 
tions maintained  a  vigil  and  broad- 
cast news  to  the  eager  populace. 
It  was  KFOX,  nearly  wrecked  by 
the  shocks,  that  carried  the  first 
reports  to  a  nation-wide  CBS  net- 
work via  KHJ,  Los  Angeles,  which 
itself  was  being  severely  shaken  by 
the  successive  temblors. 

Broadcast  in  Darkness 

KFOX  stayed  on 
the  air  though  its 
studio  roof  was 
gone  and  its  walls 
a  twisted  mass  of 
wi-eckage.  Chief 
Engineer  Leslie 
MacDowell,  who 
happened  to  be 
outside  when  the 
first  shock  came, 
dodged  flying 
debris  and  raced  into  the  control 
room  to  keep  the  station  on  the 
air.  Chief  Announcer  Ted  Bliss 
was  already  at  the  microphone, 
while  .Jack  Strock,  announcer, 
stood  waist  deep  in  a  tumble  of 
phonograph  records  that  had  been 
shaken  from  their  files.  Even  Mary 
Lou  Foley,  switchboard  operator, 
remained  at  her  job  through  the 
whole  eerie  night,  while  Hal  Nich- 
ols, manager,  nursed  a  chest  in- 
jury suffered  when  bricks  caved 
into  his  machine  as  he  was  driving 
into  an  alley  back  of  the  studio 
building. 

A  lucky  circumstance  kept  the 
KFOX  power  supply  from  failing, 
though  the  night  broadcasts  had  to 
be  done  in  total  darkness.  The  sta- 
tion, though  not  a  network  member, 
was  quickly  switched  into  Los  An- 
geles, where  the  staff  of  KHJ  was 
also  on  the  job.  KHJ's  power 
failed  with  the  first  shock,  but 
Ernest  Underwood,  technical  direc- 
tor, and  Bruce  Piersall,  operator, 
got  the  station  back  on  the  air 
while  the  top  of  its  building 
whipped  and  swayed  crazily. 

KFWB's  Service 

WHILE  KHJ  and  KFI  were  silent, 
KFWB  claims  it  had  the  majority 
of  the  normal  audience,  which  was 
given  bona  fide  news  reports  as  re- 


Newkirk 


EARTHQUAKE'S  KEY  STATION— This  is  how  KFOX,  Long  Beach, 
from  which  eyewitness  reports  of  the  California  disaster  were  broad- 
cast to  the  nation,  looked  after  the  earthquake.  The  KFOX  transmitter 
withstood  the  shocks  though  the  roof  and  walls  crumbled,  and  was 
linked  with  KHJ  and  thence  to  the  CBS  network. 


ceived  by  direct  wire  from  the  edi- 
torial rooms  of  its  affiliate,  the 
Los  Angeles  Examiner.  This  ser- 
vice was  maintained  du'ring  the 
whole  incident,  KFWB  also  joining 
with  the  amateurs  to  furnish  a 
news  and  first-aid  service  that  was 
authentic  and  earned  it  high  praise. 

Soon  restored  to  the  air,  KHJ's 
staff  stood  by  their  posts  even 
while  the  plaster,  tile  and  chande- 
liers cracked  and  crashed.  On  the 
second  floor  of  the  8-story  build- 
ing the  broadcasters  did  not  know 
when  the  building  might  come 
crashing  down  upon  them.  Yet 
they  immediately  set  up  a  "new 
broadcast  division"  under  Leo  Ty- 
son, general  manager,  getting  bul- 
letins through  the  Los  Angeles 
Times  and  flashing  them  not  only 
over  KHJ  but  to  WABC,  New 
York,  and  thence  over  the  entire 
CBS  network. 

This  service  continued  through 
the  night.  Harold  G.  Peery,  Don 
Lee  network  chief  engineer,  was  at 
the  controls,  while  Paul  Ricken- 
backer,  production  manager,  and 
Kenneth  Niles,  his  assistant, 
worked  at  the  microphones,  broad- 
casting calls  to  action  from  Amer- 
ican Legion  commanders,  directions 
to  doctors  and  nurses  and  orders 
for  supplies. 

Interview  Witnesses 

FROM  the  tower  of  the  Los  An- 
geles Times  building,  Doug  Doug- 
las, news  announcer,  flashed  bul- 
letins which  were  immediately 
teletyped  to  New  York  as  they 
were  put  on  the  air.  Van  C.  New- 


kirk,  traffic  manager,  and  Gerald 
Norton,  sales  executive,  were 
pressed  into  duty  as  reporters, 
speeding  by  car  to  the  Compton- 
Long  Beach  area  to  interview  wit- 
nesses, visit  hospitals  and  make 
contact  with  KFOX.  They  lost 
their  car  during  the  assignment. 

While  they  were  out.  Jack  Van 
Nostrand  and  Pat  Weaver,  staff 
writers,  wrote  the  broadcast  ma- 
terial as  it  came  in,  and  Newkirk, 
standing  amid  the  debris  at  KFOX, 
was  the  first  to  tell  the  story  to 
the  entire  CBS  network. 

KFSG,  Los  Angeles,  with  the  co- 
operation of  KRKD,  organized  an 
emergency  relief  bureau  which 
worked  in  conjunction  with  the 
State  Welfare  Department.  After 
a  few  announcements  over  the  air, 
foodstuffs,  blankets  and  money  for 
medical  supplies  poured  in  to  the 
receiving  desks. 

Slight  damage  to  other  stations 
in  or  near  the  earthquake  area  has 
been  reported.  KFI,  Los  Angeles, 
required  some  repairs.  KNX,  with 
its  transmitter  in  the  San  Fer- 
nando Valley,  was  not  disturbed. 
KGFJ  was  off  the  air  for  three 
hours  only.  KREG,  Santa  Ana,  in 
a  section  that  was  also  severely 
shaken,  remained  on  the  air  with 
necessary  messages.  Police  broad- 
casting stations  were  pressed  into 
service  to  short  wave  their  instruc- 
tions to  men  in  the  field,  and  the 
Navy  sent  portable  apparatus  into 
the  field.  Amateurs  were  active  in 
sending  out  messages  to  relatives 
and  friends  of  the  victims  all  over 
the  country. 


Booklet  Analyzes 
Consumer  Markets 

Latest  in  Series  of  Reports 
Covers  Pacific  Southwest 

A  NEW  GUIDE  to  the  relative 
distribution  of  purchasing  power 
and  markets  for  general  con- 
sumers' goods  in  one  of  the  im- 
portant sales  areas  of  the  United 
States  is  presented  in  "An  Aid 
For  Analyzing  the  Market  for 
General  Consumer  Goods  in  the 
Pacific  Southwest,"  newly  issued 
publication  of  the  Department  of 
Commerce. 

The  basic  information  offered  in 
this  latest  study  is  drawn  from 
the  records  of  the  National  Census 
of  Distribution.  The  area  covered 
includes  California,  Nevada,  Utah, 
Arizona  and  New  Mexico,  whose 
retail  sales  in  the  census  year  ag- 
gregated in  excess  of  $3,776,000,000. 

Pointing  to  the  wide  variation 
in  distribution  of  sales  potentiali- 
ties in  this  area,  as  indicated  by 
the  census,  the  report  shows  that 
34  per  cent  of  the  entire  retail 
business  of  the  section  was  con- 
centrated in  Los  Angeles  county. 
Fourteen  counties  out  of  the  149 
which  compose  the  five  states  ac- 
counted for  approximately  three- 
fourths  of  the  total  business  re- 
ported. 

Analyses  of  Sales 

TO  AID  the  manufacturer  and  dis- 
tributor interested  in  selling  this 
territory  to  plan  his  sales  effort 
with  due  regard  to  local  conditions, 
the  report  presents  a  comparison 
of  the  retail  sales  index  and  the 
population  index  for  each  county 
in  the  Pacific  southwest  states,  and 
for  each  city  of  2,500  population 
or  more.  The  retail  sales  index 
shows  what  per  cen^he  local  sales 
are  of  the  1^|Ll  p«hases  in  the 
United  Sta^Bphe^tate  and  the 
immediate  ^^Ry. 

S  p  e  c  i  a^inf  ormation  touching 
upon  the  agricultural  resources  of 
the  section,  and  the  markets  for 
automotive  appliances  and  house- 
hold electrical  and  gas  equipment 
in  the  five  southwest  states  is  in- 
cluded. Another  feature  is  a  series 
of  maps  and  charts  designed  to 
present  at  a  glance  the  salient  dif- 
ferences in  the  sales  potentialities 
in  the  various  states  and  local 
areas  of  the  territory. 

Other  Studies  Made 

"AN  AID  for  Analyzing  the  Mar- 
ket for  General  Consumer  Goods 
in  the  Pacific  Southwest"  is  one  of 
a  series  of  reports  designed  to  pro- 
vide compact,  readily  useable  hand- 
books of  basic  marketing  data  for 
the  principal  sections  of  the  coun- 
try. Three  such  studies,  dealing 
with  Connecticut,  Ohio,  and  the 
New  England  area  as  a  whole,  have 
been  previously  issued.  These  re- 
ports were  prepared  by  Charles  B. 
Eliot,  under  the  direction  of  E.  F. 
Gerish,  chief  of  the  domestic  re- 
gional division.  Bureau  of  Foreign 
and  Domestic  Commerce. 

Copies  of  the  reports  may  be 
obtained  for  5  cents  each  from  the 
Superintendent  of  Documents,  Gov- 
ernment Printing  Office,  Washing- 
ton, or  from  district  offices  of  the 
bureau  in  principal  cities. 
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Beer  to  Stimulate  Advertising 

(Continued  from  page  6) 


IN  THE  PALM 
OF  YOUR 


Today  .  .  . 

as  for  the  past  3  years 
KSTP  leads  all  Minnesota 
stations  combined  (or 
concentrffecj^^overage 

and  listener  preference 
.  .  .  proved  by  today's 
results  in  the  .  .  . 


station  has  never  carried  any  na- 
tional or  local  near-beer  account, 
at  present  about  a  half-dozen 
northwest  breweries  are  contem- 
plating programs. 

Edgar  H.  Bill,  of  WMBD,  Pe- 
oria, reported  that  three  local 
breweries  are  preparing  for  opera- 
tion and  all  of  them  are  consider- 
ing use  of  WMBD,  with  one  defi- 
nitely signed.  The  latter  is  pre- 
paring its  campaign  from  the 
health  and  food  value  standpoints, 
with  a  "Little  German  Band"  as 
the  feature. 

Food  Emphasis  Seen 

KSTP,  St.  Paul,  during  the  last 
three  years,  has  handled  four  na- 
tional and  two  local  near-beer  ac- 
counts, according  to  Ford  Billings, 
general  sales  manager,  who  stated: 

"We  feel  that  the  trend  of  the 
first  real  beer  copy  will  follow  the 
English  slant  and  emphasize  the 
food  content,  yeast,  vitamins,  etc., 
which  beer  will  add  to  the  diet 
and  make  emphasis  of  general  ap- 
proval as  (a)  a  revenue  producer 
and  (b)  outlet  for  farm  grains. 
As  such  we  are  ready  to  accept 
beer  copy  immediately  with  legal- 
ization of  the  product  at  all  hours 
of  the  day  and  evening.  Adver- 
tisers who  must  stress  the  'good 
time'  angle  will  necessarily  be  re- 
stricted to  later  evening  hours — 
not  a  hardship  to  them  inasmuch 
as  their  'class'  audience  will  be 
greater  at  that  time." 

Since  permits  to  manufacture 
beer  are  being  issued  through  field 
officials,  under  authority  of  the 
Bureau  of  Industrial  Alcohol  of 
the  Treasury,  no  complete  list  is 
yet  available  at  any  central  source 
of  breweries  licensed  to  produce 
3.2  per  cent  beer  or  of  wineries 
granted  authority  to  manufacture 
wines  of  that  alcoholic  content. 
Immediately  after  the  bill  was 
signed  by  the  President,  regula- 
tions were  issued  by  the  Treasury 
to  permit  158  breweries  and  bot- 
tlers, licensed  to  produce  near-beer, 
to  manufacture  the  3.2  per  cent 
beverage  so  they  can  have  their 
products  on  the  market  April  7. 
All  told,  173  breweries  are  licensed 
by  the  prohibition  unit  to  make 
near-beer,  and  most  of  them  are 
presumed  to  be  prepared  to  manu- 
facture the  alcoholic  product,  once 
their  permits  are  granted,  barring 
those  in  di-y  states. 


The  bureau  and  its  field  agents 
are  being  swamped  with  applica- 
tions for  licenses  to  manufacture 
the  product  by  newcomers  in  the 
field.  Among  these,  it  is  reported, 
are  numerous  bootleg  beer  cliques 
which  thrived  since  1919,  but  which 
now  are  threatened  with  extinction 
by  the  legal  product.  In  larger 
cities,  some  of  the  so-called  beer 
"barons"  feel  that  they  have  estab- 
lished worthwhile  trade-names  and 
outlets  for  their  products  and  hope 
to  profit  in  the  legitimate  field, 
if  they  can  procure  the  licenses. 

Several  reasons  are  advanced  to 
support  the  belief  that  the  bulk 
of  the  brewery  business  on  the  air 
will  be  spot  broadcasting.  First, 
it  is  known  that  both  World  Broad- 
casting System  and  Scott  Howe 
Bowen,  pioneers  in  the  transcrip- 
tion and  spot  fields,  have  been 
auditioning  prospects,  although 
they  are  maintaining  their  usual 
secrecy.  In  addition,  inquiries 
from  station  representatives  indi- 
cate that  they  are  beseiging  agen- 
cies representing  breweries  in  ef- 
forts to  align  business  for  their 
clients. 

State  taxes,  freight  handling 
charges  and  general  overhead  ex- 
penses are  regarded  as  factors 
which  will  render  national  distri- 
bution of  beer  brands  almost  pro- 
hibitive in  cost  for  all  but  a  few 
companies.  Consequently,  it  is 
expected  that  beer  markets  will 
be  largely  local  in  scope,  with  only 
a  few  of  the  famous  brands  of 
the  pre-prohibition  era  available 
generally.  Moreover,  production 
facilities  of  most  breweries,  after 
years  of  sharply  curtailed  activity, 
are  limited,  and  it  is  likely  that 
such  plants  will  be  pushed  to  meet 
local  demands  of  their  immediate 
markets  for  some  time  to  come. 

Soft  Drink  Competition 

BREWERS,  it  is  indicated,  will 
rely  heavily  on  home  distribution 
by  the  case.  Since  family  and  in- 
stitutional copy  will  predominate, 
and  the  effort  of  the  advertiser 
will  be  to  reach  the  family  circle, 
it  is  felt  that  radio  provides  the 
ideal  promotional  medium.  Once 
the  industry"shakes  down",  follow- 
ing clarification  of  the  legislative 
muddle,  the  3.2  per  cent  beverages 
will  be  sold  through  retail  stores 
to   consumers,  house-to-house  de- 


livery to  the  consumer,  and  at  res-  |j 

taurants,  hotels  and  fountains.  ' 

Wine  advertising  is  not  expected  Ct 
to  be  very  large.    Wineries  con- 
tend  that  a  3.2  per  cent  beverage 

is  not  palatable  and  that  a  de-  "I'' 
cidedly  larger  alcoholic  content  is 
necessary  to  revive  the  American 

taste  for  that  drink.    On  the  other  IPI 

hand,   soft  drink  companies  plan  d  i 

the  introduction   of  carbonated  istii 

waters  having  a  3.2  per  cent  alco-  this 

holic  content.  Such  products  might  jiai 

bring  to  the  air  a  line  of  adver-  |  the 

tising  competitive  with  beer.  ,  fa 

The  right  to  advertise  beer  on  I  >to 

the  air  was  approved  by  the  Sen-  w 

ate  March  16  by  the  slim  margin  :  W 

of  two  votes.    The  surprise  came  sff 

when  Senator  Dill,  (D.)  of  Wash-  fe' 

ington,  radio  leader  of  the  Senate,  1  i" 
offered  an  amendment  to  the  beer 

bill  to  prohibit  radio  advertising  I  « 

while  permitting  it  in  newspapers,  "if 

magazines  and  other  periodicals.  ii^ 

jir 
Hi 

Dill  Explains  Proposal  j| 

'  ed- 

SENATOR  DILL  told  the  Senate  ,  scl 

in  support  of  his  amendment,  that  \[ 

radio  "ought  to  be  kept  free  from  '  ju 

the  propaganda  that  it  can  be  used  i  ui 

for  if  some  such  provision  as  this  '  td 

is  not  in  the  bill."  Following  his  i  Fi 
speech.  Senator  Harrison,  (D.)  of 

Mississippi,  in  charge  of  the  bill,  ; 

said    he    hoped    the    amendment  i 

would  be  defeated  and  asked  for  '  «] 

a  vote.    It  was  defeated  by  a  vote  ei 

of  38  to  36.    Senators  voting  for  i 

the  Dill  amendment  were  Adams,  i 

Ashurst,  Austin,  Bankhead,  Black,  !  f 

Bone,  Borah,  Bratton,  Capper,  Car-  g, 

away,  Connally,  Dale,  Dill,  Fess,  I  jj 

Frazier,  Goldsborough,  Gore,  Hale,  p, 

Hastings,  Hatfield,  Hayden,  Keys,  ,  j, 

McGill,  Neely,  Norris,  Nye,  Pope,  (. 

Robinson  (Ind.)  Russell,  Sheppard,  j. 

Smith,  Stephens,  Thomas  (Okla.),  q 

Townsend,  Vandenberg  and  White,  j 

Thus,  as  finally  written  into  law,  if 
the  bill  carried  the  amendment  on 

advertising  offered  by  Senator  t 

Walsh,   (D.)   of  Massachusetts,  r 

which  permits  advertising  of  3.2  i 

per  cent  beverages,  since  they  are  t 

held  by  the  law  to  be  non-intoxi-  i  j 

eating,  clearing  up  the  confusion  e 

created  by  the  fact  that  the  Pro-  t 

hibition  Act  itself  prohibits  adver-  i  c 
tising  of  alcoholic  drinks. 

Drys  Plan  Test  Suit  | 

ADVANCE  notice  that  an  attack 
will  be  made  upon  the  beer  act  to 
test  its  constitutionality  was  given 
by  Edward  B.  Dunford,  attorney  , 
for  the  Anti-Saloon  League  of 
America  March  22.  He  said  the 
suit  would  be  filed  as  soon  as  the 
"requisite  circumstances  arise,"  in- 
dicating the  test  will  await  the 
actual  beginning  of  distribution 
April  7.  . 

Dr.  Clarence  True  Wilson,  of  the 
Methodist  Episcopal  Board  of  Tem- 
perance and  Public  Morals,  de- 
clared, however,  that  he  would  in- 
stitute court  proceedings  with  the 
objective  of  obtaining  an  injunc- 
tion to  prevent  actual  sale  of  the 
beverage.  Pro-beer  forces  were  in- 
clined to  treat  these  reports  lightly, 
and  while  they  admitted  that  a 
test  case  was  likely,  they  felt  that 
no  court  would  grant  an  injunction 
to  block  present  plans  for  licens- 
ing of  breweries  and  marketing 
and  sale  of  the  product  for  public 
consumption  in  those  states  which 
already  have  legalized  beer. 
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Frequency  Measuring  Service 

Many  stations  find  this  exact  measuring  service  of  great 
value  for  routine  observation  of  transmitter  perform- 
ance and  for  accurately  calibrating  their  own  monitors. 

MEASUREMENTS  WHEN  YOU  NEED  THEM  MOST 

R.  C.  A.  COMMUNICATIONS,  Inc. 

Commercial  Department 

A  RADIO  CORPORATION  OF  AMERICA  SUBSIDIARY 

66  BROAD  STREET  NEW  YORK,  N.  Y. 
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'Morgan  Committee 
Starts  New  Scheme 

"Listeners  Society"  Formed 
'I  As  Allocation  Plan  Fails 

'APPARENTLY  admitting  failure 
of  its  plan  to  break  down  the  ex- 
I  isting  system  of  broadcasting  in 
ithis  country — a  campaign  that  led 
many  of  its  own  members  to  turn 
I  their  backs  on  the  move — the  Na- 
tional Committee  on  Education  by 
I  Radio  has  embarked  on  a  new  ven- 
ture in  the  formation  of  the  "Amer- 
ican Listeners  Society"  intended  "to 
supply  machinery  through  which 
listeners  may   exert  an  influence 
in  determining  the  nature  and  con- 
tent of  radio  programs." 

Joy  Elmer  Morgan,  chairman  of 
the  committee,  is  understood  to  be 
head  of  the  society,  although  the 
directors  have  not  been  announced. 
His  campaign  to  obtain  15  per  cent 
of  all  broadcast  wave  lengths  for 
educational  institutions  caused  a 
schism  in  educational  ranks  and 
it  finally  developed  that  no  actual 
authority  to  carry  on  such  a  move- 
ment was  vested  in  the  commit- 
tee, which  is  endowed  by  the  Payne 
Fund  of  New  York. 

Broad  Program  Set  Up 

"INVITATIONS"  to  join  the  so- 
ciety at  $1  a  year,  subject  to  ap- 
proval of  the  unnamed  board,  have 
been  mailed  out  to  a  select  list. 
The  so-called  society's  7-point  pro- 
gram proposes  improvement  of  ra- 
dio in  America,  publication  of  a 
periodical,  encouragement  of  radio 
research,  sponsorship  of  a  broad- 
casting institute  for  personnel  of 
educational  stations,  maintenance 
of  a  radio  library  and  improvement 
of  laws  and  governmental  admin- 
istration affecting  broadcasting. 

In  some  quarters  it  is  believed 
that  the  society  plan  is  intended  to 
raise  funds  to  support  the  com- 
mittee after  its  endowment  from 
the  Payne  Fund,  which  has  two 
years  to  run,  expires.  For^  a  new 
endowment,  it  must  show  results 
of  a  constructive  nature.  The 
committee  has  aroused  ill  will  not 
only  among  most  broadcasters  but 
among  many  educators  who  have 
received  cooperation  from  indivi- 
dual stations  and  networks  in  fur- 
therance of  education  by  radio. 

The  most  prominent  of  educa- 
tors now  are  associated  with  the 
National  Advisory  Council  on  Ra- 
,  dio  in  Education,  directed  by  Lev- 
1  ering  Tyson,  which  has  cooperated 
with  stations  throughout  the  cou-x^^ 
try  in  offering  educati^^l  feakires. 

Of  significance  ha#"been  -the 
apparent  absence  of  Armstrong 
Perry,  service  bureau  director, 
from  the  committee's  activity.  It 
has  been  noticed  that  whenever  a 
radio  issue  of  importance  arises, 
Mr.  Perry  is  "on  the  road".  His 
activity  now  is  being  handled  by 
Tracy  F.  Tyler  and  E.  J.  Coltrane, 
the  latter  an  educator  who  makes 
most  of  the  Congressional  contacts. 


Radio  Education  Group 
Meets  in  Ohio  May  4-6 

THE  FOURTH  meeting  of  the  In- 
stitute for  Education  by  Radio  will 
be  held  at  Ohio  State  University, 
Columbus,  0.,  from  May  4  to  May 
6.  Leading  educators  and  broad- 
casters from  all  over  the  United 
States  and  foreign  countries  are 
expected  to  attend. 

Subjects  to  be  discussed  are: 
use  of  radio  in  the  schools,  meth- 
ods of  presenting  educational  pro- 
grams, ways  in  which  the  listener 
can  be  advised  as  to  the  educa- 
tional programs  on  the  air,  studies 
of  the  audience  response  to  pro- 
grams and  ways  of  measuring  it. 
As  a  special  feature  broadcasters 
will  present  sample  recordings  of 
programs  already  successfully 
broadcast. 

Round  table  sessions  will  be  held 
on  special  phases  of  educational 
broadcasting,  such  as  commercial 
stations  and  educational  organiza- 
tions, college  and  university  sta- 
tions, school  broadcasting,  and  re- 
search in  radio  education. 

Among  the  speakers  will  be  Prof. 
Herman  Hettinger,  University  of 
Pennsylvania;  John  J.  Karol,  CBS; 
Prof.  Edward  S.  Robinson,  Yale ;  Eliza- 
beth Watson,  Ohio  State  University; 
Tracy  F.  Tyler,  National  Committee  on 
Education  by  Radio;  President  A.  G. 
Crane,  University  of  Wyoming;  Frank 
E.  Mullen,  NBC;  Helen  Johnson,  CBS 
American  School  of  the  Air;  Hattie 
S.  Parrott,  North  Carolina  School  of 
the  Air;  Judith  Waller,  WMAQ;  H. 
B.  McCarty,  WHA,  University  of  Wis- 
consin; Levering  Tyson,  National  Ad- 
visory Council  on  Radio  in  Education; 
E.  A.  Weir,  Canadian  Radio  Broad- 
casting Commission;  K.  G.  Bartlett, 
WMAC,  Syracuse  University;  Dr.  C. 
M.  Koon,  U.  S.  Office  of  Education; 
Gwendolyn  Jenkins,  WEAO,  Ohio 
State  University;  B.  H.  Darrow,  di- 
rector, Ohio  School  of  the  Air,  and 
Morse  Salisbury,  U.  S.  Department  of 
Agriculture. 


WLB-WGMS,  Minneapolis,  Univer- 
sity of  Minnesota  station,  has 
asked  the  Radio  Commission  for 
the  hours  on  1250  kc.  now  assigned 
KFMX,  Northfield,  Minn.  Latter 
station,  owned  by  Carleton  Col- 
lege, has  consented  to  the  shift, 
application  states. 


Radio  Education  Future 
Advisory  Council  Topic 

"THE  FUTURE  of  Educational 
Broadcasting  in  the  United  States" 
will  be  the  general  subject  of  the 
1933  annual  assembly  of  the  Na- 
tional Advisory  Council  on  Radio 
in  Education  May  19  in  New  York, 
according  to  announcement  by 
Levering  Tyson,  director. 

Mr.  Tyson  explained  that  be- 
cause of  current  conditions  the 
council  has  decided  to  restrict  the 
sessions  to  individuals  qualified  to 
participate  by  reason  of  their  ex- 
perience or  their  association  with 
an  organization  directly  concerned 
with  educational  broadcasting.  "It 
is  expected  that  a  discussion  meet- 
ing of  this  character,  combining  all 
shades  of  opinion  and  practice,  will 
be  productive  and  of  reciprocal 
benefit  to  all  concerned  with  this 
subject",  he  stated. 


Wide  Talent  Search 

AUDITIONS  in  all  cities  within 
a  200  mile  radius  of  St.  Louis  are 
being  conducted  by  KMOX  under 
direction  of  Billy  Knight,  who  re- 
cently reorganized  the  KMOX  Art- 
ists Bureau.  The  auditions  are 
open  to  all  comers  but  in  the  first 
few  weeks  uncovered  no  talent. 


or  ARE  SITTING 

IN  THE  CENTER 
OF   THE  WORLD 


s 


.  .  .  EVERY' WHERE 

is  within  arm's  reaeli  via  coordinated 
telegraph,  cable  and  radio  facilities 

Whether  you  would  reach  somebody  five  mij^s 
or  five  thousand  miles... whether  your  message  m 
by  telegraph  or  cable  or  radio  or  by  any  combin'von 
of  these  three... the  great  International  System  of  co- 
ordinated communication  faciliorifl^fek  speed  your 
message its  destination  and  ^^^Kff  ^  ^^P^y  ^ 
mere  rrfatter  of  minutes.  ^^r^ 

Working  hand  in  hand,  the  unfts  of  the  International 
System  are  Postal  Telegraph,  linking  80,000  places  in 
the  United  States  and  Canada*. ..  Commercial  Cables, 
reaching  Europe,  Asia  and  The  Orient... All  America 
Cables,  reaching  Central  America,  South  America  and 
the  West  Indies... and  Mackay  Radio,  which  maintains 
point-to-point  services  in  addition  to  reaching  ships  at  sea. 

Use  Postal  Telegraph  and  the  International  System 
to  reach  anybody... anywhere... ^«/V^/j. 

*/«  Canada,  through  the  Canadian  Pacific  Railway  Telegraphs. 


To  Telephone  a 
Telegram,  Cablegram  or  Radiogram 
just  call 
"POSTAL  TELEGRAPH'' 

or  dial  your  local  Postal  Telegraph  office. 
Charges  will  appear  on  your  local  telephone  bill. 

THE    I  NTERNATIOIVAL    S  Y  S  T  E  I»I 

Tostal  Telegraph 


Commercial 
Cables 


ntackay  "Radio 


'f]      au  Qmrnca 
Cables 
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Quick 

Economical 

Results 

for 

Classified 
Advertisers 


BROADCASTING'S  complete 
coverage  of  the  radio  broad- 
casting industry  is  your  assur- 
ance of  reaching  the  largest 
number  of  prospects  for  what 
you  want  to  buy  or  sell. 

HELP  WANTED 

You  may  choose  a  new  em- 
ployee from  numerous  experi- 
enced applicants  if  you  insert  a 
Help  Wanted  classified  ad  in 
BROADCASTING. 

SITUATIONS  WANTED 

Outline  your  experience  and 
qualifications  in  a  classified  ad 
in  BROADCASTING.  Some 
station  needs  you — reach  your 
next  employer  through  BROAD- 
CASTING. Others  have  done 
it  with  success. 


ANTED  TO  BUY 


- 

you  would  like  to  buy  some 
^^ped  equipment,  insert  a  classi- 
5ed  ad  in  BROADCASTING 
and  choose.^iat]i  several  attrac- 
tive offers 


Equipment  that  you  are  not 
now  using  may  be  readily  con- 
verted into  cash.  Just  tell  sta- 
tion managers  and  engineers 
what  you  wish  to  sell.  Do  it 
with  a  classified  ad  in  BROAD- 
CASTING. 

 REPAIR  SERVICES 

Do  you  repair  microphones, 
tubes  or  other  station  equip- 
ment? There  is  more  business 
for  you  if  you  outline  your  ser- 
vices to  stations  through  a 
classified  ad  in  BROADCAST- 
ING. 


Copy  should  reach  this  office 
five  days  prior  to  date  of  pub- 
lication. Classified  ads  do  the 
job  quickly  and  economically. 
7c  per  word — cash  with  order. 


BROAimSTING 


Post  Office  Rules  on  Fan  Mail 


(Continued  from  page  8) 


broadcast 

Advertising" 

870  National  Press  Bldg., 
Washington,  D.  C. 


mine  how  far  they  will  apply  to  the 
independent  or  non-chain  station. 

We  represent  radio  station  WGN, 
Chicago,  111.,  which  is  owned  and  oper- 
ated by  the  same  management  as  the 
Chicago  Tribune.  Sponsored  pro- 
grams are  broadcast  over  WGN  for 
many  advertisers  located  in  various 
parts  of  the  country.  Mail  resulting 
from  these  broadcasts  is  usually  sent 
directly  to  the  station  and  then  must 
be  forwarded  to  the  sponsor.  If  such 
mail  had  to  be  forwarded  at  first  class 
rates,  the  postage  required  in  many 
instances  would  exceed  the  revenue  de- 
rived by  the  station  from  the  broad- 
cast. It  is,  therefore,  essential  that 
the  station  be  permitted  to  adopt  a 
course  of  forwarding  this  mail  by 
other  less  costly  methods  consistent 
with  the  postal  laws  and  regulations. 

Proposed  Procedure 

WE,  THEREFORE,  submit  the  fol- 
lowing proposed  methods  of  procedure 
for  the  department's  consideration: 

1.  Suppose  WGN  delivered  mail  to 
the  Chicago  office  of  the  advertising 
agency  handling  the  advertiser's  ac- 
count, could  the  agency  after  opening 
and  tabulating  the  letters  forward 
them  to  the  advertiser  by  express? 
Would  it  make  any  difference  in  this 
situation  if  the  letters  were  unopened 
prior  to  being  forwarded  to  the  ad- 
vertiser? 

2.  In  some  cases  the  advertising 
agency  handling  the  advertiser's  ac- 
count has  an  employee  stationed  in 
the  main  office  of  the  advertiser.  Sup- 
pose WGN  delivered  the  mail  un- 
opened to  the  advertising  agency  in 
Chicago  and  the  advertising  agency 
expressed  such  mail  to  its  employee  in 
the  advertiser's  main  office,  who  upon 
receipt  thereof  would  turn  it  over  to 
the  advertiser  unopened.  This  is  a 
bona  fide  arrangement  between  adver- 
tiser and  agency  now  prevailing  on 
numerous  accounts.  It  would  seem  that 
under  these  conditions  a  package  of 


PROFESSIONAL 
DIRECTORY 


JANSKY  and  BAILEY 

Consulting  Radio  Engineers 
Commercial  Coverage  Surveys 
Allocation  Engineering 
Station  and  Studio  Installations 

Engineering  Management 
National  Press  Bldg.  Wash.,  D.  C. 


T.  A.  M.  CRAVEN 

Consulting  Radio  Engineer 

Allocation  Engineering 
Commercial  Coverage  Surveys 

Antenna  Installations 
Complete  Engineering  Surveys 

National  Press  Building, 
Washington,  D.  C. 


GLENN  D.  GILLEH 

Qonsulting  l^adio  £ngineer 
Synehronizalion  Equipment  Design,  Field 

Strength  and  Station  Location  Surveys 
Antenna  Design       Wire  Line  Problems 

National  Press  Bldg.    Washington,  D.  C. 
N.  Y.  Office:  Englewood,  N.  J. 


RADIO  RESEARCH  CO.,  Inc. 

Broadcast  Station  Engineering 
Instrument  Design  and 
Manufacture 

9th  and  Kearny  Sts.,  N.  E. 
Washington,  D.  C. 


mail  sent  by  express  does  not  have 
the  character  of  "letters"  within  the 
purview  of  the  private  express  sta- 
tutes. 

3.  Suppose  that  the  advertiser  had 
a  branch  office  of  its  own  in  Chicago, 
could  such  a  branch  office  forward 
mail  delivered  to  it  by  WGN  to  the 
advertiser's  main  office  by  express? 

4.  Suppose  WGN  used  the  branch 
office  of  the  Chicago  Tribune  as  for- 
warding headquarters,  could  the  mail 
be  sent  by  express  to  such  offices 
and  then  turned  over  to  the  adver- 
tiser or  advertising  agency?  This 
situation  appears  to  be  analogous  to 
that  involved  in  the  department's 
prior  rulings  on  the  subject. 

A  ruling  of  the  department  approv- 
ing any  or  all  of  the  foregoing  pro- 
posals is  respectfully  requested  so  that 
Station  WGN  may  be  advised  to  act 
in  accordance  therewith. 

Post  Office  Ruling 

THE  DEPARTMENT'S  reply,  sent 
March  16,  and  bearing  the  signa- 
ture of  W.  E.  Triem,  superintend- 
ent of  the  Division  of  Railway  Ad- 
justments, follows  in  full  text: 

Reference  is  made  to  your  letter  of 
March  8,  asking  for  an  opinion  with 
respect  to  the  transmittal  outside  of 
the  mails  without  payment  of  post- 
age of  audience  mail  received  by  the 
broadcasting  station  of  the  Chicago 
Tribune. 

The  question  was  submitted  to  the 
Solicitor  for  this  department  with  re- 
quest for  a  ruling,  and  following  is  a 
copy  of  his  reply: 

"With  regard  to  Mr.  Scharfeld's 
first  query,  viz.,  whether  the  fact  that 
the  previous  rulings  of  the  depart- 
ment relating  to  fan  mail  were  ren- 
dered in  response  to  requests  of  chain 
stations  would  have  any  bearing  upon 
the  matter  or  whether  such  rulings 
would  apply  with  equal  force  in  the 
case  of  independent  or  non-chain  sta- 
tions, the  answer  is  that  no  distinc- 
tion is  made  between  the  two  classes 
of  stations.  The  issue  in  all  such 
cases  is  the  same:  whether  the  mat- 
ter proposed  to  be  forwarded  outside 
the  mails  falls  within  the  category  of 


CLASSIFIED 

ADVERTISEMENTS 

Classified  advertisements  in 
Broadcasting  cost  7c  per  word  for 
each  insertion.  Cash  must  accom- 
pany order. 

Forms  close  28th  and  13th  of 
month  preceding  issue. 


Situations  Wanted 


Attention  Station  Owners 

We  have  available  Salesmen,  Announcers, 
Engineers,  Studio  Managers,  or  complete 
personnel  for  the  successful  operation  of 
radio  station,  either  on  lease  or  percentage 
basis.  All  employed  at  present.  Reference 
exchanged.    Box  84,  Broadcasting.  

Available,  a  commercial  manager  with 
eight  years  experience,  at  present  em- 
ployed, best  references.  If  you  want  re- 
sults address  Box  85,  Broadcasting. 


Radio  Features 


Lynn  Adair,  radio  playwright.  Original 
first  run  dramas  for  sale — stock  dramas 
leased  on  royalty — commercial  and  thumb- 
nail (3  minute)  dramas  written  to  order. 
Romance — Melodrama — -Thrillers.  Negro 
Comedy,  Children's  Serials.  222  Kimball 
Hall.  Chicago — 45  West  39th  Street,  New 
York  City.  

Microphone  Service  

EXPERT  MICROPHONE  REPAIRS— 
Any  type  or  make.  Charges  very  reason- 
able, depending  on  labor  and  material ; 
e.g.,  two  -  button  microphones  average 
$7.50 ;  condenser  heads  $15.00.  Largest 
stations  use  this  service.  Write  for  cata- 
log of  new  equipment :  Two-stage  Conden- 
ser Microphone,  bullet  type,  $75.00.  Shure 
Brothers  Company,  337  W.  Madison  St., 
Chicago,  111. 


'letters'  within  the  meaning  of  the 
private  express  statutes. 

"Responding  to  Mr,  Scharfeld's  spe- 
cific inquiries,  his  first  question  is 
whether  WGN  might  deliver  mail  to 
the  Chicago  office  of  the  advertising 
agency  handling  advertisers'  accounts 
which  would  open  and  tabulate  the 
letters  and  forward  them  to  the  ad- 
vertiser by  express.  This  plan  would 
be  objectionable.  The  second  part  of 
the  first  inquiry  is  whether  it  would 
alter  the  situation  if  the  letters  were 
unopened  prior  to  being  forwarded  to 
the  advertiser.  The  answer  is  yes.  If 
the  letters  are  not  to  be  opened  prior 
to  the  time  they  reach  the  advertiser, 
they  may  be  sent  by  express  or  by 
fourth  class  or  parcel  post  rates. 

"The  second,  third  and  fourth  in- 
quiries all  involve  similar  methods  of 
procedure.  It  does  not  matter  whether 
the  fan  mail  is  handled  by  an  adver- 
tising agency,  a  branch  office  of  the 
advertiser,  or  a  branch  office  of  the 
broadcasting  station  or  the  newspaper 
which  owns  same.  If  the  fan  mail  is 
to  be  opened  by  some  person  before  it 
reaches  the  advertiser,  it  may  not  be 
sent  outside  the  mails  to  such  person 
without  payment  of  postage.  If,  on 
the  other  hand,  it  is  handled  one  time 
or  several  times  before  it  reaches  its 
ultimate  destination,  viz.,  the  office  of 
the  sponsor  of  the  program,  but  is 
not  opened  by  anyone  before  it  reaches 
such  sponsor,  it  may  be  sent  other- 
wise than  by  'letter'  without  violation 
of  the  private  express  statutes." 


Many  Artists  are  Heard 
By  NBC  for  Programs 

AUDITIONS  held  before  NBC's 
program  board  and  artist  bureau 
during  the  past  two  weeks  for  use 
either  as  sustaining  programs  or 
for  commercials  are  as  follows: 

March  14 — Mrs.  Mary  Cava- 
naugh  and  partner,  two-piano 
team;  Suzanne  Caubaye,  singer; 
Count  Leo  Tolstoy;  "Lord  Ton- 
well's  Visit  To  America;"  "Seein' 
Is  Believin',"  with  Jane  Huston; 
Nina  Paggi,  singer;  Havana 
Royale,  a  6-piece  orchestra  with 
a  soloist;  Dr.  Irene  Case  Tamur, 
talk;  Rondoliers  Quartet  for  Wood- 
bury (this  quartet  on  March  27 
replaced  Morton  Downey  on  the 
Woodbury  program) ;  Louis  Dor- 
nay,  dramatic  tenor,  and  Dave 
Sachs,  pianist. 

March  15 — John  Pearce,  singer; 
Southern.  Rambler  and  Her  Fid- 
dlers Three;  "Bringing  Up  Father" 
with  Gus  Hill;  "The  Old  Skipper" 
with  Ed  Whitney,  eight  singers, 
piano  and  accordion;  May  Usher; 
"Samantha  and  Josiah,"  sketch, 
and  these  artists  for  Fleischman: 
Jack  Powell,  Blanche  Ring,  John 
Erskine  and  Eddie  Garr. 

March  17 — -Ramona  for  Fleisch- 
man; "Peggy  and  Her  Boy 
Friends"  with  Eunice  Howard; 
Jeanne  Judson,  talk  and  Eddie 
Adair  and  Mary  McCoy  in  sketch 
titled  "A  Bench  in  the  Park". 

March  20 — Dick  Winfrey's  or- 
chestra; Prince  Alexis  Obolesky, 
singer;  Viennese  Hungarian  En- 
semble; "Just  Relax"  with  Jeanne 
Owen;  Eddie  Leonard  show  and 
Haverford  and  Boatwright. 

March  21 — Perry  Asker,  singer; 
"Confidential"  with  a  cast  featur- 
ing De  Angelo,  Robert  Armbruster 
and  8-piece  orchestra;  Ralph 
Whitehead;  Ohrbach  Department 
Store  auditioned  Paul  Sabin's  or- 
chestra with  a  vocalist,  and  Clem 
Wood,  Negro  songs. 

March  23 — Artists  for  Fleisch- 
man: Nance  O'Neill,  Walter  Woolf, 
Eddie  Garr,  Blanche  Ring,  Cissie 
Loftus,  Bobbie  Folsom,  Bob  Hall, 
Ed  Howard  and  Gus  Shy. 
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THE  New  Deal  a 


THE  NEW  WBT 


THE  OLD  WBT 


25,000  WATTS  5,000 

$200  BASIC  RATE  $200 
25%  MAXIMUM  DISCOUNT  15% 

Primary  Coverage 

85     NUMBER  COUNTIES  7 
127,278    RADIO  RECEIVERS  12,820 
458,201    RADIO  AUDIENCE  39,742 

Retail  Sales,  1930  .  .  .  $616,190,000.00 

WBT  IS  THE  ONLY  STATION  ON 
THE  DIAL  FOR  THE  CAROLINAS! 


WBT  dominates  the  Carolinas!  A  multitude  of  cities  and  communities  report  WBT 
the  only  reliable  source  of  reception  during  the  daylight  hours;  and,  during  the  sum- 
mer, day  and  night  both! 

And  for  the  price  of  last  year's  coverage,  you  can  buy  five  times  more  power  to- 
day over  this  Dominant  Carolina  station. 


STATIOH 


WBT 


INCORPORATED 


•  KEY  STATION  OF  THE  DIXIE  NETWORK 

CHARLOTTE,  NORTH  CAROLINA 
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Low- cost  operation 
of  ^^^/iso  watt  stations 


Use  of  "CLASS 
modulators  cuts 
tube  cost  in  half 

The  outstanding  advance  in  transmitter  design  during  the 
last  year  has  been  the  perfection  and  utilization  of  a 
"Class  B"  modulation  system.  This  development  has  in- 
creased the  efficiency  of  modulator  tubes  nearly  ten-fold 
and,  correspondingly,  has  reduced  the  required  transmitter 
tube  capacity  by  more  than  one-half.  The  saving  in  tube 
cost  thus  effected  is  particularly  important  in  low-power  sta- 
tions where  this  cost  is  a  relatively  large  item  of  operating 
expense. 

The  Type  250-W  Transmitter  is  the  only  transmitter  of 
standard  manufacture  in  which  this  "Class  B"  modulation 
system  is  available.  Moreover,  this  transmitter  also  offers 
a  saving  in  first  cost,  for  it  has  been  designed  to  provide 
in  one  unit  for  250  watt  as  well  as  100  watt  operation. 
The  RADIOTRONS  employed  for  100  watts  also  pro- 
vide for  250  watts.  An  additional  amplifier  unit  is  not 
necessary. 


TRANSMITTER  SECTION 


RCA  Victor  100/250  watt 
Transmitter,  Type  250-w 


RCA  Victor  Co.,  Inc. 

(A  Radio  Corporation  of  America  Subsidiary) 

CAMDEN,  N.  J. 

"RADIO  HEADQUARTERS" 
New  York:  153  E.  24th  Street      San  Francisco:  235  Montgomery  St. 
Chicago:  111  N.  Canal  Street       Dallas:  Santa  Fe  Building 


B  RO A  DAST I N  G 


combined  with 


I 


SeLStfhi,  •    Vol.4   No.  8 


Canada  and  Foreign 
$4.00  the  Year 


WASHINGTON,  D.  C. 
APRIL  15,  1933 


S3.00  the  Year 
15c  the  Copy 


I 


WBBM 


I 


(Western  Key  Station  of  the  Columbia  Broadcasting  Syste^) 


is  now  carrying 
the  largest  volume 
of  advertising  in 
its  history 

WBBM  is  carrying  more  local  and  national  '^spot'  ad- 
vertising than  ALL  the  other  major  Chicago  stations 
combined — with  three  out  of  four  of  its  clients  on 
renewals.  Sales  in  1933  are  14.1^  ahead  of  1932. 
Sales  in  1932  were  15.2%  ahead  of  1931.  You 
don't  have  to  theorize  about  these  results! 

For  Complete  Details  and  ^^Open-Time''^  write  to: 

WBBM  — 410  N.  MICHIGAN  AVENUE,  CHICAGO 

or  to  RADIO  SALES,  INC.— 485  Madison  Ave.,  New  York 


Now.  .  .  Hygrode  Sylvania  Announces 

A  Complete  Electronics 

Department 

■  full  production  facilities  ■  leading  electronics  engineers 

FOR  more  than  30  years,  the  Hygrode  Sylvania  Corporation,  and  its 
predecessors  have  supplied  the  electric  light  industry  v/ith  standard 

lamps  of  highest  quality  and  uniformity.  And  since  earliest  days  of  radio,   

this  company  has  pioneered  in  the  development  of  radio  tubes. 

Nov/,  v/ith  the  formation  of  its  nev/  Electronics  Department,  the  Hygrode 
Sylvania  Corporation  expands  to  meet  the  nev/er  demands  of  electronics. 
In  addition  to  lamp  bulbs  and  radio  set  tubes,  this  company  now  produces 
radio  transmitters,  transmitter  tubes,  speciol  receivers,  industrial  tubes 
and  custom-built  electronic  devices  of  every  specialized  noture. 

A  technicol  staff  composed  of  Williom  J.  Borkley,  General  Manager; 
D.  F.  Replogle,  Chief  Engineer;  Victor  O.  Allen,  Assistant  Chief  Engineer; 
and  22  other  electronics  engineers  ond  executives,  oil  formerly  associated 
with  the  DeForest  Radio  Compony;  a  complete  research  laboratory  fully 
equipped  for  any  purpose  required  in  the  electronic  art;  and  omple  pro- 
duction facilities  insured  by  o  nev/  fully  equipped  plant  where  all  elec- 
tronics work  will  be  coordinated — oil  of  these  factors  odd  to  the  Hygrode 
Sylvonio  resources  the  some  skill  and  knowledge  responsible  for  today's 
most  important  commerciol  opplicotions  of  electronics. 

The  Hygrode  Sylvonio  Corporotion  invites  you  to  ovoil  yourself  of  its 
technical  experience,  and  vost  production  and  reseorch  facilities.  For 
consultations,  write  to: 

THE  HYGRADE  SYLVANIA  CORPORATION 

Electronics  Division 
64  Lakeview  Avenue  Clifton,  New  Jersey 

©I9J3,T.  H.  S.  C. 
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There  can  be  no  question  about  the  dominance  of  WTAM, 
Cleveland,  in  a  wide  area  which  includes  northern  Ohio, 
eastern  Michigan,  northern  Indiana  and  western  Penn- 
sylvania and  New  York.  No  matter  from  what  point  of 
view  you  consider  it, — coverage,  popularity  or  results 
achieved, — statistics  and  surveys  show  an  overwhelming 
preference  for  WTAM. 

An  interesting  chart,  "Thirty  Major  Markets,''  tells 
WTAM's  story  better  than  words.  Copies  are  available 
at  the  office  of  the  NBC  Local  Service  Bureau  nearest 
you.  Send  for  it. 

LOCAL     SERVICE  BUREAU 


NEW  YORK 

WEAF    &  WJZ 


CHICAGO 

WMAQ&WENR 


SAN  FRANCISCO 

KPO,       KGO      &  KYA 


BOSTON  •  WBZ  SPRINGFIELD,  MASS  •  WBZA  SCHENECTADY  .  WGY  WASHINGTON,  D.  C.  ■  WRC  8  WMAL 
PITTSBURGH  •  KDKA      CLEVELAND  •  WTAM       DENVER  •  KOA      PORTLAND.  ORE  -  KEX      SPOKANE  •  KGA 
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KDKA,  the  pioneer  broadcasting  station  of  the 
world,  has  always  been  an  influential  factor 
in  the  radio  business.  A  pioneer  in  the  de- 
velopment of  successful  commercial  pro- 
grams, KDKA  has  grown  with  the  whole 
broadcasting  industry,  its  prestige  and  pop- 
ularity increasing  with  the  years. 

To  reach  —  and  effectively  cover — the 
rich,  heavily  populated  market  of  which 
Pittsburgh  is  the  center,  use  the  facilities  of 
KDKA.  Its  tremendous  power  (50,000  watts) 
and  outstanding  programs,  both  network  and 
local,assure  a  maximum,  responsive  audience 
at  all  times.  For  records  of  results  and  avail- 
ability of  time,  write  or  telephone  the  near- 
est office  of  the  NBC  Local  Service  Bureau. 


MARGARET  BOURKE-WHITE 


NBC 


LOCAL  SERVICE  BUREAU 

NEW    YORK      •      CHICAGO      •      SAN  FRANCISCO 

WEAF       &       WJZ  WMAQ  &  WEHR  KPO.         KGO  &  KYA 

BOSTON  •  WBZ  SPRINGFIELD,  MASS.  •  WBZA  SCHENECTADY  •  WGY  WASHINGTON.  D.  C.  •  WRC  S  WMAL 
PinSBURGH  •  KDKA         CLEVELAND  •  WTAM         DENVER  •  KOA         PORTLAND.  ORE.  •  KEX         SPOKANE  •  KGA 

ONE    CONTACT    FOR  SEVENTEEN   STATIONS    SIMPLIFIES   LOCALIZED    BROADCASTING  PROBLEMS 
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N  ST.  LOUIS 


A  Distinctive  Mark  of  Merit 
Such  as  This  Must  be  Deserved 

WHY..? 


Serving  the  public  faithfully  over  a  period  of 
eleven  years,  WIL  has  written  into  the  air  the 
following  outstanding  achievements  in  this  great 
metropolitan  area. 

FIRST. . .  commercial  station  on  the  air  in  St.  Louis 
FIRST.. .to  broadcast  baseball  play-by-play 
FIRST.. .to  broadcast  boxing  blow-by-blow 
FIRST... to  broadcast  police  news 
FIRST... to  broadcast  election  returns 


FIRST...  to  have  its  own  news -gathering  organ- 
ization 

FIRST... to  provide  consistent,  nightly  assistance 
to  those  in  distress  or  need 

FIRST... to  have  its  own  Washington  news  cor- 
respondent 

FIRST.. .to  broadcast  music  by  remote  control 

In  fact,  "first"  has  come  to  be  such  a  customary 
habit  with  WIL  that  listeners  of  this  area  have 
learned  to  look  upon  this  station  for  leadership. 


ou  Cannot  Adequately  Cover  St.  Louis  Without  Using  WIL 


ST.  LOUIS,  MO. 


ST.  LOUIS,  MO. 
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News  Flash! 


Washington,  D.  C,  April  3rd.  In  a  decision 
rendered  here  today  by  the  U.  S.  Court  of 
Appeals,  radio  stations  WMCA  and  WPCH  are 
now  authorized  to  unite  for  full  time  operation 
on  the  570  k.  c.  channel  in  the  New  York 
metropolitan  area,  thus  sustaining  the  verdict 
of  the  Federal  Radio  Commission. 

By  virtue  of  this  important  decision 
WMCA-WPCH  becomes  the  first  full  time 
New  York  independent  station. 


America's  Premier  Regional  Station 

WMCA 


KNICKERBOCKER  MMM  MM  Mk  WMCA  BUILDING 

BROADCASTING  mMkM  W    "  MM  NEW  YORK  CITY 

CO  INC.     

  W    ^  M  W  M  '^■P  CHICAGO  OFFICE 

DONALD  FLAMM.  Presiefenf  fA^J^*  ^mH-V.^^I^ 

THE  "AIRLINE"      TO  THE  "°  "cmciGo.^iu 


NEW  YORK 

METROPOLITAN  AREA 
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NAB  Opens  3-Point  Attack  On  ASCAP 


By   SOL  TAISHOFF 


Failure  of  New  Parley  Brings  Program  Bureau  Formation, 
Decision  to  Litigate  and  to  Promote  Legislation 


ABRUPTLY  turned  away  by  E. 

C.  Mills,  general  manager  of  the 
American  Society  of  Composers, 
Authors  &  Publishers,  in  a  new 
effort  to  negotiate  downward  re- 
vision of  the  musical  copyright 
contracts  thrust  upon  broadcast- 
ers last  fall,  the  National  Asso- 
ciation of  Broadcasters  will  em- 
bark at  once  upon  a  three-point 
plan  having  as  its  objective  the 
complete  release  of  the  industry 
from  the  grip  of  the  copyright 
pool. 

With  the  law  firm  of  Newton  D. 
Baker,  special  NAB  copyright 
counsel,  leading  the  way,  the  first 
step  was  taken  last  week  with  the 
incorporation  of  the  Radio  Pro- 
gram Foundation,  established  to 
set  up  a  wholly-owned  music  and 
program  material  reservoir  for 
radio.  The  breaking  off  of  nego- 
tiations with  ASCAP  on  April  4, 
when  Mr.  Mills  refused  point 
blank  even  to  consider  lower  fees, 
means  immediate  steps  will  be 
taken  for  litigation  against  ASCAP 
under  the  direction  of  Mr.  Baker 
— a  move  that  had  been  held  in 
abeyance  until  all  hope  for  re- 
opening of  conversations  was  dis- 
sipated. Remedial  legislation  to 
check  the  activity  of  ASCAP  is 
the  third  phase. 

Calm  Precedes  Action 

THE  DECISION  to  proceed 
against  ASCAP  was  reached  in 
New  York  April  5  after  Mr.  Mills 
had  been  called  upon  by  a  com- 
mittee of, NAB  officials,  headed  by 
Alfred  J.  McCosker,  NAB  presi- 
dent and  director  of  WOR,  New- 
ark. For  more  than  a  month, 
copyright  affairs  had  been  quies- 
cent, since  it  was  the  desire  of  the 
NAB  board  of  directors  to  clear 
the  atmosphere  of  all  hostility 
pending  an  effort  to  reopen  nego- 
tiations in  compliance  with  re- 
peated statements  by  Mr.  Mills 
that  he  stood  ready  to  confer  with 
the  NAB  on  such  a  revision. 

After  preliminary  conversations 
between  Mr.  Mills  and  Joseph  C. 
Hostetler,  law  partner  of  Mr. 
Baker,  a  committee  of  the  NAB 
met  with  Mr.  Mills  April  4.  Isaac 

D.  Levy,  WCAU,  Philadelphia, 
chairman  of  the  NAB  special  fi- 
nance    committee,  accompanied 


Messrs.  McCosker  and  Hostetler. 

Hardly  was  the  meeting  under 
way,  before  Mr.  Mills  announced 
that  there  would  be  no  revision  of 
the  contracts,  except  upward.  In 
other  words,  he  told  the  commit- 
tee which  had  come  to  confer  with 
him  in  response  to  his  constantly 
reiterated  assertion  that  he  was 
ready  to  reconsider  the  formula 
under  which  stations  this  year  pay 
3  per  cent  of  their  net  receipts, 
plus  a  sustaining  license,  would 
not  be  reduced.  Next  year,  under 
the  three-year  contracts,  the  rate 


is  scheduled  to  be  4  per  cent,  and 
the  third  year  5  per  cent,  added  to 
the  sustaining  license. 

The  committee  made  its  depart- 
ure at  once.  Mr.  McCosker  then 
called  to  New  York  for  a  meeting 
on  April  5  Philip  G.  Loucks,  NAB 
manager  director,  and  Oswald  F. 
Schuette,  NAB  copyright  director. 
At  that  meeting  with  members  of 
the  group  which  had  visited  Mr. 
Mills  present,  the  three-point  plan 
was  decided  upon.  The  new  plan 
dovetailed  with  the  decision  reached 
by  the  NAB  board  at  its  meeting 


The  Radio  Program  Foundation 

SALIENT  provisions  in  the  incorporation  papers  of  the  new  Radio 
Program  Foundation,  set  up  by  the  NAB  to  make  available  to 
broadcasters  the  copyrighted  works  of  independent  composers  and 
publishers  who  are  practically  barred  from  the  air  by  present 
ASCAP  contracts,  are  published  below.  Oswald  F.  Schuette,  NAB 
copyright  director,  will  be  the  directing  head  of  the  organization 
designed  to  enable  broadcasters  to  cooperate  in  the  creation  of 
new  program  material  and  to  acquire  compositions  and  manu- 
scripts particularly  adapted  for  radio  use: 

(a)  To  promote  advancement  in  the  means,  methods  and  form*  of 
sound  and  visual  broadcasting,  and  to  promote  and  sponsor  the  selec- 
tion of  meritorious  program  material,  as  a  means  of  promoting  the 
cultural  arts  and  of  extending  the  benefits  thereof  to  the  public. 

(b)  To  these  ends,  to  promote  the  exchange  of  information  among 
its  members. 

(c)  To  encourage  and  assist  scientific  experimentation  for  the  im- 
provement of  the  operation  and  for  the  further  development  of  the 
means  of  radio  communication. 

(d)  To  sponsor  and  acquire  deserving  productions  of  composers  and 
authors,  and  to  acquire  copyrights  therein,  or  rights  or  any  interest 
thereunder,  and  to  make  application  for,  buy,  sell,  assign  and  license 
any  such  copyrights,  or  interest  or  rights  therein  or  thereunder,  either 
of  the  United  States,  or  any  foreign  country. 

(e)  To  enter  into  agreements  with  authors  and  composers  and  to 
establish  means  and  agencies  for  fixing,  collecting,  and  accounting  for 
license  fees  or  royalties. 

(f)  To  act  as  a  clearing  house  or  representative  in  agreements  be- 
tween authors,  composers,  and  publishers  and  the  users  of  their  works. 

(g)  To  provide  a  place  and  means  for  recording  or  filing  manuscripts 
written  or  composed  to  be  used  in  connection  with  radio  broadcasting, 
to  enable  authors  and  composers  to  give  definite  proof  of  a  date  of 
filing. 

(h)  To  encourage  and  promote  the  use  of  radio  broadcasting  for  edu- 
cational purposes. 

(i)  To  own  stock  in,  lend  money  to,  or  otherwise  assist  any  corpo- 
ration or  corporations  organized  for  the  purpose  of  publishing,  dis- 
tributing or  marketing  musical  compositions,  books  or  other  publications, 
and  to  finance  or  assist  in  the  publication  and  distribution  of  any  in- 
formation relating  to  radio  communication. 

(j)  To  have  one  or  more  offices,  to  carry  on  all  or  any  of  its  opera- 
tions and  business  *  *  *. 

(k)  To  borrow  or  raise  money  for  any  of  the  purposes  of  the  corpo- 
ration and  *  *  *  without  limit  as  to  amount  *  *  *. 

(1)  In  general,  to  have  all  powers  conferred  upon  a  corporation  by 
the  laws  of  the  State  of  Delaware,  except  as  herein  prohibited,  or  for- 
bidden by  the  by-laws  of  this  corporation. 


in  Washington  in  February  as  to 
what  should  be  done  if  the  attempt 
to  reopen  negotiations  failed. 

Foundation  Incorporated 

DURING  the  remainder  of  the 
week  a  series  of  conferences  was 
held  in  New  York,  with  Mr.  Mc- 
Cosker directing  and  with  Mr. 
Hostetler  and  Mr.  Schuette  flank- 
ing him.  Incorporation  of  the  Pro- 
gram Foundation,  under  the  Dela- 
ware laws,  a  move  which  had  been 
allowed  to  drift  previously  because 
of  the  indefinite  status  of  negotia- 
tion, was  rushed  to  completion.  Its 
incorporators  are  Messrs.  McCos- 
ker, Loucks,  Hostetler,  Schuette 
and  Donald  Flamm,  president  of 
WMCA-WPCH,  New  York.  A 
meeting  will  be  held  within  ten 
days  to  elect  officers  and  press  the 
organization  into  action. 

With  Mr.  Schuette  as  its  oper- 
ating head,  the  Foundation  will 
establish  relations  with  independ- 
ent copyright  owners  and  publish- 
ers, and  at  once  set  up  an  organi- 
zation competitive  with  ASCAP. 
Negotiations  will  be  opened  with 
certain  other  copyright  pools  not 
exclusive  in  their  relationships 
with  users  of  music  probably  along 
with  certain  of  the  foreign  asso- 
ciations with  which  ASCAP  has 
been  having  much  trouble  of  late. 
Internal  dissension  within  ASCAP, 
with  publishers  and  composers 
complaining  about  the  meagerness 
of  their  "cuts"  from  the  ASCAP 
royalty  pool,  may  cause  a  few  of 
the  present  affiliates  of  that  or- 
ganization to  break  away  and  deal 
individually  with  the  Foundation. 

Legislation  Launched 

THAT  LITIGATION  will  be  in- 
stituted under  the  guidance  of  Mr. 
Baker  is  definite.  Whether  it  will 
be  by  independent  suit  alleging  un- 
fair competition  and  restraint  of 
trade,  or  in  cooperation  with  the 
Department  of  Justice  or  Federal 
Trade  Commission,  both  of  which 
have  been  investigating  ASCAP 
as  an  allegedly  illegal  monopoly, 
could  not  be  learned.  The  next 
fortnight,  at  least,  it  was  indi- 
cated, should  bring  some  definite 
determination  of  this  matter. 

Congressional  legislation  —  the 
weapon  heretofoi'e  feared  most  by 
ASCAP — already  has  had  its  in- 
ception. There  is  pending  the  Dill 
bill  to  revise  the  copyright  law  of 
1&09  and  to  prevent  copyright 
pools  from  "holding  up"  radio  sta- 
tions, to  use  the  words  of  its  au- 
{Continned  on  page  31) 
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A.  P.  Victory  Over  KSOO  Stirs 
Interest  In  Radio  News  Group 

Newspaper  Ban  on  Station  Service  is  Foreseen; 
Time  Ripe  for  Broadcasters'  News  Agency 


By  MARTIN  CODEL 

THE  POSSIBILITY  that  the  oft- 
discussed  radio  news  association 
will  soon  be  organized  to  furnish 
news  for  broadcasting  by  stations 
throughout  the  country  has  been 
given  impetus  by  the  decision  of 
Judge  James  D.  Elliott  in  federal 
district  court  in  Sioux  Falls,  S.  D., 
granting  a  permanent  injunction 
to  the  Associated  Press  against 
the  unauthorized  broadcasting  of 
its  news  dispatches  by  KSOO, 
Sioux  Falls. 

That  radio  stations,  whether  or 
not  they  are  owned  by  or  other- 
wise affiliated  with  newspapers, 
may  be  forced  to  establish  their 
own  sources  of  news,  is  also  indi- 
cated by  preliminary  rumblings 
from  the  forthcoming  annual  meet- 
ings of  the  American  Newspaper 
Publishers  Association  and  the  As- 
sociated Press.  Radio  will  be  one 
of  the  foremost  topics  at  the  A.  N. 
P.  A.  convention  in  the  Hotel  Wal- 
dorf-Astoria, New  York,  April  25 
to  28  and  at  the  Associated  Press 
meeting  in  the  same  place  April 
24. 

Newspapers  Favor  Ban 


same  direction,  it  has  been  indi- 
cated the  International  News  Ser- 
vice will  do  likewise. 

The  Associated  Press  has  made 
much  of  its  victory  over  KSOO, 
which  had  been  charged  with 
broadcasting  its  news  dispatches 
without  permission  or  authority. 
Long  dispatches  on  the  progress  of 
the  case,  from  the  time  the  suit 
was  entered  through  the  tempo- 
rary injunctions  and  until  the  per- 
manent restraining  order  was  is- 
sued, were  sent  out  over  A.  P. 
wires  and  published  by  its  mem- 
ber papers. 

Judge  Elliott  overruled  counsel 
for  KSOO  who  contended  that  the 
A.  P.  was  a  monopoly  in  restraint 
of  interstate  commerce  and  was 
discriminatory  as  between  stations 
when  certain  stations  could  use 
A.  P.  news  through  their  local 
newspaper  ownership  or  affiliations 
while  others  were  completely  de- 


barred from  using  that  news. 

Judge  Elliott,  in  effect,  sus- 
tained an  A.  P.  property  right  in 
news  for  24  hours,  as  determined 
by  the  U.  S.  Supreme  Court  in  the 
case  of  the  Associated  Press  vs. 
International  News  Service.  The 
victory  for  the  A.  P.  was  as  sweep- 
ing and  complete  as  was  its  vic- 
tory over  its  rival  in  the  celebrated 
1917  case.  The  injunction  against 
KSOO  undoubtedly  means  that  no 
station  without  advance  permis- 
sion can  broadcast  any  newspaper 
items,  even  if  rewritten  for  the 
microphone. 

Odin  Davis,  counsel  for  KSOO, 
is  reported  to  have  announced  an 
appeal  would  be  taken  to  the  Cir- 
cuit Court  of  Appeals.  He  had  un- 
til April  14  to  file  the  appeal. 

The  idea  of  a  press  association 
to  serve  radio,  at  least  from  the 
major  centers  of  news,  has  long 
been  discussed,  and  in  some  quali- 
fied quarters  is  regarded  as  wholly 
feasible  provided  radio  stations 
are  willing  to  pay  for  the  service. 
That  hundreds  of  stations  are  ex- 
ceedingly eager  to  subscribe  to  a 
news  service  has  been  indicated  by 
various  canvasses  that  have  been 
made  of  the  radio  field. 

The  radio  news  service  might 
be  established  somewhat  along  the 
(Continued  on  page  29) 


Beer  Gets  Off  to  a  Flying  Start 


A.  N.  P.  A.  has  been  polling  its 
membership  as  to  its  attitude  to- 
ward radio,  and  preliminary  re- 
ports are  that  the  returns  have 
been  overwhelmingly  unfavorable 
to  radio  in  view  of  the  fact  that 
only  a  small  percentage  of  the 
newspapers  have  radio  interests 
or  tieups.  It  is  expected  that  the 
A.  N.  P.  A.  will  resolve  against 
the  broadcasting  of  news,  though 
radio-affiliated  newspapers  will 
probably  not  be  forced  to  abide  by 
its  decision. 

On  the  other  hand,  the  vote  of 
the  membership  of  the  Associated 
Press,  a  cooperative  and  non-pri- 
vate news-gathering  organization, 
may  be  made  obligatory,  and  there 
is  every  indication  that  that  vote 
will  also  be  unfavorable  toward 
radio.  There  are  about  100  radio 
stations  that  are  owned  outright 
or  corporately  affiliated  with 
broadcasting  stations,  and  there 
are  perhaps  200  more  that  have 
satisfactory  news  and  promotional 
tieups  with  radio. 

Even  if  all  these  300  newspa- 
pers held  out  in  favor  of  radio, 
and  in  spite  of  the  fact  that  some 
of  these  newspapers  are  national 
leaders,  they  could  undoubtedly  be 
outvoted  by  a  preponderance  of 
the  A.  P.  membership  of  about 
1,200. 

In  a  letter  to  L.  B.  Palmer, 
general  manager  of  the  A.  N.  P. 
A.,  the  president  of  the  United 
Press,  Karl  A.  Bickel,  early  in 
March  stated  unequivocally  that 
the  U.  P.  is  "ready  to  prohibit 
broadcasting  of  its  news  dispatches 
at  any  time  the  membership  of  the 
American  Newspaper  Publishers 
Association  votes  to  support  that 
policy  provided  the  other  two 
major  news  services  also  agree." 
Should  the  A.  P.  vote  against 
radio,  and  the  U.  P.  move  in  the 


FOR  AN  HOUR  and  a  half  after 
midnight  April  7,  date  of  the  legal- 
ization of  3.2  beer,  CBS  staged  a 
special  broadcast  from  St.  Louis, 
Milwaukee  and  Chicago,  leading 
beer  centers.  St.  Louis  was  the 
scene  of  broadcast  operations  the 
moment  beer  became  legal,  with 
CBS  microphones  and  announcers 
posted  on  the  roof  of  the  An- 
heuser-Busch brewery.  Then  there 
was  a  switchover  to  the  airport, 
where  the  first  cases  of  beer  from 
that  brewery  were  shipped  to  Pres- 
ident Roosevelt,  Vice  President 
Garner,  Speaker  Rainey  and  for- 
mer Governor  Alfred  E.  Smith.  In 
this  picture  France  Laux,  senior 
announcer  of  KMOX,  CBS  key 
station  in  St.  Louis,  is  broadcast- 
ing the  event. 

When  the  program  shifted  to 
Milwaukee,  the  famed  Schlitz 
plant  was  the  locus,  and  listeners 
heard  the  clamor  of  the  loading  of 
the  first  trucks  and  their  depart- 
ure with  initial  orders.  The  musi- 


cal background  was  a  German 
band.  The  Chicago  broadcast  was 
from  the  Prima  brewery  and  from 
various  restaurants,  hotels  and 
night  clubs. 

Two  Chicago  stations,  WGN 
and  WBBM,  reported  the  prepara- 
tions for  welcoming  the  new  beer 
era  by  describing  the  activities  at 
several  breweries  in  Chicago,  Mil- 
waukee and  St.  Louis  during  the 
last  few  hours  before  the  beverage 
became  legal.  Quin  Ryan  con- 
ducted his  regular  nightly  fea- 
ture "Headlines  of  Other  Days", 
sponsored  by  the  Atlas  Brewing 
Co.,  Chicago,  from  that  brewery, 
and  followed  by  a  description  of 
the  plant.  Steve  Trumbull,  CBS 
director  of  publicity  in  Chicago, 
gave  a  word-picture  of  the  prepa- 
rations at  the  Schlitz  brewery  in 
Milwaukee,  over  WBBM,  and  Pat 
Flanagan  described  the  scenes  at 
the  Prima  plant  in  Chicago,  which 
CBS  relayed. 


Brewers  are  Slow 
To  Open  Accounts 

Radio  Expects  Large  Share 
Of  Beer  Advertising 

BETWEEN  $10,000,000  and  $20,- 
000,000  will  be  expended  by  brew- 
ers for  national  advertising  dur- 
ing the  current  year,  a  fair  por- 
tion of  which  is  expected  to  go  to 
radio,  according  to  estimates  in 
the  brewing  industry.  While  the 
networks  have  not  yet  announced 
signing  of  new  brewery  accounts, 
it  is  known  that  auditions  are  be- 
ing given  and  that  many  brewers 
are  awaiting  clarification  of  regu- 
latory legislation.  Moreover,  most 
brewers  want  to  wait  until  the 
current  "rush"  period  is  ended  be- 
fore organizing  campaigns. 

A  similar  policy  has  been  adopt- 
ed by  many  local  brewers  although 
a  number  of  independent  stations 
have  reported  signing  accounts. 
Several  weeks  may  elapse  before 
large  scale  advertising  is  resorted 
to  generally.  Competitive  condi- 
tions, it  is  believed,  will  force 
brewers  not  now  considering  sub- 
stantial advertising  budgets  to  em- 
bark on  campaigns. 

The  United  States  Brewers  As- 
sociation informed  Broadcasting 
that  an  estimate  of  $20,000,000  for 
beer  advertising  has  frequently 
been  quoted  in  the  industry.  This 
figure,  it  said,  probably  repre- 
sents a  very  rough  calculation  of 
the  funds  to  be  spent  by  individual 
brewers,  manufacturers  of  equip- 
ment and  suppliers  to  the  brewery 
trade. 

Anheuser-Busch  has  announced 
a  $1,000,000  appropriation  for  ad- 
vertising during  1933,  a  part  of 
which  doubtlessly  will  be  devoted 
to  network  advertising.  Jacob 
Ruppert,  of  New  York,  has  ap- 
propriated $500,000,  to  be  devoted 
largely  to  periodicals. 


Wynn  Opening  Delayed 

FURTHER  postponement  of  the 
opening  of  the  projected  Ed  Wynn 
network  has  become  necessary  be- 
cause studios  and  offices  were  not 
in  readiness  April  10,  the  last 
announced  opening  date,  according 
to  advices  from  New  York.  Work 
is  going  forward,  however,  it  is 
reported,  in  aligning  an  eastern 
group  of  small  stations  for  a 
"test"  network,  in  the  hope  that 
operations  may  start  by  May  1.  It 
also  was  stated  that  WPEN,  Phil- 
adelphia, and  WTNJ,  Trenton, 
(formerly  WO  AX)  are  still  among 
the  stations  which  plan  to  take 
the  30-day  test  programs  to  be  of- 
fered by  .Wynn's  Amalgamated 
Broadcasting  System,  Inc. 


Daylight  Time 

BOTH  nation-wide  networks  and 
the  stations  in  the  Daylight  Sav- 
ing Time  zones  will  operate  their 
program  schedules  on  Daylight 
Saving  Time  beginning  April  30. 
In  general,  program  listings  will 
remain  unchanged.  For  example, 
a  program  scheduled  at  8  p.m., 
EST,  will  be  heard  April  30  and 
thereafter  at  8  p.m.,  Eastern  Day- 
light Saving  Time.  The  new  time 
schedules  will  continue  until  Sept. 
24. 
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Originality  Over  the  Air  Pays 


Pepsodent 


Disregard  of  Traditions  Has  Marked  Sponsor's  History; 
New  Style  of  Announcement  Latest  Innovation 


EXPERIENCED  radio  advertisers  and  even  broad- 
casters gasped  when  Pepsodent  launched  ''Amos  'n' 
Andy"  on  a  quarter  hour  program  six  times  a  week; 
they  gasped  again  when  "The  Goldbergs"  also  ap- 
peared. But  nowadays  advertisers  pay  close  atten- 
tion when  Pepsodent  introduces  a  new  idea  on  the 
air,  such  as  the  dramatised  commercial  announce- 
ments which  recently  succeeded  Bill  Hay's  mono- 
logue. That  this  tradition-breaking  policy  has  been 
financially  successful  is  now  history. 


FOLLOW  the  leader  is  great  as  a 
children's  game,  but  it's  all  wrong 
as  an  advertising  principle. 

There,  in  three  words  less  than 
the  famous  twenty,  is  the  secret  of 
the  Pepsodent  Company's  success 
with  radio.  And  it  isn't  necessary 
to  tell  you  that  that  is  some  suc- 
cess 

Take  "Amos  'n'  Andy"  (and 
don't  you  wish  you  could).  But 
when  Pepsodent  took  them  other 
advertisers  laughed  at  its  fool- 
hardy ignorance  of  radio.  "Only 
musical  programs  can  succeed", 
they  said.  "People  won't  listen  to 
talk  on  the  air.  They'd  rather 
talk  themselves.  But  most  people 
are  unable  to  make  their  own 
music,  so  they  will  listen  to  that." 

But  Pepsodent  didn't  want  a 
musical  program.  In  fact,  it  didn't 
want  radio  at  all  unless  it  could 
have  something  different.  Pepso- 
dent officials  had  just  about  given 
up  hope  of  ever  finding  it  when 
they  happened  to  tune  in  on  "Amos 
'n'  Andy",  who  were  then  broad- 
casting over  WMAQ,  Chicago.  This 
act  seemed  to  be  just  what  they 
wanted. 

"We  thought  then  that  we  were 
all  set",  said  Harlow  Roberts,  ad- 
vertising manager  of  the  Pepsodent 
Company,  and  we  went  to  the 
chain  with  our  idea.  But  now  it 
was  their  turn  to  be  discouraging. 
They  sold  time  exclusively,  they 
told  us,  in  units  of  hours  and  half- 
hours.  They  had  never  broadcast 
any  quarter-hour  programs  and 
they  weren't  sure  they  wanted  to 
start  doing  so.  It  might  make  a 
bad  precedent.  Also  there  was  no 
other  advertiser  putting  on  a  pro- 
gram six  times  a  week,  Once  a 
week  was  the  customary  procedure. 

"When  I  look  at  the  number  of 
quarter-hour,  six  -  times  -  a  -  week 
broadcasts  on  the  air  today  it  does 
not  seem  possible  that  we  had  such 
a  hard  time  starting  the  movement, 
but  we  did.  It  was  nearly  nine 
months  after  we  broached  the  sub- 
ject before  NBC  lined  things  up 
to  put  Pepsodent  on  the  air. 

"And  so  we  started  out,  not 
knowing  what  radio  would  do  for 
us,  but  hoping  for  the  best  and  de- 
termined to  give  it  a  fair  trial.  We 
thought  that  our  program  was  all 
right;  we  knew  that  it  was  differ- 
ent, at  least." 

Origin  of  Dual  Program 

WHAT  HAPPENED  then  is  radio 
history:  how  eastern  listeners  ac- 
cepted "Amos  'n'  Andy"  as  eager- 
ly as  the  mid-western  audience 
had;  how  by  changing  time  to  an 
early  evening  hour  in  the  east  we 
stirred  up  more  than  100,000  com- 
plaints from  the  middle  west  be- 
cause listeners  were  unable  to  get 
home  from  work  in  time  to  hear 
the  programs  and  thus  were  forced 
to  make  another  radio  innovation 
by  putting  on  a  double  broadcast. 

Time  went  by,  "Amos  'n'  Andy" 
ceased  to  be  spectacular;  became 
an  American  institution;  consist- 
ently headed  all  radio  popularity 


polls;  started  millions  of  fans  us- 
ing Pepsodent  toothpaste  twice 
daily;  introduced  the  new  Pepso- 
dent antiseptic  to  immediate  suc- 
cess. 

Pepsodent  was  soon  looking  for 
another  radio  program  that  would 
carry  the  good  work  still  farther. 
"The  Goldbergs",  a  sketch  of  Jew- 
ish family  life,  was  selected.  Im- 
mediately a  chorus  of  horror  arose 
from  the  traditionally-minded  crit- 
ics. "You  can't  do  that.  You'll 
offend  all  the  Jews.    Or  if  they 


HAS  THE  distracted  housewife — • 
constantly  on  the  jump  between 
her  children,  her  washtub  and  her 
cooking — any  time  to  listen  to 
music  and  comedy  patter  stream- 
ing from  her  radio  during  the  busy 
morning  hours  ?  Even  if  she  does 
leave  her  radio  turned  on,  is  she 
likely  to  catch  the  details  of  sales 
announcements  and  free  off^ers  ? 
The  J.  L.  Prescott  Co.,  Passaic, 
N.  J.,  maker  of  OkoI,  a  liquid 
clothes  whitener,  has  found  the 
answer.  Over  70,000  housewives 
heard  the  Prescott  Company's  of- 
fer of  a  rag  doll,  and  sent  in  the 
required  Oxol  label  to  get  it.  "The 
Oxol  Feature",  well  assured  of  a 
responsive  morning  audience,  has 
just  begun  its  third  consecutive 
year  on  CBS. 

Oxol  was  a  comparatively  young 
product,  little  advertised,  when  the 
Oxol  program  was  inaugurated  two 
years  ago.  Its  market  was  com- 
posed chiefly  of  servantless  house- 
wives, constantly  on  the  look-out 
for  new  helps  to  efficiency.  After 
an  exhaustive  search  for  the  one 
medium  which  would  reach  a  maxi- 
mum number  of  such  housewives 
per  advertising  dollar,  a  series  of 
morning  broadcasts  was  decided 
upon.  The  period  selected — 10  to 
10:15  a.m.,  EST — was  chosen  as  a 
time  when  housewives  were  at 
their  morning  chores,  and  would 
therefore  be  most  receptive  to  in- 
formation concerning  such  a  house- 


like it,  you'll  offend  all  the  Gen- 
tiles." 

Again  Pepsodent  ignored  tra- 
dition and  followed  its  own  judg- 
ment. After  "The  Goldbergs" 
had  been  on  the  air  for  a  few 
months  the  sponsors  decided  to 
check  up  to  see  just  how  good  their 
judgment  was.  Listeners  who  want- 
ed the  program  continued  were 
asked  to  send  in  a  vote  to  that  ef- 
fect, written  on  the  back  of  a  Pep- 
sodent carton,  and  Pepsodent  of- 
fered to  send  a  non-breakable  bath- 


hold  product  as  Oxol. 

When  it  came  to  selecting  a 
program,  Prescott's  advertising 
agency.  Batten,  Barton,  Durstine 
&  Osborn,  suggested  that  a  period 
of  straight  entertainment  ought  to 
be  a  welcome  contrast  to  the  nu- 
merous food,  beauty  and  shopping 
talks  that  filled  morning  hours.  A 
combination  of  vocal  harmony, 
comedy  patter,  and  instrumental 
music  by  Gordon  Graham,  Dave 
Grant  and  Bunny  Coughlin  was 
selected. 

Neither  the  time  nor  the  talent 
has  been  changed  in  the  two  years 
the  program  has  been  on  the  air. 
Extra  stations,  however,  have  been 
added  to  the  radio  hook-up  as  Oxol 
distribution  spread  to  new  terri- 
tories. 

Oxol  was  among  the  first  prod- 
ucts to  be  advertised  exclusively 
by  radio,  and  it  is  probably  the 
very  first  for  which  an  entire  ad- 
vertising appropriation  was  spent 
on  morning  broadcasts.  Oxol  sales 
have  proved  conclusively  that  the 
procedure  was  well  justified.  The 
quantity  of  replies  to  the  rag  doll 
offer  alone,  not  only  indicated  a 
responsive  audience,  but  amounted 
to  more  than  $10,000  in  actual 
sales.  Last  October  marked  the 
best  month  in  Oxol's  history.  And 
1932,  so  discouraging  for  most 
manufacturers  of  household  sup- 
plies, saw  Oxol's  unit  sales  volume 
rise  12  per  cent  over  those  of  1931. 


room  glass  in  return.  Exactly  how 
many  cartons  came  in  has  not  been 
disclosed,  but  the  factory  making 
the  premiums  got  so  far  behind 
that  glasses  were  still  being  sent 
out  two  months  after  the  offer  was 
discontinued. 

More  time  passed.  Ideas  about 
programs  changed  and  rechanged. 
With  a  very  few  exceptions  the 
once-a-week  full-hour  musical  pro- 
grams disappeared,  to  be  replaced 
by  daily  or  tri-weekly  quarter- 
hours,  usually  with  a  dramatic  or 
humorous  appeal  (following  Pep- 
sodent's  example).  Commercial 
announcements  grew  shorter,  more 
interesting.  The  rumor  spread  that 
"Amos  'n'  Andy"  were  slipping; 
that  even  their  regular  fans  were 
tuning  in  late  and  out  early  to 
avoid  Bill  Hay's  too  lengthy,  too 
familiar  sales  talk. 

Pepsodent's  reaction  was  typical. 
Instead  of  joining  the  crowd,  Pep- 
sodent again  struck  out  on  a  new 
path.  Instead  of  shortening  the 
announcements,  Pepsodent  length- 
ened them.  With  the  beginning  of 
1933  Pepsodent  has  launched  a  new 
type  of  commercial  announcement, 
so  long  it  takes  three  days  to  com- 
plete, presented  in  the  form  of  a 
three-act  drama.  The  subject  mat- 
ter is  suggested  by  dentists  and 
the  continuity  is  approved  by  phy- 
sicians before  it  is  released  on  the 
air. 

S;ized  Announcements 
ST  of  these  new-style 
s  opened  to  the  accom- 
if  moans  and  whimpers: 
Mother — There,  there,  son.  Try  to 
bear  it. 

Son — I  am  trying.  I'm  trying  my 
darndest. 

Mother — Mother  will  rub  your  gums. 
Maybe  that  will  help. 

Father — Hasn\  that  kid  gone  to 
sleep  yet?    What's  the  matter? 

Mother — It's  his  tooth.  I  think  you'd 
better  call  the  doctor. 

Father — But  it's  only  a  baby  tooth. 
It  will  have  to  come  out  soon,  any- 
way. 

Mother — Please  call  up  Dr.  Brown. 
I  want  to  talk  to  him. 

Father— Whati  At  this  time  of 
night?  But  I  suppose  something  will 
have  to  be  done  .  .  .  Hello.  Dr. 
Brown?  .  .  .  This  is  J.  C.  Jones  speak- 
ing .  .  .  Mother,  Dr.  Brown  is  on  the 
wire. 

Mother — Hello,  doctor.  We've  go  to 
do  something  about  Junior's  tooth. 
Yes  .  .  .  Mmmm  .  .  .  Just  a  minute, 
I'll  write  it  down  .  .  .  I'll  get  it  to- 
night and  bring  him  in  in  the  morn- 
ing. Goodbye. 

Father — Did  he  tell  you  what  was 
the  matter? 

Mother — Doctor  said  there's  prob- 
ably a  large  cavity  that  needs  filling. 
Junior  probably  hasn't  been  brushing 
his  teeth  enough. 

Father — It's  only  a  baby  tooth.  I 
didn't  think  they  ever  filled  a  baby 
tooth. 

Bill  Hay — Only  a  baby  tooth!  Won't 
father  be  surprised  when  he  finds  out 
how  important  baby  teeth  can  be  .  .  . 

The  Dentist  Speaks 

THE  SCENE  of  the  second  part 
of  the  playlet  is  in  the  dentist's 
office.    'The  dentist  is  speaking: 

Open  good  and  wide.  Junior.  That's 
good.  Is  this  the  tooth  that's  caused 
the  trouble?  Mmm  .  .  You're  a  rather 
tough  brick  for  not  crying  with  all 
that  pain.    I'll  bet  you  play  football. 

Junior — Uh-huh. 

(Continued  on  page  30) 
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THE  AKRON  SAILS  BY— This  unusual  photograph  was  taken  when 
the  ill-fated  dirigible  circled  the  masts  of  WIOD,  Miami,  in  a  salute  in 
recognition  of  that  station's  handling  of  its  radio  traffic  during  recent 
winter  maneuvers  of  the  airship  over  Florida  and  Cuba. 


WMCA  Is  Awarded 
All  Time  on  570  kc. 

D.  C.  Appellate  Court  Upholds 
Decision  of  Commission 


FULL  -  TIME 
operation  on  the 
570  kc.  regional 
channel  has  been 
won  by  WMCA, 
New  York,  after 
a  three-year  bat- 
tle before  the 
Radio  Commis- 
sion and  in  the 


Mr.  Flamm  courts  with 
WNYC,  New 
York  city  -  owned  station,  with 
which  it  formerly  shared  the 
channel.  The  Court  of  Appeals 
of  the  District  of  Columbia  on 
April  3  sustained  the  Commis- 
sion's decision  of  last  year  award- 
ing WMCA  full  time  through  an 
exchange  of  assignments  between 
WNYC  and  WPCH,  which  is  owned 
and  operated  by  the  same  interests 
which  operate  WMCA. 

Under  the  decision  WNYC  moves 
to  WPCH's  limited  time  assign- 
ment on  the  870  kc.  channel,  af- 
fording full  use  of  the  570  kc. 
wave  to  WMCA  and  WPCH. 
Donald  Flamm,  president  of  Knick- 
erbocker Broadcasting  Co.,  Inc., 
operating  both  stations,  announced 
immediately  following  the  decision 
that  WMCA-WPCH  would  be  op- 
erated on  a  20-hour  schedule  daily. 
New  transmitting  and  studio  facili- 
ties recently  were  installed  by  the 
stations. 

In  its  opinion  the  courj^^^^that 
WMCA  and  WPCH  wer^HKl  by 
the  Commission  to  be  immcially 
well  qualified  to  continue  render- 
ing valuable  service;  that  they  are 
controlled  by  the  same  interests, 
operated  under  the  same  manage- 
ment and  policies,  and  that  to  per- 
mit the  operation  of  both  stations 
on  the  same  frequency  "will  per- 
mit a  more  efficient  use  of  existing 
facilities." 

"There  is  nothing  in  the  present 
case  which  indicates  that  appel- 
lant (WNYC)  is  placed  at  any  dis- 
advantage," the  court  said.  "In- 
deed, from  an  examination  of  the 
record  it  would  seem  that  the  pres- 
ent license  granted  is  materially 
to  its  advantage." 


Hold  Cantor  Hour 

THOUGH  Eddie  Cantor  on  April 
23  leaves  the  Chase  &  Sanborn 
coffee  hour  on  NBC-WEAF  Sun- 
day nights,  the  period  will  be  re- 
tained by  the  sponsor  and  pro- 
gram will  be  turned  into  a  variety 
show  along  the  lines  of  Rudy  Val- 
lee's  Fleischmann  series.  J.  Wal- 
ter Thompson  Co.,  handling  the 
account,  has  selected  Bert  Lahr, 
Lee  Sims  and  Illomay  Bailey  to 
inaugurate  the  period.  Cantor  goes 
to  Hollywood  to  make  another  pic- 
ture, but  will  return  for  Chase  & 
Sanborn  in  the  early  fall. 


WOAX  Now  WTNJ 

CALL  letters  of  WOAX,  Trenton, 
N.  J.,  have  been  changed  to 
WTNJ,  with  the  approval  of  the 
Radio  Commission. 


TO  THE  STAFF  and  manage- 
ment of  WIOD,  Miami,  the  Akron 
disaster  came  as  an  exceptional- 
ly bitter  blow,  for  this  broad- 
casting station  had  enjoyed  a 
unique  affinity  with  the  ill-fated 
dirigible.  During  its  recent  win- 
ter maneuvers  in  Florida  and 
Cuba,  the  Akron  did  all  its  radio 
communicating  with  the  mainland 
via  W4XB,  the  short  wave  relay 
auxiliary  of  WIOD,  receiving 
weather  reports,  ordering  supplies 
and  otherwise  maintaining  its 
shore  contacts  through  the  broad- 
casting station. 

This  photograph  is  an  enlarge- 
ment of  a  motion  picture  shot 
taken  by  C.  J.  Lewis,  Miami  photo- 
grapher, when  the  Akron  circled 
around  the  towers  of  the  "Wonder- 
ful Isle  of  Dreams"  station  just  at 
sundown  in  a  salute  of  gratitude 
for  the  services  rendered.  Faintly 
discernible  in  the  photo,  just  beyond 
the  Akron,  are  three  escorting 
naval  planes.  Jesse  H.  Jay,  oper- 
ator of  WIOD,  later  introduced 
Comdr.  McCord  to  the  WIOD  audi- 
ence. He  received  letters  of  com- 
mendation from  Naval  officials  for 
the  work  of  his  station  operators. 

Standing  12  -  hour  watches  to 
handle    two  -  way  communication 


with  the  Akron  were  Milton  C. 
Scott,  chief  engineer  of  WIOD, 
and  L.  E.  Dutton  and  Leslie  Sher- 
wood, operators. 

Situated  on  a  small  island  con- 
nected by  a  short  bridge  to  the 
mainland,  WIOD,  incidentally,  has 
one  of  the  most  novel  transmit- 
ters in  broadcasting.  Its  two  250- 
foot  towers  are  combination  tow- 
ers and  lattice  masts  specially  de- 
signed for  the  tropics  to  withstand 
high  gales.  Its  ground  system  is 
made  up  of  herringbone  and  salt 
water  grounds  so  arranged  as  to 
provide  constant  ground  capacity. 


PROSPECTS  that  Liggett  &  My- 
ers Tobacco  Co.  will  continue  its 
Chesterfield  radio  advertising,  de- 
spite the  avowed  intention  of  most 
cigarette  accounts  to  drop  during 
the  present  price  war  and  despite 
the  expiration  of  its  CBS  series 
April  15,  arose  from  the  report  that 
Newell-Emmett  Co.  has  just  au- 
ditioned a  new  show  consisting  of 
Lou  Holtz,  Mildred  Bailey,  Four 
Eton  Boys  and  Lanny  Hayton's 
orchestra.  It  was  auditioned  as  an 
hour  feature.  Chesterfield's  defi- 
nite radio  advertising  plans  after 
April  15  remain  undisclosed. 


Administration  Measure 
Would  Put  Restrictions 
On  Security  Advertising 

SALE  and  advertising  of  securi- 
ties would  be  regulated  under  the 
Federal  Securities  Bill  (H.  R. 
4314  and  S.  8751,  now  pending  in 
Congress  and  bearing  the  endorse- 
ment of  President  Roosevelt.  The 
measure  would  prohibit  advertis- 
ing of  securities  in  any  inter- 
state medium  until  detailed  in- 
formation has  been  filed  with  the 
Federal  Trade  Commission  and  re- 
ceived its  endorsement. 

The  restrictions  on  advertising 
apply  to  all  media;  In  advocating 
the  legislation,  President  Roose- 
velt said  the  measure  puts  the 
burden  of  telling  the  whole  truth 
on  the  seller  and  should  give  im- 
petus to  honest  dealing  in  securi- 
ties and  thereby  bring  back  pub- 
lic confidence.  "The  purpose  of 
the  legislation",  he  said,  "is  to 
protect  the  public  with  the  least 
possible  interference  to  honest 
business." 

Section  14  of  the  bill,  relating 
specifically  to  advertising,  reads: 

That  it  shall  be  unlawful  for  any 
person,  firm,  corporation,  association, 
or  any  other  entity  to  carry  or  cause 
to  be  carried  or  transmitted  in  inter- 
state commerce,  by  or  with  any  means 
or  instruments  or  agency  of  trans- 
portation or  communication,  any  of- 
fer to  sell  or  deliver,  directly  or  in- 
directly, or  to  accept  an  offer  to  buy, 
through  the  use  or  medium  of  any 
book,  magazine,  publication,  circular, 
advertisement  or  other  printed,  writ- 
ten or  spoken  communication,  when 
such  book,  magazine,  written,  or  other 
graphic  or  spoken  communication  is 
addressed  or  otherwise  transmitted  to 
any  person  at  any  place  in  any  state 
or  territory  of  the  United  States  or 
the  District  of  Columbia,  where  at 
that  time  it  is  unlawful  to  sell,  offer 
for  sale,  tender  for  sale  or  delivery, 
or  to  solicit  subscriptions  or  orders 
for  such  security  or  securities. 

The  bill  carries  penalties  for 
violation  of  $5,000  fine,  five  years 
imprisonment;,  or  both. 


WKBO  and  WNJ  Time 
Taken  Over  by  WHOM 

THREE-FOURTHS  time  operation 
has  been  begun  by  WHOM,  Jersey 
City,  under  the  Radio  Commission's 
decision  authorizing  it  to  take  over 
schedules  formerly  alloted  to  WNJ, 
Newark,  and  WKBO,  Jersey  City. 
The  former  station  was  deleted 
after  the  Supreme  Court  had  de- 
nied it  a  hearing,  and  WKBO  was 
purchased  by  Harry  F.  O'Mealia, 
president  of  the  New  Jersey  Broad- 
casting Corp.,  operating  WHOM. 
Mr.  O'Mealia  has  endeavored  to 
procure  the  additional  time  for 
three  years. 

E  ff  e  c  t  i  V  e  immediately,  Mr. 
O'Mealia  said,  WHOM  will  operate 
daily  from  8  a.m.  to  2  p.m.  and 
from  6  p.m.  to  midnight.  He  an- 
nounced also  that  new  studios  are 
being  opened  in  Newark,  in  addi- 
tion to  those  at  Jersey  City  and 
that  the  transmitter  shortly  will 
be  relocated.  The  executive  staff 
of  WHOM  now  comprises  Roland 
Trenchard,  managing  director, 
Roger  W.  McAdam,  commercial 
manager,  Paul  Gerard,  chief  engi- 
neer, and  James  R.  Cozier,  pro- 
gram and  sales  director  at  Newark. 
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Farm  Tractors?  Sure  Radio  Sells  Them 


By  PAUL  C.  SMITH 

Advertising  Department,  Caterpillar  Tractor  Co.,  Peoria,  111. 

Despite  Limited  Appeal  of  Product,  Manufacturer  Finds 
Broadcasting  Ideal  Medium;  Uses  11  Stations 


THE  AVERAGE  radio  listener  isn't  in  the  market  for 
farm  tractors;  yet  the  Caterpillar  Tractor  Company  has 
found  spot  broadcasting  just  the  thing  to  reach  the  scat- 
tered farmers,  who  are  interested  in  tractors.  With  a 
program  especially  designed  to  appeal  to  rural  listeners, 
the  sponsor  picked  a  station  with  a  large  rural  audience 
and  a  broadcasting  time  which  would  catch  the  average 
farm  family  at  breakfast.  The  response  was  so  great 
that  similar  programs  were  put  on  the  air  on  other 
stations  scattered  between  Ohio  and  Oregon. 


THE  ULTIMATE  object  of  all  ad- 
vertising is  to  sell  goods  and,  long 
before  our  first  venture  into  broad- 
casting, radio  had  given  ample 
evidence  of  its  ability  to  make  a 
certain  type  of  sales.  Cigarettes, 
toothpastes,  cereals  and  a  score  of 
other  low-priced  commodities  had 
been  sold  with  conspicuous  success 
over  the  air. 

Since  almost  everyone  is  a  pros- 
pect for  these  articles,  and  their 
price  is  well  within  the  average 
purse,  advertising  them  over  the 
air  soon  resolved  itself  into  build- 
ing a  program  that  would  appeal 
to  the  largest  possible  audience 
and  remind  them  that  the  spon- 
sor's product  was  the  one  to  buy. 
There  are  many  outstanding  ex- 
amples of  programs  of  this  type 
and  there  are  many  sales  curves 
that  give  eloquent  testimony  of 
their  effectiveness. 

Prospects  Limited 

BUT  SUCH  a  broadcasting  plan 
did  not  seem  to  fit  our  products. 
We  do  not  make  "reminder  sales" 
and  only  a  relatively  small  per- 
centage of  the  radio  audience  can 
ever  be  prospects  for  tractors, 
combines  and  road  machinery. 
How  were  we  to  reach  these  pros- 
pects with  radio  and  what  meth- 
ods were  we  to  employ  ? 

This  was  the  question  that  faced 
us  as  we  planned  an  experimental 
series  of  broadcasts  in  the  fall  of 
1930.  There  was  very  little  in- 
formation to  be  gleaned  from  the 
radio  experience  of  other  adver- 
tisers with  a  similar  problem,  so 
we  tried  to  get  down  to  funda- 
mentals and  work  out  a  broadcast- 
ing plan  that  would  fit  our  needs. 
Who  did  we  want  to  reach  with 
radio  programs  ?  Prospects  and 
owners.  Where  did  these  people 
live  ?  Mostly  in  small  towns  and  on 
the  farm.  What  had  sold  our  prod- 
ucts in  the  past  and  would  sell 
them  in  the  future?  The  perform- 
ance of  the  machines  themselves. 

The  answers  to  these  three  ques- 
tions went  a  long  way  toward 
charting  a  course  for  our  first  ra- 
dio advertising  campaign.  Ques- 
tion 1  told  us  that  our  programs 
should  be  built  for  a  specific  au- 
dience and  not  for  the  radio  au- 
dience as  a  whole.  Question  2  lo- 
cated the  audience,  and  Question  3 
indicated  that  our  radio  advertis- 
ing should  be  based  on  the  per- 
formance of  our  products. 

Picking  a  Station 

IT  WAS  evident  that  we  needed 
a  farmers'  station,  and  we  found 
it,  strangely  enough,  in  the  heart 
of  our  second  largest  city.  It  was 
WLS  in  Chicago.  Since  then,  we 
have  found  other  stations  that 
build  their  programs  primarily  for 
the  farm  audience,  but  they  are 


Mr.  Smith 


all  too  few.  You  can  almost  count 
them  on  the  fingers  of  ort^  hand. 

After  station  selection,  came  pro- 
gram and  talent.  iJi'T^ing  tractors 
and  operating  machinery  are  men's 
jobs,  so  we  decided  on  a  group  of 
men  to  present  the  programs — an 
announcer  and  male  quartet.  They 
were  called  the  "Caterpillar  Crew". 
A  transcription  of  the  exhaust  of 
one  of  our  largest  tractors  served 
as  a  distinctive  sound  effect  to 
open  and  close  the  broadcasts. 
Owners'  stories  formed  the  founda- 
tion of  the  program,  and  musical 
numbers  were  selected  from  old 
favorite  tunes.  Modern  jazz  and 
classical  music  were  avoided. 

The  Breakfast  Hour 

THE  HOUR  of  presentation  and 
the  length  of  the  broadcast  also 
received  careful  consideration.  We 
wanted  to  reach  the  farm  family 
when  they  were  together  and  would 
be  most  receptive  to  the  type  of 


program  we  were  planning.  This 
meant  either  an  early  evening  or 
a  mealtime  hour.  We  finally  se- 
lected the  breakfast  hour  when 
minds  are  fresh,  new  ideas  are 
welcome,  and  plans  are  being  made 
for  the  work  ahead.  We  found 
that  most  of  our  stories  could  be 
staged  in  15  minutes,  so  that  fixed 
the  length  of  the  program.  We 
scheduled  six  programs  a  week  to 
secure  sustained  interest. 

At  last  we  were  ready  to  write 
continuities.  We  tried  to  make 
them  complete  stories  in  which  our 
products  took  their  natural  part 
and  songs  were  used  for  atmos- 
phere and  interest.  We  confined 
most  of  the  stories  to  the  area  in 
which  the  programs  would  be 
heard,  for  corn  belt  farmers  are 
not  interested  in  the  methods  em- 
ployed in  growing  cotton  in  Geor- 
gia or  wheat  in  Kansas. 

Response  Immediate 

WE  WENT  on  the  air  with  these 
programs  on  Jan.  1,  1931,  and  the 
results  were  gratifying  from  the 
first.  Almost  immediately,  we  ex- 
perienced a  decided  increase  in 
coupons  clipped  from  our  farm 
paper  ads.  Then  came  letters  from 
listeners.  Owners  and  operators 
were  the  first  to  write.  Soon, 
listeners,  who  did  not  own  our 
products,  were  asking  for  litera- 
ture and  specific  information. 
Many  of  them  could  not  be  clas- 
sified as  immediate  prospects,  but 
there  were  some  who  became  own- 
ers. The  responsiveness  of  the  ra- 
dio audience  amazed  us  and  their 
interest  in  our  program  and  prod- 
ucts was  genuine  and  gratifying. 

At  the  end  of  six  weeks,  we 
added  a  second  station  in  the  wheat 
belt.  The  following  fall,  seven 
more  stations  were  included  in  the 
list,  and  this  year  we  have  been 
using  eleven  stations  scattered 
from  Ohio  to  Oregon. 

But  in  adding  to  our  list  of  sta- 
tions, we  have  not  changed  our 
original  broadcasting  plan.  We 
are  still  using  "spot"  broadcasting 


and  are  originating  separate  pro- 
grams at  each  station.  The  pro- 
grams are  written  for  a  specific 
audience  in  a  given  territory.  Some 
continuities  can  be  syndicated,  but 
many  programs  are  written  for  a 
single  station. 

The  plan  has  worked  well.  It 
has  developed  new  prospects  for 
our  dealers,  given  their  salesmen 
a  new  calling  card  in  the  territory 
and  turned  owners  into  a  valuable 
sales  asset.  But  radio  has  done 
more  than  this.  Hardly  a  day  goes 
by  that  we  do  not  get  additional 
evidence  of  its  effectiveness.  Pos- 
sibly it  is  an  actual  sale,  perhaps 
it  is  a  letter  from  a  farm  wife 
telling  how  her  small  son  rouses 
the  family  to  listen  to  our  pro- 
grams, or  maybe  it  is  a  letter  from 
a  tractor  driver  telling  of  a  thrill- 
ing experience  he  has  had  with  one 
of  our  machines.  But  whatever  it 
is,  it  impresses  us  anew  with  the 
breadth  of  radio's  appeal,  the  re- 
sponsiveness of  the  radio  audience 
and  the  tremendous  possibilities  it 
offers  for  selling  our  products. 

The  current  series  of  broadcasts 
was  completed  March  1  on  the 
following  stations:  WLS,  WLW, 
WCCO,  WSM,  KOA,  WDAF, 
WKY,  KMMJ,  KFYR,  KHQ  and 
KGW.  In  previous  seasons,  we 
have  coAinued  our  programs  as 
late  as^ily  1,  only  to  find  that 
interest  and  results  decline  rapidly 
after  March  1,  when  the  farmers 
in  most  sections  of  the  country  get 
busy  in  the  fields.  Consequently, 
we  decided  to  spend  our  radio 
budget  this  year  on  more  stations 
during  the  season  when  radio  ad- 
vertising is  most  effective  for  us. 


NBC  Auditions 

PROGRAMS  auditioned  by  NBC 
during  the  last  two  weeks  for  pro- 
spective sponsors  or  for  sustain- 
ing periods  included:  two  15-min- 
ute  dramatic  sketches  for  the  Lio- 
nel Corp.,  New  York  (electric 
toys);  Arnold  Johnson's  and  Jack 
Shilkret's  for  Phillip  Morris  & 
Co.,  New  York  (cigarettes);  an 
unnamed  singer  for  Fuller,  Smith 
&  Ross  agency;  16  members  of  the 
Metropolitan  Opera  chorus;  Joe 
Howard  and  the  New  Yorkers; 
Francis  Markoe  in  "Wisdom  of 
the  Ages";  Madelaine  LeFortier, 
French  lessons;  "Mrs.  O'Brien's 
Boarding  House"  sketch;  "Pirate 
Prince",  singers  and  orchestra  un- 
der Harold  Levy;  Prince  Obolensky 
and  Marinsky  ensemble;  Mande- 
ville  King,  speaker;  "Winnie  the 
Pooh",  and  John  Kelvin,  Suzanne 
Caubaye,  Delia  Baker,  Ruth  Renee 
and  San  Carthe,  singers. 


JACK  PEARL,  the  "Baron  Mun- 
chausen" of  the  Lucky  Strike 
NBC-WEAF  Thursday  night  hour, 
on  April  22  starts  a  series  of  one- 
night  stands  in  the  south  and  mid- 
dle west  with  an  appearance  in 
Memphis  Monday.  Accompanied  by 
Cliff  "Sharlie"  Hall  and  Paul 
Whiteman's  orchestra,  they  will 
broadcast  from  theaters  en  route. 
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Commission  Faces  Heavy  Cut; 
Return  to  Commerce  Rumored 

Few  Employes  to  Go  Under  $140,000 Budget  Slash; 
Secretary  Roper  Submits  New  Merger  Plan 


THE  ADMINISTRATION'S  econ- 
omy program  will  hit  the  Radio 
Commission  with  another  cut  in 
appropriations  and  possibly  will 
effect  a  reorganization  that  would 
throw  radio  regulation  back  to  the 
Department  of  Commerce,  it  be- 
came known  during  the  last  fort- 
night. 

A  reorganization  plan  covering 
the  whole  field  of  transportation 
and  communications  was  submit- 
ted to  President  Roosevelt  by  Sec- 
retary of  Commerce  Roper  on 
April  11.  This  plan,  which  has 
been  kept  confidential,  may  possi- 
bly recommend  abolition  of  the 
Commission  and  transfer  of  its 
functions  to  the  Commerce  Depart- 
ment under  a  director  of  communi- 
cations. Speculation  also  has  it 
that  a  board  of  radio  appeals 
will  be  set  up  to  pass  on  disputed 
matters. 

At  his  press  conference  April  14, 
President  Roosevelt  failed  to  di- 
vulge details  of  the  Roper  plan.  At 
the  time  Broadcasting  went  to 
press,  however,  it  was  indicated  in 
official  circles  that  an  executive  or- 
der might  be  forthcoming  shortly 
covering  a  detailed  plan  for  reor- 
ganization of  the  whole  federal 
establishment,  with  particular  ref- 
erence to  independent  commissions 
and  agencies.  WhetherAiis  plan 
will  include  radio  coulcr  not  be 
learned  officially,  but  it  was  be- 
lieved likely. 

Roper  Won't  Comment 

SECRETARY  Roper  himself  has 
refused  to  discuss  the  plan.  Specu- 
lative articles  published  in  connec- 
tion with  the  report  held  that  the 
Radio  Commission  would  be  abol- 
ished, but  this  could  not  be  veri- 
fied in  any  official  quarter.  Every- 
where it  was  emphasized  that  the 
report  is  simply  recommendatory 
and  by  no  means  final. 

The  Commission  has  received 
notice  from  the  Bureau  of  the 
Budget  that  it  must  cut  its  esti- 
mates by  $140,000  to  $640,000  for 
the  fiscal  year  which  begins  July 
1,  a  portion  of  which,  however, 
will  be  absorbed  by  the  new  fed- 
eral pay  cut  of  6  1/3  per  cent  over 
that  in  effect  prior  to  April  1. 
Consequently,  it  is  expected  that 
the  Commission  can  effect  most  of 
the  savings  through  curtailment 
of  overhead  costs  and  by  leaving 
vacant  a  number  of  jobs  in  the 
legal  and  other  divisions  that  un- 
der ordinary  circumstances  would 
be  filled.  A  wholesale  release  of 
employes  is  not  contemplated,  al- 
though possibly  two  dozen  of  the 
300  on  the  rolls,  both  in  Washing- 
ton and  in  the  field,  ultimately 
may  be  discharged. 

Saltzman  on  Committee 

THE  REORGANIZATION  plan 
covering  the  whole  broad  field  of 
transportation  and  communication 
was  worked  out  in  a  prelimi- 
nary way  under  the  direction  of 
Secretary  of  Commerce  Roper.  A 
subcommittee  set  up  by  the  Sec- 
retary included  on  its  membership 


of  four  Maj.  Gen.  Charles  McK. 
Saltzman,  former  Commission 
chairman,  and  Judge  Ewin  L. 
Davis,  of  Tennessee,  former  chair- 
man of  the  House  Merchant  Ma- 
rine, Radio  &  Fisheries  Commit- 
tee and  co-author  of  the  Radio  Act 
of  1927. 

While  radio  has  been  considered 
by  that  subcommittee,  it  was 
learned  at  the  department  that  it 
is  but  one  of  a  score  of  govern- 
ment activities  being  analyzed 
with  a  view  to  effecting  an  econ- 
omy in  regulation.  General  Saltz- 
man and  Judge  Davis,  it  was 
pointed  out,  were  selected  be- 
cause of  their  broad  knowledge  of 
the  whole  field  of  activity,  rather 


By  JAMES  MONTAGNES 
TORONTO,  ONT.,  April  10— 
With  Rooseveltian  directness  and 
speed  Canada's  Radio  Commission 
on  April  8  announced  changes  in 
wave  lengths  and  power  covering 
all  stations  in  Canada  effective  at 
6  a.m.  April  16.  The  announce- 
ment came  in  the  form  of  a  tele- 
gram from  the  Radio  Branch,  De- 
partment of  Marine,  to  all  divi- 
sional radio  inspectors,  who  were 
told  to  notify  individual  stations 
in  their  districts. 

The  new  setup  is  not  available 
at  this  writing,  but  is  known  to 
follow  closely  the  recommendations 
of  the  Aird  Commission  which  led 
to  formation  of  the  present  Com- 
mission. The  Ontario  setup  calls 
for  powerful  stations  in  the  larger 
population  centers  and  very  low 
powered  supplementary  stations  in 
the  smaller  cities  and  rural  com- 
munities. All  500-watt  stations 
have  been  cut  to  100  watts  in  On- 
tario, and  stations  which  the  Com- 
mission will  eventually  nationalize 
have  been  granted  power  increases. 
In  Ontario  CFRB,  Toronto,  will 
use  10,000  watts  and  CJGC,  Lon- 
d  0  n  ,  5,0  0  0  watts.  Frequency 
changes  have  also  scrambled  the 
locations  of  the  smaller  stations, 
the  larger  remaining  practically 
on  the  same  frequencies. 

(Editor's  Note — T  hough  the 
complete  Canadian  allocation  is 
not  yet  available,  it  is  presumed 
to  follow  closely  the  United  States- 
Canadian  wave  agreement  of  last 
spring  whereby  channels  were  di- 
vided on  a  clear,  shared  and  local 
service  basis  by  the  two  countries. 
See  Broadcasting  of  May  15,  1932, 
for  complete  allocation  tables.) 

CKGW  Cuts  Service 

ABOUT  the  same  time  as  the  an- 
nouncements were  received  at  the 
various  stations,  CKGW,  Bow- 
manville,  Ont.,  Canada's  pioneer 
high  powered  station  (5,000  watts) 


than  of  the  specialized  field  of 
radio.  Secretary  Roper  is  under- 
stood to  favor  a  consolidation  plan 
under  which  three  separate  bu- 
r  e  a  u  s  ,  covering  transportation 
(and  communication)  by  land,  sea 
and  air,  would  be  created,  each 
under  a  bureau  head  and  each  di- 
rectly responsible  to  the  Secretary 
of  Commerce.  How  radio  would 
figure  in  this  picture  could  not  be 
learned. 

All  Plans  Tentative 

THE  SUBCOMMITTEE  has  been 
functioning  for  about  a  month, 
holding  hearings  behind  closed 
doors  and  keeping  all  of  its  activi- 
ties confidential.  No  public  an- 
nouncement has  yet  been  made  of 
its  full  membership. 

It  was  emphasized  that  the  work 
of  the  committee  was  purely  pre- 
liminary and  its  recommendations 
will  not  carry  the  weight  of  ad- 
ministration approval.  With  rail- 
roads, shipping,  commercial  aero- 
nautics, telephones,  telegraphs, 
cables  and  power,  as  well  as  radio, 
involved,    the    consolidation  plan 


and  first  American  chain  outlet  in 
the  Dominion,  announced  that  it 
would  cut  its  daytime  broadcast- 
ing, remaining  off  the  air  from 
early  in  the  morning  till  late  af- 
ternoon. The  reason  given  was  the 
uncertainty  of  broadcasting  condi- 
tions in  Canada.  According  to 
sources  not  connected  with  the 
station,  other  reasons  are  ad- 
vanced, including  lack  of  finances 
to  carry  on,  which  has  shown  it- 
self through  recent  breakdowns 
and  interruptions  in  programs.  It 
is  also  considered  likely  that  the 
station,  which  has  had  some  fric- 
tion with  the  Commission,  may  be 
taking  this  path  to  arouse  a  pub- 
lic protest  against  the  Commis- 
sion. 

No  definite  regulations  have  as 
yet  been  issued  relative  to  adver- 
tising content  in  programs,  though 
this  information  was  to  be  an- 
nounced before  April  1,  the  begin- 
ning of  the  fiscal  year.  The  only 
regulations  issued  as  to  advertis- 
ing content  were  published  in  the 
daily  press  and  not  sent  direct  to 
broadcasting  stations.  These  only 
state  that  advertising  over  the  air 
is  restricted  to  the  provisions  of 
the  Radio  Broadcasting  Act  of 
1932.  The  regulations  and  state- 
ment which  appeared  in  the  daily 
newspapers  April  2  follow: 

Advertising  Classified 

"FOR  THE  purpose  of  interpre- 
tation of  Section  8,  Sub-section 
(B)  of  the  Canadian  Radio  Broad- 
casting Act,  1932,  dealing  with  the 
question  of  permissible  advertis- 
ing content  of  the  programs  trans- 
mitted from  Canadian  broadcast- 
ing station,  the  Canadian  Broad- 
casting Commission  has  ruled  that, 
for  the  present,  advertising  shall 
be  considered  under  two  headings: 

"(a)  Direct  advertising. 

"(b)   Indirect  advertising. 

"Direct  advertising  shall  be  con- 
(Continued  on  page  34) 


naturally  will  be  subjected  to  most 
profound  consideration  by  Presi- 
dent Roosevelt  before  final  action 
is  taken. 

The  fact  that  President  Roose- 
velt only  recently  filled  two  vacan- 
cies on  the  Commission  and  that 
the  Budget  Bureau  has  ordered 
another  drastic  cut  would  indicate 
that  the  administration  does  not 
plan  to  alter  the  status  of  radio 
regulation  at  once.  Should  the 
Roper  plan  include  a  workable  re- 
alignment of  radio  regulation  that 
would  further  cut  its  cost,  how- 
ever, it  unquestionably  will  be 
given  serious  consideration. 

The  $140,000  cut  in  Commission 
estimates  is  the  second  reduction 
the  regulatory  body  has  suffered 
during  the  last  few  months.  Dur- 
ing the  last  fiscal  year  it  had  an 
appropriation  of  $1,111,000.  This 
budget  was  cut  approximately  30 
per  cent  or  $331,000  for  the  fol- 
lowing year  last  fall,  because  of  the 
acquisition  of  the  Radio  Division 
of  the  Commerce  Department  by 
the  Commission,  and  the  subse- 
quent discharge  of  40  employes. 

At  the  last  session  of  Congress, 
the  independent  offices  bill  carried 
an  appropriation  of  $780,000  for 
the  Commission,  but  the  whole 
measure  was  vetoed  by  President 
Hoover. 

Employes  Must  Go 

WHILE  the  exact  plans  of  the  Com- 
mission in  curtailing  its  operating 
expense  by  $140,000  are  not  known, 
it  is  believed  that  one  of  the  major 
savings  will  be  through  decision 
not  to  fill  the  vacancies  in  the 
Legal  Division,  including  that  of 
general  counsel  and  assistant  gen- 
eral counsel.  The  pay  cut,  affect- 
ing all  government  employes,  will 
reduce  the  economy  necessary  be- 
low $100,000. 

The  balance  of  the  savings  may 
be  effected  by  closing  several  field 
offices  and  the  release  of  a  small 
number  of  field  employes,  by  re- 
ductions in  rentals,  reduction  in 
expenditures  for  supplies  and  re- 
lease of  a  number  of  employes  in 
Washington.  Since  the  cut  budget 
does  not  become  operative  until 
July  1,  the  Commission  has  more 
than  a  month  in  which  to  work  out 
the  economies. 


New  Yick  Account 

VICK  CHEMICAL  Co.,  Greensboro, 
N.  C,  on  April  10  launched  an  ad- 
ditional series  of  5-minute  tran- 
scriptions to  introduce  its  newest 
product,  Vick's  Antiseptic.  Tran- 
scriptions are  by  World,  and  fea- 
ture "Vick  Song  Weavers".  Eve- 
ning time  has  been  taken  over  15 
stations  from  Boston  to  Minneap- 
olis. 


Cuts  Announcements 

BRISTOL-MYERS  Co.,  New  York, 
(Ingram  shaving  cream)  on  April 
3  eliminated  all  commercial  an- 
nouncements on  the  Phil  Cook  pro- 
gram over  NBC-WJZ  and  gave 
Cook  a  free  hand  to  mention  the 
sponsor's  product  wherever  he 
chose  and  in  a  manner  that  would 
not  break  the  continuity. 


ARMOUR  &  Co.,  Chicago  pack- 
ers, used  325  newspapers  at  the 
outset  of  its  Easter  campaign  for 
Fixed  Flavor  Star  Ham  to  call  at- 
tention to  its  NBC  programs  fea- 
turing Phil  Baker. 


General  Canadian  Reallocation  Ordered 
By  Radio  Commission,  Effective  April  16 

Large  Cities  Get  High  Power,  Rural  Areas  Low  Power, 
Under  Plan  That  Follows  Aird  Board  Proposals 
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Mortuary  Uses  Radio  With  Foresight 

Sponsor  Increases  Business  by  Employing  Good  Taste 
In  Program,  Avoiding  Offensive  Sales  Talks 


By  WESLEY  B.  TOURTELLOTTE 
Edwards  Bros.  Mortuary 
Los  Angeles 

THE  FUNERAL 
business  itself  is 
one  in  which  tact, 
judgment  and 
good  common 
sense  must  be 
used.  The  use  of 
radio  to  further 
the  activity  of 
mortuary  estab- 
lishments must  „  ^ 
go  even  further,  ^r.  lourtellotte 
Unlike  patent  medicines,  real  es- 
tate, clothing  goods  and  scores  of 
other  things  that  can  be  sold  over 
the  air,  a  funeral  home  program 
cannot  hope  to  record  a  "direct 
sale"  immediately  or  even  within 
a  few  days  or  weeks. 

Edwards  Brothers  has  been  on 
the  air  continuously  for  the  past 
two  years.  It  started  on  a  Holly- 
wood station  and  for  the  last  15 
months  it  has  used  KECA,  Los 
Angeles,  twice  weekly.  The  pro- 
gram consists  of  15  minutes  of 
organ  music  and  a  mixed  vocal 
quartet  via  remote  control  from 
the  chapel. 

Type  of  Announcements 

A  BRIEF  commercial  announce- 
ment opens  and  closes  the  pro- 
gram. A  sample  opening  an- 
nouncement follows:  "The  Co- 
lonial Concert  .  .  .  another  mes- 
sage of  hope  and  cheer,  brought 
to  you  through  the  facilities  of 
Edwards  Brothers  Colonial  Mortu- 
ary, 1,000  Venice  Boulevard,  Los 
Angeles  .  .  .  the  finest  institution 
of  its  kind  in  the  west. 

"The  Colonial  Quartet,  under  the 
direction  of  Wesley  B.  Tourtellotte, 
resident  organist  for  Edwards 
Brothers,  presents  a  group  of 
favorite  old  hymns,  the  program 
originating  in  the  beautiful  chapel 
of  the  Colonial  Mortuary. 

"And  now  let  us  relax  a  few 
moments  while  our  minds  drift 
back  to  that  little  old  Colonial 
Church  upon  the  hill  near  the  old 
New  England  homestead.  It  is 
early  evening.  There  is  snow  upon 
the  ground.  And  as  the  wayfarer 
plods  wearily  by  the  church,  he 
pauses,  and  listens  as  the  voices 
of  the  choir  are  wafted  to  him  on 
the  crisp,  cold  air  of  the  night." 

Four  old  hymns  follow. 

How  Program  Ends 

HERE  IS  a  specimen  closing  an- 
nouncement: "And  now  our  little 
service  of  song  is  over.  The  Co- 
lonial Quartet  has  brought  us  a 
group  of  old  favorite  hymns,  and 
will  return  again  Thursday  even- 
ing at  the  same  time. 

"The  program  has  come  to  you 
through  the  facilities  of  Edwards 
Brothers  Colonial  Mortuary,  1,000 
Venice  Boulevard,  Los  Angeles  .  .  . 
the  finest  institution  of  its  kind 
in  the  west. 

"The  public  is  cordially  invited 
to  attend  these  broadcasts  of  the 
Colonial  Concerts,  as  well  as  the 
other  organ  recitals  originating  in 


PROBABLY  one  of  the  most  difficult  businesses  to 
advertise  without  offending  prospective  buyers  is 
that  of  the  funeral  establishment.  That  radio,  with 
the  opportunity  for  presenting  a  suitable  musical 
background  for  any  commercial  talks,  is  the  ideal 
medium  for  morticians,  is  apparent  in  this  story  of 
a  Los  Angeles  firm  which  has  increased  its  gross 
income  50  per  cent  largely  through  semi -weekly 
broadcasts.  As  is  to  be  expected,  the  results  of 
advertising  in  this  field  are  not  immediate  but 
cumulative. 


the  Colonial  Chapel  and  played  by 
Mr.  Tourtellotte. 

"Your  attention  is  directed  to 
the  advisory  staff  maintained  by 
Edwards  Brothers  and  which  is  at 
your  service  without  obligation  on 
your  part. 

"For  any  information  desired, 
address  Edwards  Bros.  Colonial 
Mortuary,  1,000  Venice  Boulevard, 
Los  Angeles,  or  telephone  Pros- 
pect 8281." 

Hymns  were  chosen  because 
listeners  indicated  a  preference 
for  that  type  of  music  by  a  4-to-l 
vote.  Fan  mail,  not  including  let- 
ters which  are  asked  for  a  specific 
instance,  amounts  to  an  average 
of  a  hundred  communications  a 
week.  As  a  class,  as  shown  from 
our  fan  mail,  our  audience  is  chiefly 
made  up  of  older  persons. 

I  think  the  ideal  mortuary  pro- 
gram would  be  on  a  staggered 
schedule.  It  might  conceivably 
carry  three  times  a  week  pro- 
grams of  hymns,  and  on  alternate 
evenings  a  song  program  of  old- 
time  music,  with  a  Sunday  after- 
noon or  evening  concert  period  of 
classic  music. 

Perhaps  potential  sponsors  will 
wonder  if  our  current  series  is 
limited  to  hymns.  The  answer  is, 
no.  From  time  to  time  we  have 
put  on  special  broadcasts.  For  in- 
stance, during  Christmas  week  we 
offered  an  augmented  cast  to  pre- 
sent carols  and  yuletide  selections. 

Following  the  death  of  Calvin 
Coolidge,  our  program  dispensed 
entirely  with  the  commercial 
angles,  and  the  broadcast  took  the 
form  of  a  memorial  in  honor  of 
the  late  president.  Other  special 
recitals  are  broadcast  Thanksgiv- 
ing, Easter  and  similar  holidays. 

Business  Increases 

DIRECT  SALES  promotion  over 
the  air  has  no  value  for  mortu- 
aries. It  can  conceivably  even  be 
a  decided  detriment.  The  business 
angle  lies  in  building  up,  over  a 
considerable  period  of  time,  a  sub- 
conscious picture  of  a  stabilized 
institution  which  has  adequate  fa- 
cilities, established  methods  of 
doing  business,  one  that  is  ethical 
and  renders  its  services  to  rich  and 
poor  alike  without  discrimination. 
Each  of  the  two  years  that  Ed- 


wards Brothers  has  been  on  the 
air  has  shown  an  increase  of  from 
40  to  50  per  cent  in  gross  business, 
both  as  to  the  number  of  cases  and 
receipts.  I  would  estimate  that  at 
least  half  of  the  business  has  been 
due  to  mass  consciousness  devel- 
oped through  the  medium  of  radio. 

Numerous  clients  have  defi- 
nitely stated  they  selected  Ed- 
wards Brothers  because  the  name 
was  familiar  on  the  air.  Many 
have  said  that  the  good  taste  in 
program  presentation  and  the  elim- 
ination of  irritating  sales  talk  were 
prime  factors  in  their  selection. 


Full  Time  for  WIL 

FULL  TIME  operation  for  WIL, 
St.  Louis,  was  authorized  by  the 
Radio  Commission  April  14  in  a  de- 
cision ordering  deletion  of  KFWF, 
also  of  St.  Louis,  which  had  shared 
time  with  WIL.  KFWF,  operated 
by  the  St.  Louis  Truth  Center,  was 
charged  with  failure  to  serve  pub- 
lic interest  by  soliciting  funds  for 
allegedly  questionable  medical  and 
religious  enterprises  of  its  owner, 
Emil  Hartmann. 

The  decision  becomes  effective  in 
20  days,  and  WIL  will  assume  its 
full  time  schedule  at  that  time  un- 
less court  appeal  is  taken.  WIL 
was  represented  before  the  Com- 
mission by  Louis  G.  Caldwell  and 
Howard  W.  Vesey.  L.  A.  Benson  is 
its  president  and  general  manager. 


Gulf  Oil  on  2  Nets 

USING  both  an  NBC-WJZ  net- 
work and  a  CBS  41-station  hook- 
up. Gulf  Refining  Co.,  Pittsburgh, 
will  feature  noted  humorists  in  its 
new  radio  campaign  starting  this 
month.  NBC  account  starts  April 
30,  Sundays,  9-9:30  p.m.,  EDST, 
with  Will  Rogers.  Date  for  starting 
the  CBS  series  has  not  been  set, 
but  it  will  feature  Irvin  Cobb  and 
will  be  heard  Wednesdays  and  Fri- 
days, 9-9:15  p.m.  Cecil,  Warwick 
&  Cecil,  New  York,  handles  both 
accounts. 


Kentucky  Seeking 
To  Tax  Networks 

SUITS  seeking  to  collect  state 
franchise  taxes  for  the  last  five 
years  from  NBC  and  CBS  were 
filed  during  the  fortnight  by  M. 
J.  Brennan,  revenue  agent  for  Ken- 
tucky. The  action  is  the  first  at- 
tempt upon  the  part  of  a  state  to 
collect  such  a  tax  from  a  radio  net- 
work, which  heretofore  has  been 
considered  an  inter-state  medium. 

Pending  the  filing  of  formal  an- 
swers by  the  networks,  no  official 
opinion  on  Kentucky's  action  was 
available.  Legal  authorities  pointed 
out,  however,  that  a  similar  tax 
against  railroads  had  been  upheld 
by  the  courts  in  certain  states. 

By  prorating  the  value  of  capi- 
tal stock  of  the  two  networks  as 
concerns  Kentucky,  the  state  asks 
franchise  taxes  and  penalties  for 
five  years  on  |15,200,000  NBC  as- 
sessments and  $1,451,601  CBS  as- 
sessments. The  amounts  of  taxes 
and  penalties  has  not  yet  been 
determined. 

The  petitions  assert  that  all 
other  corporations  or  associations 
"exercising  any  special  or  exclu- 
sive privilege  for  franchise  not 
allowed  to  natural  person"  pay 
franchise  taxes  to  the  state,  coun- 
ties, cities  and  taxing  districts 
wherein  the  franchise  is  exercised. 


AN  INCREASE  in  power  from  25 
kw.  to  the  maximum  of  50  kw.  was 
requested  by  WBZ,  Boston,  in  an 
application  filed  with  the  Radio 
Commission  April  15. 


Study  of  Relationship 
Of  Advertising  to  Sales 
Und^taken  by  A.N. A. 

AN  INSIGHT  into  the  general  re- 
lationship of  advertising  budgets 
to  net  sales  will  be  provided  in  a 
new  study  of  the  advertising  budg- 
ets of  national  manufacturers,  in- 
cluding radio  budgets,  which  the 
Association  of  National  Advertis- 
ers announces  it  has  just  started. 
The  study,  besides  revealing  in 
percentages  the  relationship  be- 
tween the  advertising  budget  and 
total  net  sales,  is  intended  to  show 
also  on  what  basis  the  1933  adver- 
tising budget  was  determined  and 
whether  or  not  this  was  a  change 
from  the  1932  system;  how  the 
1933  advertising  budget  has  been 
made  up,  i.  e.,  for  the  entire  calen- 
dar year,  for  a  fiscal  year  or  for 
a  short  period;  whether  or  not  the 
budget  is  revised  periodically; 
whether  the  advertising  budget  for 
1933  is  larger  or  smaller  than  for 
1932;  a  breakdown  of  the  adver- 
tising budget  and  whether  there  is 
an  increase  or  a  decrease  in  ex- 
port advertising. 

Questionnaires  are  being  sent  to 
2,000  national  manufacturers  in 
all  fields  covering  both  consumer 
products  and  products  sold  to  in- 
dustry only.  The  results  will  be 
given  in  toto  and  then  broken  down 
by  industries.  The  question  con- 
cerning the  breakdown  of  the 
budget  is  divided  into  three  parts. 

The  first  shows  the  expenditure 
in  advertising  media  such  as  mag- 
azines, newspapers,  radio,  farm 
papei-s,  outdoor  advertising,  car 
cards,  direct  mail,  dealer  helps, 
premiums,  samples,  store  and  win- 
dow display,  house  organs,  conven- 
tions and  exhibits,  internal  publi- 
cations, sales  and  service  litera- 
ture, etc.,  covering  1932  expendi- 
tures as  against  1933  budget. 
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WJSV  is  Refused 
Permit  on  Protest 
Of  Naval  Station 

CBS  Outlet  is  Experimenting 
With  Directional  Antenna 

THE  RADIO  Commission  on  April 
7  denied  the  application  of  WJSV, 
Alexandria,  Va.,  CBS  Washington 
outlet,  for  a  regular  license  at  its 
present  location,  sustaining  the 
protest  of  the  Navy  Department 
that  the  station  is  causing  serious 
interference  with  the  experimental 
work  of  the  Naval  Research  Lab- 
oratory, at  Bellevue,  D.  C,  a  short 
distance  from  the  station  trans- 
mitter. The  WJSV  construction 
permit  expires  May  1. 

Under  special  authority,  granted 
by  the  Commission  in  a  separate 
action,  however,  WJSV  is  experi- 
menting with  a  directional  anten- 
na designed  to  curtail  its  signal  in 
the  direction  of  the  Naval  Labora- 
tory sufficiently  to  eliminate  the 
cause  of  complaint.  Should  these 
after-midnight  experiments  prove 
successful,  it  is  believed  the  Com- 
mission will  reconsider  its  action 
and  allow  the  station  to  continue 
operations  from,  its  present  loca- 
tion without  Navy  objection. 

A.  B.  Chamberlain,  CBS  chief 
engineer;  Frank  Falknor,  WBBM 
chief  engineer  and  an  expert  on 
antennas,  and  Lester  Bowman, 
WJSV  chief  engineer,  are  conduct- 
ing the  antenna  experiments. 

Held  Closed  Hearings 

THE  NAVY  did  not  lodge^ts  pro- 
test against  WJSV  until  after  the 
station  had  gone  on  the  air  from 
its  new  location  last  fall.  At  the 
Navy's  request  hearings  were  held 
behind  closed  doors  on  the  grounds 
that  radio  experiments  at  Belle- 
vue are  strictly  confidential.  The 
Commission's  decision  was  based 
on  the  disclosures  at  those  hear- 
ings. 

WJSV  was  leased  by  CBS  from 
the  Fellowship  Forum  Publishing 
Co.,  and  operates  on  1460  kc.  with 
10  kw.  It  succeeded  WMAL, 
Washington,  as  the  CBS  outlet, 
the  latter  station  having  recently 
been  leased  by  NBC  as  its  Blue 
network  link. 


RADIO:  FREE  SPEECH  DEFENDER 

Leo  Fitzpatrick  Answers  Detroit  Free  Press's  Attack 
 On  Broadcasting  in  Coughlin  Controversy  


Uses  Both  Networks 

THE  FIRST  case  of  a  sponsor 
placing  the  same  artist  on  both 
NBC  and  CBS  networks  is  the 
■"Country  Club"  program  started 
by  Richfield  Oil  Corp.,  March  31, 
over  an  NBC-WEAF  network  and 
featuring  Alex  Morrison,  noted 
golf  professional.  Besides  giving 
his  golf  instructions  on  the  NBC 
network  Fridays,  10:30-11  p.m., 
Morrison  is  also  appearing  for 
Richfield  in  a  program  of  the  same 
nature  with  the  same  title  on  16 
CBS  stations,  Mondays,  10-10:30 
p.m.,  starting  April  3.  The  Paul 
Cornell  Co.,  New  York,  handles 
both  accounts. 


was 
Leo 
vice 
and 


LOCATED  just  across  Broad 
Street  from  Philadelphia's  historic 
Academy  of  Music,  WPEN  recent- 
ly broadcast  an  eye-witness  ac- 
count of  a  fire  which  did  slight 
damage  at  the  musical  institution. 


AN  ELOQUENT 
defense  of  radio 
against  unjust  at- 
tacks by  what  he 
termed  the  "yel- 
low press" 
voiced  by 
Fitzpatrick, 
president 
general  manager 
of  WJR,  Detroit, 
Mr.  Fitzpatrick  and  vice  presi- 
dent of  NAB,  in  an  address  April 
2  over  WJR  as  a  part  of  the  Sun- 
day night  "Radio  Realities"  series. 

Entering  the  controversy  which 
is  raging  between  the  Rev.  Charles 
E.  Coughlin,  pastor  of  the  Shrine 
of  the  Little  Flower,  and  the  De- 
troit Free  Press,  Mr.  Fitzpatrick 
asserted  that  it  is  time  for  "radio 
to  take  a  stand  in  its  own  behalf." 

Suits  Threatened 

THE  CHALLENGE  came  on  the 
heels  of  a  threat  by  E.  D.  Stair, 
publisher  of  the  Free  Press,  to 
file  a  libel  suit  against  Father 
Coughlin,  WJR  and  the  26  sta- 
tions which  carry  the  priest's 
Sunday  afternoon  talks,  for  an  at- 
tack on  the  Detroit  paper  in  con- 
nection with  the  local  banking 
situation.  Father  Coughlin  was  re- 
ported as  threatening  a  counter 
suit  for  charges  in  the  paper  that 
he  had  used  illegally  money  do- 
nated to  the  Shrine  of  the  Little 
Flower. 

Mr.  Fitzpatrick's  radio  talk  fol- 
lows in  part: 

"In  yesterday  morning's  paper 
[Free  Press]  there  appeared  this 
statement:  'One  of  the  great  prob- 
lems before  our  civilization  today 
is  the  sinister  insidiousness  of  the 
radio.'  To  that  statement,  I  wish 
to  offer  radio's  reply;  and  to  claim 
that  radio  broadcasting  is  the 
greatest  weapon  mankind  has  ever 
had  in  the  century  old  struggle  for 
freedom  of  speech.  There  never 
has  been  in  mankind's  history,  an 
instrument  through  which  an  at- 
tack of  existing  conditions  of  evil 
could  be  made  as  effectively.  Nor 
has  there  ever  been  an  instrument 
by  which  such  attacks,  if  unjustly 
made,  could  so  quickly  and  suc- 
cessfully be  refuted. 

Radio  is  Unbiased 

"RADIO  is  the  first  means  of  com- 
munication to  offer  equal  rights  to 
both_  sides.  If  radio  is  used  by 
one  individual  or  one  group  to  at- 
tack another,  then  the  other  side 
is  afforded  equal  facilities  for  re- 
turning the  attack.  Radio  can 
voice  no  editorial  policy  to  sway 
public  feeling.  It  cannot  bias  or 
color  arguments  in  any  way.  Ra- 
dio does  not,  and  cannot,  refuse 
its  time  to  speakers  on  either  side 
of  any  issue.  Radio,  by  presenting 
arguments  of  both  sides,  in  un- 
colored,  unbiased  fashion,  leaves 
the  decision  squarely  up  to  you, 
the  radio  public. 

"According  to  the  editorial  col- 
umn to  which  I  have  already  re- 
ferred 'with  radio,  there  is  no  rec- 
ord, no  permanent  printed  word!' 
With  radio,  you  do  not  need  record 
or  printed  word — you  have  the  tes- 
timony of  your  own  ears!  With- 


out radio,  only  a  small  percentage 
of  the  persons  directly  interested 
in  any  public  topic  can  be  directly 
addressed.  The  accounting  to  the 
remainder  is  left  up  to  the  news- 
papers. A  newspaper  sends  one 
representative,  either  to  interview 
the  individuals  concerned  or  to 
report  a  public  meeting.  Your  ac- 
count, as  you  read  it  in  the  paper 
the  following  morning,  or  after- 
noon, is  heard  and  seen  through 
the  eyes  and  ears  of  that  one  news- 
paper representative;  moreover,  it 
can  be  shadowed,  lightly  or  heavily, 
as  the  case  may  be,  by  the  paper's 
editorial  policy. 

"Radio  does  not  take  upon  itself 
the  delicate  task  of  picturing  to 
an  audience  what  an  individual 
may  have  said.  Radio  places  the 
actual  voice  of  that  individual  in 
your  home  and  i/o?t  render  your 
decision  whether  his  arguments 
are  rightly  or  wrongly  inspired. 
Radio,  as  I  have  said  repeatedly, 
gives  you  uncolored,  unbiased  ac- 
counts of  every  public  issue  or 
topic. 

Urges  Cooperation 

"FROM  my  previous  talks  with 
you,  in  this  same  Sunday  night 
series,  you  will  know  that  I  my- 
self have  always  thought  of  news- 
papers and  radio,  as  progressing 
along  adjoining  paths  to  times  of 
greater  prosperity  and  develop- 
ment. I  have  not  thought  of  them 
as  competing,  or  unfriendly,  one 
(Continued  on  page  34) 


Wynn  Audience  Largest 
In  Survey  of  15  Cities 

ED  WYNN  and  the  Texaco  pro- 
gram was  declared  to  be  the  most 
popular  sponsored  network  pro- 
gram on  the  air  last  winter  by 
the  Arnold  Research  Service,  New 
York,  following  a  12-weeks  study 
of  program  preference  in  15  cities. 
Telephone  interviews  revealed  that 
the  comedian  had  78  per  cent  of 
the  total  listening  audience  to 
which  his  program  was  available. 

Others  which  showed  a  high 
listening  percentage  are:  Robert 
Burns,  57;  Goldbergs,  56;  Maxwell 
House,  52;  Blue  Ribbon  Malt,  51; 
Amos  'n'  Andy,  51;  Eno  Crime 
Club.  49;  Oldsmobile,  44;  Buick, 
40;  Myrt  and  Marge  and  Sherlock 
Holmes,  each  35;  Wheatena,  34; 
Inside  Story,  34;  Barbasol,  34; 
Romantic  Bachelor,  33 ;  Eskimo 
Club,  33;  Royal  Vagabonds,  33; 
Sinclair  Minstrels,  32;  Fu  Manchu, 
31;  Tastyeast,  30. 

A  total  of  36,000  telephone  in- 
terviews were  made  each  evening 
except  Sunday  from  7  to  8  and  9 
to  10  p.m.,  EST,  in  Cincinnati.  Chi- 
cago, Detroit,  Providence,  Wash- 
ington, Albany,  Cleveland,  Hart- 
ford, Kansas  City,  New  York,  Bal- 
timore, Boston,  Buffalo,  Philadel- 
phia and  St.  Louis. 


Ralph  Atlass  Acquires 
WJJD,  Moose  Station; 
Details  Are  Withheld 

CHICAGO,  111.  — Station  WJJD, 
the  20  kw.  station  licensed  to  the 
Loyal  Order  of  Moose  but  latterly 
controlled  by  the  Columbia  Phono- 
graph Co.,  has  either  been  sold  or 
leased  to  Ralph  Atlass,  owner  of 
WJKS,  Gary,  Ind.,  who  succeeded 
C.  A.  Howell  as  manager  on  April 
1.  Formal  announcement  of  the 
deal  has  not  been  made,  Mr.  At- 
lass declining  to  give  details  be- 
yond stating  that  the  studios  of 
WJJD  will  be  moved  out  of  the 
Palmer  House.  The  transmitter 
and  two  other  studios  are  located 
at  Mooseheart,  111. 

Mr.  Howell's  plans  have  not 
been  divulged,  although  he  has  in- 
dicated he  may  join  KYW.  Mr. 
Atlass  has  been  identified  as  an 
operator  of  radio  stations  since 
1923,  when  he  and  his  brother  Les- 
lie, now  Chicago  division  manager 
of  CBS,  established  WBBM  in  a 
small  town  in  Illinois.  Later 
WBBM  was  moved  to  Chicago  and 
sold  to  CBS.  After  selling  his  in- 
terest in  WBBM,  Ralph  Atlass 
purchased  WLAP,  Louisville, 
which  he  subsequently  sold  to  local 
interests.  Later  he  bought  con- 
trol of  WJKS. 

WJJD  operates  on  1130  kc,  lim- 
ited time,  sharing  that  channel 
with  KSL,  Salt  Lake  City.  Art 
Linick,  veteran  Chicago  radio  en- 
tertainer, has  been  appointed  busi- 
ness manager.  Other  additions  to 
the  staff  include  John  O'Hara, 
sports  announcer;  Neil  Tuttle, 
salesman;  Ben  Cantor,  musical  di- 
rector, and  Charles  Lamphier,  an- 
nouncer. 


Dyer  Buys  WSBC 

GENE  DYER,  operator  of  WGES, 
Chicago,  has  announced  the  pur- 
chase of  WSBC,  Chicago,  from  C. 
J.  Gordon,  wholesale  furrier,  who 
has  been  operating  the  latter  sta- 
tion since  last  August.  Deal  was 
effective  April  1.  WSBC  divides 
time  with  WCRW  and  WEDC. 
Mr.  Dyer  will  continue  to  operate 
WGES  along  with  WSBC.  He  has 
appointed  John  Stamford  program 
manager  and  Harry  Hosford  musi- 
cal director. 


Advertising  Series 

PROMINENT  representatives  of 
the  advertising  field  are  engaged 
for  a  series  of  talks  over  WOR, 
Newark,  N.  J.,  each  Tuesday 
night  at  6:55  p.m.  under  the  aus- 
pices of  the  Advertising  Federa- 
tion of  America.  Harry  Tipper, 
advertising  director  of  Forbes 
Magazine,  is  the  first  speaker 
April  18. 


PHILLIPS  H.  LORD,  who  por- 
trays Seth  Parker  over  NBC,  has 
abandoned  radio  for  a  year  due 
to  illness.  He  plans  a  cruise 
around  the  world  with  a  party  of 
friends. 


Stoopnocratic  Movies 

COLONEL  STOOPNAGLE  and 
Budd,  CBS  comedians,  are  busy  in- 
terpreting Stoopnocracy  for  the 
movies.  They  have  recently  done 
a  sequence  for  their  first  feature 
talking  picture,  "International 
House",  have  made  a  one-reel 
talkie  on  the  subject  and  have  ex- 
plained their  economic  movement 
to  the  newsreel  camera. 
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The  Yi^NKEE  NETWORK  NEWS 


NEW  ENGLAND 


APRIL  1933 


$100,000  NEW  BILLING  IN  TWO  WEEKS 


Come  And  Get  It ! 


Watts  vs.  Listeners 

Watt  an  idea — buying  station  time  on 
wattage.  Yet  many  buyers  of  radio  time 
still  contract  on  that  basis. 

No  space  buyer  would  expect  to 
cover  New  England  with  one  Boston 
newspaper,  although  Boston  papers  do 
circulate  extensively  throughout  New 
England.  Some  radio  buyers,  on  the 
other  hand,  pretend  to  believe  that  if  a 
station  is  powerful  enough  to  cover 
New  England  it  actually  is  listened  to 
all  over  New  England.  This  is  not  true 
and  hasn't  been  true  since  Coolidge's 
first  administration. 

Coverage  is  not  watts — it's  listeners. 
Local  stations,  like  local  newspapers, 
are  necessary  for  complete  New  Eng- 
land coverage,  because  each  station  has 
strong  local  appeal. 

The  advertiser  who  buys  the  Yankee 
Network  obtains  eight-station  coverage 
reaching  into  every  major  trading 
area.  In  addition  he  has  the  advantage 
of  greater  flexibility.  He  can  spot  his 
program  in  th>  particular  trading  area 
where  he  has.  the. most  retail  outlets. 


The  Yankee  Network 


Exclusive  National  Sales 
Representative: 
SCOTT  HOWE  BOWEN,  Inc. 

New  York    Chicago  Detroit 
San  Francisco  Omaha 


lODENT  PROGRAM 
BOOSTING  SALES 


De  tectives  "Black  and  Blue"  are 
pulling  plenty  of  mail  for  lodent  Tooth 
Paste — and  it  is  the  kind  of  mail  that 
means  sales.  The  number  of  requests 
for  premiums  (each  request  accom- 
panied by  an  lodent  box)  indicates  that 
these  two  comedians — "the  world's 
dumbest  sleuths" — are  reaching  a  high- 
ly responsive  audience  through  WNAC, 
the  Yankee  Network  Key  Station. 

The  program  is  on  three  times  a 
week — Mondays,  Wednesdays  and  Fri- 
days at  6:30  P.  M. 


PRICE  CUT  FOR  A.  M. 
ANNOUNCEMENTS 


The  Boston  Information  Service  of 
Station  WNAC  which  is  on  the  air 
each  morning  from  7:45  to  9:00  o'clock, 
each  afternoon  from  i  :oo  to  2  :oo  P.  M., 
except  Sunday,  giving  the  advertiser 
150  word  announcements  between 
recorded  selections  of  the  world's  finest 
music,  is  now  offered  at  Ten  Dollars 
per  broadcast.  This  is  a  reduction  of 
33  and  1/3  per  cent. 

The  high  standard  and  result  getting 
power  of  these  broadcasts  will  still  be 
in  effect,  but  in-order  to  make  it  possible 
for  more  people  to  enjoy  the  benefits  of 
this  very  excellent  period,  the  price  has 
been  reduced  to  Ten  Dollars. 


YANKEE  NETWORK 
SIGNS  8ACC0UNTS 

New  Sponsors  Snap  Up  Choice 
Time  As  Winter  Contracts 
Expire 

The  signing  of  eight  new  contracts, 
totaling  $100,000  new  billing,  by  the 
Yankee  Network  during  the  two  weeks 
ending  March  4th,  is  a  striking  dem- 
onstration of  confidence  in  the  pulling 
power  of  WNAC  and  the  Yankee  Net- 
work in  New  England. 

This  is  the  time  of  year  when  the  ex- 
piration of  short  term  contracts  makes 
available  some  choice  time  on  this  pop- 
ular regional  chain,  and  advertisers 
were  quick  to  snap  up  this  open  time. 

The  new  contracts  include  the  fol- 
lowing accounts: 

Berwick  Cake 

Underwood's  Deviled  Ham  and 
Clam  Chowder 

I-Car-De  Mayonnaise 

Estabrook  &  Eaton  Cabinet  Cigars 

Gilchrist's   (Department  Store) 

Carroll  Perfume  Stores 

Gibson  Electric  Refrigerator 

United  States  Oil  Burner 

It  will  be  noted  that  these  accounts 
are  all  national  in  character,  with  the 
single  exception  of  Gilchrist's  depart- 
ment store. 

Incidentally,  the  rapidity  with  which 
this  business  was  signed  shows  how 
anxious  many  advertisers  are  to  reach 
the  New  England  market.  New  Eng- 
land still  has  money  to  spend,  and  the 
Yankee  Network  reaches  the  largest 
audience  in  this  territory. 


17,281  LETTERS 
FOR  ROBERT  BURNS 

17,281  letters  in  response  to  a  single 
broadcast— that  is  the  record  set  up 
by  WNAC,  Boston,  and  WEAN, 
Providence  in  connection  with  the 
Robert  Burns  Fifth  Anniversary  Pro- 
gram, Wednesday,  March  1st. 

A  response  like  this  certainly  means 
that  these  two  dependable  old  Yankee 
Network  stations  are  producing  heav- 
ily for  the  Robert  Burns  Cigar  and 
will  continue  to  do  so. 

The  Robert  Burns  program,  spon- 
sored by  the  General  Cigar  Company, 
features  Burns  and  Allen.  It  is  on  the 
air  every  Wednesday  evening  at  9:30. 


April  15,  1933  •  BROADCASTING 


Page  15 


Joint  Group  Urged 
To  Promote  Radio 

Service  Men  Propose  Plan  to 
Coordinate  Industry 

FORMATION  of 
a  "Joint  Commit- 
tee to  Extend  the 
Usefulness  of 
Radio",  consist- 
ing of  represen- 
tative subcom- 
mittees of  the 
NAB,  the  Radio 
Manufacturers 
Association  and  „  , 

the  Institute  of  Mr.  Hathaway 
Radio  Service  Men,  has  been  pro- 
posed by  the  board  of  directors  of 
the  latter  organization  and  is  be- 
ing considered  by  the  other  trade 
organizations. 

Ken  Hathaway,  executive  secre- 
tary of  the  Institute,  presented  the 
plan  in  tentative  form  in  Washing- 
ton on  April  4  to  Philip  G.  Loucks, 
NAB  managing  director,  and  Bond 
Geddes,  vice  president  and  general 
manager  of  the  RMA.  Final  ap- 
proval rests  with  the  boards  of  the 
two  groups. 

Hits  Unethical  Practices 

MR.  HATHAWAY  explained  that 
the  proposal  was  presented  with  a 
view  to  bringing  about  a  closer 
relationship  between  the  several 
branches  of  the  radio  industry,  and 
to  conduct  in  economical  fashion 
a  promotional  and  educational  cam- 
paign that  will  not  conflict  with 
the  established  policies  of  any  part 
of  the  industry.  Use  of  "editorial 
periods"  on  the  air  is  being  con- 
sidered as  a  part  of  the  project. 

Established  nearly  two  years 
ago,  the  Institute  is  engaged  in 
the  development  of  the  service  field 
to  enable  the  clientele  of  the  radio 
industry  to  obtain  the  type  of  ser- 
vice that  will  insure  satisfaction 
and  good-will,  Mr.  Hathaway  de- 
clared. Heretofore,  he  said,  the 
service  field  was  unorganized  and 
worked  in  haphazard  fashion,  so 
that  it  has  never  been  in  position 
to  do  its  part  in  selling  radio  to 
the  listening  public. 

"Certain  unethical  practices 
that  have  gained  considerable  head- 
way," Mr.  Hathaway  said,  "have 
done  much  to  tear  down  the  in- 
dustry by  creating  dissatisfaction 
that  results  in  loss  of  listening  au- 
dience, and,  from  the  standpoint 
of  the  manufacturers,  loss  of  pros- 
pective customers  for  repeat  or  ad- 
ditional business."  He  said  the  In- 
stitute is  doing  its  utmost  to  com- 
bat such  practices. 

As  outlined,  the  plan  points 
out  that  all  activities  of  the  pro- 
posed joint  committee  shall  aim 
toward  (1)  creating  satisfaction  to 
radio  listeners,  (2)  establishing  the 
good  will  of  the  public  and  (3)  in- 
creasing the  listening  audience  and 
extending  the  usefulness  of  radio. 


KGNO  Gets  Increase 

AN  INCREASE  in  power  from 
100  to  250  watts  and  a  change  in 
frequency  from  1210  to  1340  kc. 
for  KGNO,  Dodge  City,  Kan.,  was 
authorized  by  the  Radio  Commis- 
sion April  7,  reversing  the  recom- 
mendation of  Examiner  R.  H. 
Hyde,  (Report  No.  451). 


Latest  Quota  Distribution 

[Official  Kadio  Commission  Tabulation  as  of  March  25,  1933] 

FIRST  ZONE  Over  or 

Total  Under  Quota 

Population  Due         Assigned        Units  Per  cent 

New   York                       12,588,066  35.07  37.95  -|-  2.88  +  8 

Massachusetts                     4,249,614  11.84  10.46  —  1.38  —  12 

New  Jersey                       4,041,334  11.26  11.53  +  0.27  -|-  2 

Maryland                            1,631,526  4.55  4.20  —  0.35  —  8 

Connecticut                        1,606,903  4.48  3.60  —  0.88  —  20 

Puerto  Rico                       1,543,913  4.30  0.50  —  3.80  —  88 

Maine                                   797,423  2.22  2.24  -|-  0.02  +  1 

Rhode  Island                        687,497  1.91  1.40  —  0.51  —  27 

District  of  Columbia..       486,869  1.35  1.30  —  0.05  —  4 

New  Hampshire                   465,293  1.29  0.92  —  0.37  —  29 

Vermont                               359,611  1.00  0.64  —  0.36  —  36 

Delaware                               238,380  0.67  0.62  —  0.05  —  7 

Virgin  Islands                        22,012  0.06    —  0.06  — 100 

Total                            28,718,441  80.00  75.36  —  4.64  —  6- 

SECOND  ZONE 

Pennsylvania                      9,631,350  27.63  20.32  —  7.31  —  26 

Ohio                                     6,646,697  19.07  19.29  -f  0.22  +  1 

Michigan                              4,842,325  13.89  10.63  —  3.26  —  23 

Kentucky                           2,614,589  7.50  8.50  -1-  1.00  -|-  13 

Virginia                             2,421,851  6.95  9.50  +  2.55  +  37 

West  Virginia                    1,729,205  4.96  5.20  +  0.24  +  5 

Total                            27,886,017  80.00  73.44  —  6.56  —  8 

THIRD  ZONE 

Texas                                   5,824,715  16.22  22.67  +  6.45  -|-  40 

North  Carolina                  3,170,276  8.82  8.15  —  0.67  —  8 

Georgia                              2,908,506  8.10  8.15  +  0.05  -|-  1 

Alabama                             2,646,248  7.37  6.32  —  1.05  —  14 

Tennessee                           2,616,556  7.29  12.80  +  5.51  -1-  76 

Oklahoma                             2,396.040  6.67  8.44  -f  1.77-  +  27 

Louisiana                           2,101.593  5.85  8.39  -|-  2.54  +  43 

Mississippi                         2,009,821  5.60  3.25  —  2.35  —  42 

Arkansas                            1,854,482  5.16  4.70  —  0.46  —  9 

South   Carolina                  1,738,765  4.83  2.00  —  2.83  —  59 

Florida                               1,468,211  4.09  8.45  +  4.36  +107 

Total                            28,735,213  80.00  93.32  +13.32  +  17 

FOURTH  ZONE 

Illinois                                7,630,654  22.52  34.19  +11.67  +  52 

Missouri                             3,629,367  10.71  11.79  +  1.08  +  10 

Indiana                                 3,238,503  9.56  7.44  —  2.12  —  22 

Wisconsin                             2,939,006  8.67  7.74  —  0.93  —  11 

Minnesota                           2,563,953  7.57  9.08  +  1.51  +  20 

Iowa                                     2,470,939  7.30  11.60  +  4.30  +  59 

Kansas                               1,880,999  5.55  5.85  +  0.30  +  5 

Nebraska                            1,377,963  4.06  7.30  +  3.24  +  80 

South   Dakota                       692,849  2.05  3.17  +  1.12  +  55 

North  Dakota                      680,845  2.01  2.99  +  0.98  +  49 

Total                          27,105,078  80.00  101.15  +21.15  +  26 

FIFTH  ZONE 

California                           5,677,251  36.86  38.06  +  1.20  +  3 

Washington                        1,563,396  10.15  15.59  +  5.44  +  54 

Colorado                             1,035,791  6.72  9.24  +  2.52  +  38 

Oregon                                 953,786  6.19  9.22  +  3.03  +  49 

Montana                               537,606  3.49  3.65  +  0.16  +  5 

Utah                                     507,847  3.30  6.60  +  3.30  +100 

Idaho                                      445,032  2.89  3.00  +  0.11  +  4 

Arizona                                 435,573  2.83  2.56  —  0.27  —  10 

New  Mexico                         423,317  2.75  4.03  +  1.28  +  47 

Hawaii                                  368,336  2.39  1.84  —  0.55  —  23 

Wyoming                              225,565  1.46  0.60  —  0.86  —  59 

Nevada                                  91,058  0.59  0.70  +  0.11  +  19 

Alaska                                    59,278  0.38  0.68  +  0.30  +  79 

Total                          12,323,836  80.00  95.77  +15.77  +  20 


AN  INCREASE  to  30  in  the  num- 
ber of  overquota  states,  as  com- 
puted under  the  Radio  Commis- 
sion's quota  system  drafted  in  com- 
pliance with  its  interpretation  of 
the  Davis  Amendment,  is  revealed 
in  the  latest  analysis  of  quota  dis- 
tribution prepared  by  the  Commis- 
sion. The  18  remaining  states  and 
the  District  of  Columbia  are  shown 
to  be  delinquent  in  facilities,  while 
27  states  were  overquota  when  the 
last  compilation  was  made  in  No- 
vember. 

The  figures  again  disclose  the 
utter  futility  of  compliance  with 
the  Davis  Amendment,  which  de- 
mands an  equal  distribution  of 
stations,  power  and  hours  of  op- 
eration among  the  five  radio  zones, 
and  equitable  distribution  among 
the  states  in  each  zone,  according 
to  population.  The  amendment 
was  enacted  more  than  four  years 
ago. 

Numerous  minor  changes  in  the 
quota  status  of  individual  states 


are  shown  in  the  new  analysis. 
Using  the  arbitrary  figure  of  400 
units  established  by  the  Commis- 
sion as  the  country's  quota,  the 
analysis  discloses  that  the  United 
States  as  a  whole  is  39.04  units 
overquota — a  gain  of  nearly  two 
units,  or  the  equivalent  of  two  sta- 
tions of  1  kw.  power  each  operat- 
ing full  time,  since  the  last  analy- 
sis was  made. 

Whereas  each  zone  is  entitled  to 
80  units,  the  first  zone  has  75.36, 
the  second  73.44,  the  third  93.32, 
the  fourth  101.15  and  the  fifth 
95.77.  The  most  overquota  state, 
Illinois,  has  an  excess  of  11.67 
units.  Pennsylvania,  the  most  un- 
derquota  state,  is  short  7.31  units. 

The  view  has  been  prevalent  for 
some  time  that  Congress  will  re- 
peal or  modify  the  Davis  Amend- 
ment, because  it  has  proved  prac- 
tically unworkable  without  drastic 
readjustments  that  would  result  in 
protracted  litigation. 


Engineers  to  Cooperate 
In  Deleting  Radio  Hum 

A  RESOLUTION  providing  for 
mutual  cooperation  between  set 
manufacturers  and  broadcasting 
stations  in  the  elimination  of  hum 
in  both  transmitters  and  receivers 
was  adopted  at  a  joint  engineer- 
ing meeting  held  in  New  York 
April  8.  Attending  were  members 
of  the  NAB  engineering  commit- 
tee, RMA  engineering  committee 
and  IRE  broadcast  committee. 

The  resolution  states  that  most 
stations  and  receivers  are  satis- 
factory from  the  standpoint  of 
hum  modulation.  Attention  will  be 
directed  to  the  few  transmitter 
installations  and  receivers  that  do 
create  hum. 

Those  attending  the  meeting  in 
behalf  of  the  NAB  included  Joseph 
A.  Chambers,  chairman  engineer- 
ing committee;  J.  C.  McNary, 
NAB  engineer;  E.  K.  Cohan  and 
W.  B.  Lodge,  CBS;  Charles  W. 
Horn  and  Raymond  Guy,  NBC; 
R.  N.  Harmon,  Westinghouse,  and 
John  Fetzer,  WKZO,  Kalamazoo. 
IRE  representatives  included  E. 
L.  Nelson,  Bell  Laboratories,  chair- 
man broadcast  committee;  John 
V.  L.  Hogan,  consulting  radio  en- 
gineer, and  L.  F.  Jones,  RCA- 
Victor.  Virgil  Graham,  Strom- 
berg-Carlson,  chairman  of  the 
RMA  engineering  committee,  also 
attended. 


Court  Denies  WOQ  Plea; 
Dismisses  WERE  Appeal 

A  MOTION  for  reconsideration  of 
the  KFH-WOQ  case,  filed  jointly 
by  the  Radio  Commission  and 
WOQ,  Kansas  City,  was  denied  by 
the  Court  of  Appeals  of  the  Dis- 
trict of  Columbia  April  7.  In  a 
decision  last  month,  the  court  re- 
versed the  Commission's  order  de- 
leting WOQ  and  assigning  KFH, 
Wichita,  Kan.,  full  time  on  1300  kc. 
In  so  deciding,  it  remanded  the 
case  to  the  Commission  for  rehear- 
ing, which  led  to  the  joint  motion 
for  reconsideration. 

A  motion  for  dismissal  of  the 
appeal  of  WERE,  Erie,  Pa.,  from 
the  Commission's  decision  ordering 
it  off  the  air,  was  granted  by  the 
court  April  14.  The  Commission 
contended  that  the  Erie  Broadcast- 
ing Corp.,  licensee,  was  bankrupt, 
and  therefore  not  qualified  to  hold 
a  license.  Counsel  for  the  station 
had  been  granted  leave  by  the 
court  earlier  in  the  week  to  with- 
draw from  the  case.  Dismissal  was 
based  on  failure  of  WERE  to  pay 
costs  of  printing  the  court  record. 


WHO-WOC  Tests  50  kw. 

THE  NEW  building  of  the  Central 
Broadcasting  Co.  having  been  com- 
pleted at  Davenport  with  the  an- 
tenna towers  up,  tests  of  the  new 
50  kw.  transmitter  of  WHO-WOC, 
Des  Moines-Davenport  at  Mitchell- 
ville,  la.,  are  scheduled  to  start 
after  midnight  April  17.  The  sta- 
tion is  tentatively  scheduled  to  go 
on  50  kw.  daytime  on  April  22, 
with  its  full-time  dedication  April 
25.  Dedicatory  ceremonies  will  be 
carried  on  an  NBC  network. 


AMOS  'N'  ANDY  arrived  in  New 
York  April  10  to  make  an  ani- 
mated cartoon  movie  short,  the 
second  in  a  series.  The  cartoons 
are  based  on  their  radio  act. 
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Bill  on  Food-Drug 
Ads  Being  Studied 

Tentative  Plan  Forms  Part 
Of  Government  Program 

PRELIMINARY  consideration  is 
being  given  by  the  Department  of 
Agriculture  to  the  sponsorship  of 
legislation  for  amendment  of  the 
Pure  Food  and  Drug  Act  of  1906 
to  make  its  terms  applicable  to 
advertising  of  such  commodities  in 
all  media. 

Prof.  Rexford  G.  Tugwell,  as- 
sistant secretary  of  agriculture, 
informed  Broadcasting  April  11, 
that  he  has  asked  the  Food  and 
Drug  Administration  of  his  de- 
partment for  suggestions  along 
that  line,  but  emphasized  that 
nothing  of  a  definite  nature  has 
been  done.  He  said  this  v^^as 
simply  a  part  of  a  general  legis- 
lative program  being  studied  by 
the  department. 

The  existing  act  gives  the  Food 
and  Drug  Administration  power 
to  prevent  adulteration  of  foods 
and  drugs  (including  cosmetics) 
and  to  require  that  they  are  prop- 
erly represented  on  their  labels. 
It  does  not  give  control  over  ad- 
vertising, which  in  another  fash- 
ion is  vested  in  the  Federal  Trade 
Commission. 

It  was  recalled  that  last  year 
the  Agriculture  Department  fav- 
ored legislation  which  would  make 
the  law  applicable  to  advertising 
of  foods  and  drugs  in  print  or 
over  the  air.  In  other  words,  rep- 
resentations as  to  the  merits  of 
products  made  in  published  adver- 
tising would  not  be  permitted  to 
exceed  what  was  construed  to  be 
proper  by  the  Administration  on 
the  labels  of  the  packages  con- 
taining the  commodities.  The  ad- 
vertising medium,  in  that  proposed 
legislation,  would  have  been  held 
equally  responsible  with  the  ad- 
vertiser. 


Bristol-Myers  Test 

IN  AN  EFFORT  to  determine  what 
period  of  the  afternoon  brings  the 
best  response  to  a  particular  ad- 
vertising appeal,  Bristol-Myers  Co., 
New  York,  through  World  Broad- 
casting System,  is  spotting  its 
"Through  the  Looking  Glass"  tran- 
'scription  series  for  Ingram's  Milk- 
weed Cream  at  different  afternoon 
hours  on  different  stations.  After 
thus  testing  for  four  weeks,  the 
company  shifted  periods  for  an- 
other four  weeks  and  reported  ob- 
taining a  50  per  cent  increase  in 
inquiries.  The  test  will  be  con- 
tinued for  a  time. 


Watch  Tower  Net 

WATCH  TOWER  Bible  &  Tract 
Society  has  arranged  a  special  A. 
T.  &  T.  hookup  of  36  stations  for 
the  Easter  Day  broadcast  6-7  p. 
m.,  EST,  April  16,  by  Judge  J.  F. 
Rutherford.  Stations  included  were 
WINS,  WICC,  woe,  WDRC, 
WHO,  WOL,  WKBN,  KYW, 
WLBZ,  WAGM,  WCAO,  WFBR, 
WESG,  WHEC,  WIBX,  WADC, 
WAIU,  WLBW,  WEAN,  WHDH, 
,WNAC,  WNBH,  WMAS,  WORC, 
WBCM,  KSTP,  WFEA,  WPG, 
WOKO,  WBBR,  WFBL,  WBT, 
WHK,  WCAH,  WIP  and  WISN. 


PROOF  of  the  PUDDING 


5000  WATTS 
CLEARED  CHANNEL 
UNLIMITED  TIME 


'\)Ke"\?oiee  Gmemivat 


April  11,  1933 


L.B.Wilson,  Inc. 

COVINGTON,  KY. 


Mr.  Sol  Talshoff, 
Managing  Editor, 
Broadcasting, 
National  Press  Bldg., 
Washington,  D,  C, 


Dear  Mr.  Talshoff: 

WCKY  has  used  but  two  ads  In  BROADCASTING, 
After  each  Issue  was  out  we  have  received  nvunerous  In- 
quiries for  time  and  several  contracts. 

So  far  our  advertising  in  BROADCASTING 
has  cost  us  nothing.    We  have  secured  sufficient  business 
because  of  the  ads  to  more  than  pay  for  them. 


it. 


Ads  in  BROADCASTING  get  results  and  we  know 
With  best  wishes. 


P/ 


Last  Forms  May  1  Issue  Close  April  25 


broadMstinc 


roadcast 

dvertisingr 


NATIONAL  >RESS  BUILDING 


WASHINGTON,  D.  C. 
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POPULATION  SYMBOLS 

*  lOO.OOO   and  Ov«r 

•  ,  SO.OOO  to  100,000 
o   20.000  to  60,000 


"THE  VOICE  OF  CINCINNATI 


5000  watts 
cleared  channel 
unlimited  time 


IN  THE  HEART  OF  THE  RICH  MIDWESTERN  M^'RKET. 

Received  mail  from  1620  cities  in  the  United  States 
and  103  cities  in  Foreign  countries  in  1932  •  The 
preferred  station  of  4,917,000  potential  listeners  in 
a  total  of  81  counties  in  Ohio,  Indiana^arid  Kentucky  • 
Affords  concentrated  coverage  iiy9  buying  centers 
•  Complete  merchandising  serv^e  at  no  extra  cost. 

OWNED  A  OPEfeATEb  by 


:]lLVill«}SIIS[< 
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"A  Point  Missed" 

WITH  THE  penetrating  thesis  of  that  bril- 
liant little  booklet  printed  for  private  distri- 
bution by  CBS  titled  "We  Think  a  Point  Has 
Been  Missed",  the  radio  and  advertising  fra- 
ternity cannot  but  vi^holeheartedly  agree.  At- 
tention is  called  to  the  fact  that  radio  has 
been  generously  thanked  by  publicists  and  the 
press  for  the  part  it  has  played  in  President 
Roosevelt's  attack  on  the  national  crisis.  The 
"point  missed"  is  that  "it  remains  for  radio 
to  thank  the  President."  Why?  We  take  the 
liberty  of  quoting: 

Surely  no  one  thing  could  have  flung  radio  far- 
ther forward  in  the  minds  of  men  who  must  win 
public  faith  in  a  name,  or  an  idea,  or  a  product, 
than  the  use  of  the  microphone  to  sell  America 
sanity. 

What  else  could  have  crystallized  into  print, 
overnight,  such  flashing  phrases  as  Kenneth 
Goode's:  "On  March  4th,  President  Roosevelt  did 
advertising's  most  magnificent  job.  Eight  minutes 
over  the  radio,  advertising  'courage,'  conquered 
despair."  And  *  *  *  "Let  him  (any  advertising 
man)  figure  how  much  Mr.  Roosevelt's  eight  min- 
utes over  the  radio  added  to  the  cash  value  of  the 
nation.  *  *  *  Commodity  markets  pulsated,  dollars 
rose  around  the  world,  demand  for  department 
store  credit  leaped  40  per  cent." 

What  else  could  have  won  radio  such  gallant 
praise  from  the  press:  *  *  *  Surely,  for  those  of 
us  who  have  been  behind  the  scenes  in  the  weeks 
which  have  followed,  it  is  hard  to  believe  that  any 
other  drama  could  have  called  radio  so  urgently 
into  the  council  and  conference  rooms  of  America 
— its  force  suddenly  revealed,  its  promise  newly 
seen,  its  influence  on  social  and  on  business  think- 
ing so  swiftly  accelerated  overnight.  *  *  * 

The  real  "push  or  pull"  of  the  big  idea  always 
seems  to  wait  upon  a  man.  We  believe  that  radio 
has  thus  far  only  scratched  the  surface  of  its  use 
as  an  educational  and  advertising  force.  We  be- 
lieve one  man  has  revealed  the  power  of  its  "pull" 
— far  more  pointedly  than  all  of  radio's  success 
stories  put  end  to  end.  And  we  believe  that  radio 
broadcasting  and  American  business,  working  in 
closer  double  harness  than  ever,  will  find  that  they 
owe  that  man  a  lasting  debt. 


Copyright  War 

RADIO  has  finally  called  the  bluff  of  Mr. 
E.  C.  Mills,  general  manager  of  ASCAP,  on  his 
constantly  reiterated  invitation  to  reopen  ne- 
gotiations for  a  revision  of  broadcast  music 
royalties.  And  they  found  he  was  a  bluffer, 
with  an  ace  in  the  hole;  nothing  else. 

In  a  desire  to  be  fair  with  ASCAP,  in  spite 
of  its  many  showings  of  bad  faith,  a  com- 
mittee of  the  NAB  headed  by  President  Mc- 
Cosker,  called  on  Mr.  Mills  to  open  negotia- 
tions for  revision  of  the  contracts.  The  maes- 
tro of  Tin  Pin  Alley  promptly  announced  to 
these  gentlemen  that  there  would  be  no  revi- 


sion of  the  contracts — "except  upward."  That 
was  the  false  cloak  behind  which  he  has  hid- 
den since  last  autumn  when  he  first  announced 
he  was  ready  to  talk  about  readjustments.  To 
every  protest  against  the  new  contracts  since 
then,  he  has  replied  that  the  door  was  open 
for  further  arbitration. 

To  call  such  an  act  bluff  is  putting  it  mild- 
ly. It  is  subterfuge  of  the  worst  order. 
Honesty  and  fair  play  was  all  that  the  NAB 
had  sought  in  its  ultimate  acceptance  of  that 
invitation. 

That  was  the  last  straw.  It  is  open  warfare 
now  between  the  NAB  and  ASCAP.  NAB's 
case  is  in  capable  hands.  And  the  radio  indus- 
try goes  into  it  with  a  clear  conscience  for  it 
feels  it  is  on  the  right  side  of  the  law.  The 
litigation  against  ASCAP,  whatever  its  form, 
should  be  effective  with  Newton  D.  Baker  and 
his  associates  handling  it.  With  Mr.  McCos- 
ker  heading  the  NAB  and  its  activity  on  the 
two  other  fronts  of  the  three-point  program 
detailed  in  this  issue,  broadcasters  can  be  as- 
sured of  a  courageous  and  effective  attack. 
In  Oswald  F.  Schuette  as  NAB  copyright  di- 
rector in  charge  of  the  Radio  Program  Found- 
ation and  in  pressing  legislation,  the  industry 
has  an  indefatigable  worker  who  can  make 
himself  heard  and  felt. 

Mr.  Mills,  we  believe,  will  find  that  he  has 
trifled  once  too  often  with  the  radio  industry. 


Commission's  Fate 

ADMINISTRATION  economy  has  hit  the 
Radio  Commission  again,  this  time  to  the  tune 
of  $140,000.  During  the  coming  fiscal  year, 
which  begins  July  1,  the  Commission  must  get 
along  with  about  half  the  appropriation  it  had 
last  year.  But  it  can  stand  the  cut,  and  prob- 
ably without  material  loss  in  efficiency. 

Despite  this,  there  is  still  talk  of  abolishing 
the  Commission  altogether,  and  of  tossing 
radio  regulation  back  to  the  Commerce  De- 
partment. That  should  not  happen,  at  least 
unless  provision  is  made  for  a  radio  appeals 
board  to  insure  judicial  scrutiny  of  contro- 
versial matters.  Radio  regulation  is  too  im- 
portant and  too  complex  a  matter  to  be  sub- 
jected to  the  control  of  one  man,  who  would 
become  a  virtual  dictator  in  allocating  facili- 
ties. Even  with  five  men,  the  Commission  is 
accused  of  yielding  to  political  suasion  all  too 
often.  How  much  easier  it  might  be  to  pull 
political  wires,  if  only  a  single  individual  had 
the  say! 

It  is  by  no  means  certain  that  the  Commis- 
sion will  be  abolished.  Elsewhere  in  this 
issue  it  is  reported  that  Secretary  of  Com- 
merce Roper  has  submitted  to  President  Roose- 
velt a  plan  to  consolidate  all  governmental 
agencies  dealing  with  transportation  and  com- 


LAST  of  the  individual  state  reports  from 
the  census  of  distribution,  covering  wholesale 
and  retail  trade,  have  just  been  issued  by  the 
Census  Bureau.  The  final  report  on  wholesale 
distribution  in  North  Dakota  completes  this 
series,  while  reports  for  the  states  of  South 
Carolina,  Michigan,  New  York  and  Texas  are 
the  last  to  be  issued  on  retail  distribution. 
The  reports  are  available  from  the  Govern- 
ment Printing  Office  at  costs  ranging  from  5 
to  35  cents  per  copy. 

The  retail  reports  contain  more  than  100 
tables,  showing  for  each  kind  of  business,  the 
number  of  employes,  payroll,  stock  on  hand, 
net  sales,  operating  expenses,  and  related  data; 
analysing  the  credit  business  of  retail  stores; 
showing  whether  goods  were  sold  by  chain 
stores  or  independents;  and  indicating  the  vol- 
ume of  sales  of  each  commodity  group. 

The  individual  state  reports  on  wholesale 
distribution  give  a  wealth  of  data  on  whole- 
sale trade,  with  valuable  information  on  op- 
erating expenses,  sales  of  various  commodi- 
ties, and  types  of  establishments  operating  in 
this  field,  in  addition  to  statistics  on  volume 
of  business,  number  of  establishments,  etc. 


A  CAREFUL  analysis  of  radio  programs  avail- 
able to  listeners  in  European  capitals  and  of 
those  heard  in  New  York  convinces  Deems 
Taylor,  noted  music  critic,  that  the  American 
system  of  broadcasting  actually  provides  more 
high  class  musical  entertainment  than  do  the 
government-operated  station  abroad.  In  the 
April  Harpers  Magazine  he  answers  many 
of  the  criticisms  of  commercial  radio  under 
the  heading,  "Radio — A  Brief  for  the  De- 
fense". The  more  intelligent  class  of  listeners 
are  to  blame,  he  concludes,  if  broadcasters 
here  withdraw  opera  stars  or  sjnuphony  or- 
chestras from  the  air  because  a  scarcity  of 
fan  letters  indicates  a  lack  of  appreciation. 


COSMO  HAMILTON'S  talks  over  WOR  on 
"People  Worth  Talking  About"  have  been  in- 
corporated into  a  book  by  that  title  just  off 
the  presses  of  Robert  M.  McBride  &  Co.,  New 
York,  $2.50.  The  noted  author's  rich  fund  of 
anecdotes  about  notables  like  H.  G.  Wells, 
Rudyard  Kipling,  James  M.  Barrie,  Joseph 
Conrad,  John  Galsworthy,  Oscar  Wilde,  Gil- 
bert Chesterton,  P.  G.  Wodehouse  and  other 
literary  "immortals,"  as  well  as  his  slants  on 
American  men  of  letters,  makes  delightful 
reading.  The  publishers  call  this  book  "a  gal- 
lery of  intimate  portraits"  and  it  is  illustrated 
with  caricatures  by  Conrado  Massageur. 


munications.  On  the  committee  that  worked 
out  this  plan  were  General  Saltzman,  former 
Commission  chairman,  and  Judge  Ewin  Davis, 
former  chairman  of  the  House  Merchant  Ma- 
rine, Fisheries  and  Radio  Committee.  These 
men  were  not  placed  on  that  committee  of 
four  because  of  their  radio  knowledge;  they 
were  selected  because  of  their  concept  of  the 
whole  broad  field  of  railroading,  shipping  and 
aviation,  as  well  as  the  several  branches  of 
communication.  The  problem  is  vastly  bigger 
than  radio  alone. 

Since  President  Roosevelt  has  seen  fit  to 
complete  the  personnel  of  the  Commission,  and 
since  his  Budget  Bureau  has  taken  occasion 
to  slice  the  Commission's  appropriation  again, 
it  is  difficult  to  believe  that  he  contemplates 
abolishing  the  Commission.  The  Roper  plan, 
which  may  or  may  not  include  radio,  is  sim- 
ply tentative,  and  will  be  subjected  to  scrut- 
iny in  every  detail  before  it  gets  presidential 
approval. 
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We  Pay  Our  Respects  to 


ARTHUR  BURDETTE  CHURCH 


BACK  in  1914,  a  skinny  lad  of  18 
who  was  working  his  way  through 
college  built  an  amateur  radio 
station  out  in  Iowa.  Known  to 
his  amateur  buddies  as  "Announ- 
cer ABC",  this  youngster  used 
the  station  to  promote  the  sale  of 
wireless  apparatus  to  other  ama- 
teurs and  to  schools.  In  this  way 
he  realized  enough  to  pay  his 
tuition  and  all  other  expenses. 

That  may  or  may  not  have  been 
the  beginning  of  the  use  of  radio 
as  an  advertising  medium.  It  was 
at  least  the  beginning  of  the 
career  of  one  of  radio's  best 
known,  best  liked  and  mose  suc- 
cessful broadcasters.  That  scrawny 
kid  was  Arthur  Burdette  Church, 
now  vice  president  and  general 
manager  of  KMBC,  Kansas  City, 
and  treasurer  of  the  National  As- 
sociation of  Broadcasters. 

Arthur  Burdette  Church  is  mas- 
ter of  all  the  arts  that  unite  to 
make  radio.  First,  he  is  an  execu- 
tive. But  his  training  includes 
radio  engineering,  music,  con- 
tinuity writing,  program  building 
and  salesmanship.  A  half-dozen 
of  the  programs  he  originated  at 
KMBC  have  been  graduated  to  the 
networks,  the  most  famous  of 
which  is  "Easy  Aces".  His  station 
is  generally  recognized  as  one  of 
the  outstanding  one-kilowatt 
broadcast  plants  in  the  country. 

At  37,  Mr.  Church  is  a  pioneer 
among  the  pioneers  of  radio.  He 
has  followed  no  other  profession 
than  radio,  beginning  in  broad- 
casting in  1921,  or  less  than  a 
year  after  modern  broadcasting 
had  its  inception.  He  was  actual- 
ly actively  interested  in  radio  ex- 
perimenting in  1913,  a  year  before 
he  installed  his  first  "ham"  sta- 
tion, which  was  of  the  old  "stone 
crusher"  rotary  gap  type. 

Arthur  Burdette  Church  was 
born  in  the  little  Latter  Day  Saint 
(Mormon)  community  of  Lamoni, 
Iowa,  August  5,  1896.  He  was 
graduated  from  the  Graceland 
Junior  College  at  Lamoni.  During 
summers,  between  school  terms,  he 
studied  radio  at  Dodges  Institute, 
Valpariso,  Ind.  He  also  studied 
music  at  Graceland  College  and  at 
Valpariso  University. 

An  indefatigable  worker, 


young  Church  was  not  satisfied 
with  the  revenue  he  made  selling 
apparatus  over  his  amateur  sta- 
tion. Having  become  a  commer- 
cial radio  operator  by  virtue  of 
his  studies  at  Dodges  Institute,  he 
organized  classes  of  his  own  for 
the  training  of  commercial  radio 
operators,  while  later  attending 
Iowa  State  College.  When  this 
country  entered  the  World  War,  he 
enlisted  in  the  Army,  and  forth- 
with was  assigned  as  a  Signal 
Corps  radio  instructor  at  Fort 
Leavenworth.  Later  he  was  sent 
to  the  officers'  training  camp  at 
Camp  Meade,  Md.,  where  he  was 
stationed  when  the  Armistice  was 
signed. 

After  the  Armistice  he  returned 
to  Kansas  City.  At  23  he  founded 
the  Central  Radio  School  of  Kan- 
sas City.  In  April,  1922,  the  De- 
partment of  Commerce  assigned 
him  his  first  regular  broadcasting 
license  with  the  call  letters  WPE. 
Radio  listeners  and  "hams"  of  10 
years  ago,  will  readily  remember 
the  deep  voice  of  "Announcer 
ABC",  who  also  happened  to  be 
program  director  and  chief  engi- 
neer as  well  as  an  occasional  per- 
former. 

At  that  titne  WPE  boasted  the 
first  specially  constructed  studio 
in  the  middle  west.  The  following 
year,  1923,  the  call  letters  were 
changed  to  KFIX,  and  the  station 
was  acquired  by  the  Latter  Day 
Saint  Church.  It  was  moved 
to  Independence,  Mo.,  nine  miles 
east  of  Kansas  City,  where  the 
present  transmitter  is  located.  The 
station  continued  to  develop  and 
acquired  its  present  power  of 
1,000  watts  in  1924. 

It  was  in  1927  that  the  Midland 
Broadcasting  Co.  took  over  the 
station,  changing  its  call  letters 
to  KMBC  and  assigning  to  Mr. 
Church  the  task  of  building  an 
organization  to  keep  pace  with  de- 
velopments in  broadcasting  that 
were  rapidly  gathering  momen- 
tum. 

Since  1931,  KMBC  has  origi- 
nated on  an  average  of  four  pro- 
grams daily  to  over  20  CBS  sta- 
tions west  of  its  basic  network. 
Most  of  these  programs  were  built 


PERSONAL  NOTES 


VICTOR  C.  DIEHM,  formerly  com- 
mercial manager  of  WORK,  York,  Pa. 
and  before  that  with  Stations  WCAO, 
Baltimore,  and  WRAW,  Reading,  Pa.j 
has  been  made  manager  of  WAZL, 
Hazleton,  Pa.,  latest  unit  of  the 
Mason-Dixon  Group.  Jack  McCartney 
has  been  transferred  from  WORK  as 
new  program  director  of  WAZL. 
Ralph  Hoyt,  former  announcer  of 
WFBR,  Baltimore,  is  new  announcer 
and  continuity  writer.  The  WAZL 
staff  also  includes  Thomas  Tite,  an- 
nouncer and  staff  pianist;  and  Kath- 
ryn  Kahler,  in  charge  of  women's 
features. 

R.  C.  HAlsfNAFORD,  formerly  dis- 
trict manager  for  J.  Ralph  Corbett, 
marketing  and  merchandising  consul- 
tant with  offices  in  New  York  and 
Cincinnati,  has  joined  WCKY,  Cov- 
ington, Ky.,  to  direct  a  merchandis- 
ing service  for  its  clients. 

MRS.  MARJORIE  HALLER,  wife  of 
Richard  V.  Haller,  assistant  manager 
of  KGMB,  Honolulu,  has  been  en- 
gaged by  NBC,  San  Francisco,  as  re- 
search editor  and  reporter  on  Rush 
Hughes'  Langendorf  Pictorial  program. 

HERR  MAX  DONISCH,  noted  German 
composer  and  recently  a  musical  critic, 
has  been  named  head  of  the  musical 
department  of  the  Deutschlandsender 
station  at  Konigwusterhausen,  suc- 
ceeding Professor  Meersmann.  Major 
Donisch  has  also  been  active  in  poli- 
tics. 

GEORGE  E.  BOUNDS  has  been  ap- 
pointed director  of  advertising  and 
publicity  for  KMOX,  St.  Louis.  He 
was  previously  sales  director  in  charge 
of  publicity  at  Parks  Air  College  and 
before  that  was  with  B.  Nugent  & 
Bros,  store,  St.  Louis. 

E.  P.  H.  JAMES,  head  of  the  NBC 
sales  promotion  department.  New 
York,  addressed  the  Radio  Advertis- 
ing of  the  New  York  Advertising  Club 
April  5. 

PHILIP  F.  WRITTEN,  for  the  last 
two  and  a  half  years  account  execu- 
tive with  CBS,  is  now  sales  manager 
for  WINS,  New  York. 

DUNCAN  MOORE,  director  of  public 
relations  for  WJR,  Detroit,  has  been 
appointed  an  admiral  in  the  "Michi- 
gan navy"  by  Gov.  William  A.  Corn- 
stock. 

PAUL  MYERS,  former  commercial 
manager  of  KFVD,  Culver  City,  Cal., 
has  joined  the  commercial  sales  force 
of  KFI-KECA,  Los  Angeles. 


and  arranged  by  Mr.  Church  him- 
self. 

Since  1925,  when  the  NAB  was 
a  toddling  infant  as  a  trade  asso- 
ciation, Arthur  Burdette  Church 
has  been  a  member  of  its  board 
of  directors.  Then  only  30,  he  was 
the  youngest  member  of  the  board. 

Always  active  in  local  civic  af- 
fairs, Mr.  Church  is  a  10-year 
member  of  the  Kansas  City  Cham- 
ber of  Commerce,  a  member  and 
past  vice  president  of  the  Kansas 
City  Advertising  Club,  vice  presi- 
dent of  the  Kansas  City  Electric 
and  Radio  Association,  and  a  mem- 
ber and  past  secretary  of  the 
Hawkeye  Radio  Association.  His 
college  fraternity  was  Sigma  Pi. 
He  was  married  while  attending 
Graceland  Junior  College. 

"Art"  Church  has  only  two  real 
hobbies — radio  and  photography. 
He  is  awaiting  the  time  when 
radio  will  embrace  photography  to 
bring  into  being  that  something 
qaH«d  television.  He  will  be  ready, 
for  KMBC  is  an  affiliated  holder 
of  an  experimental  television  li- 
cense. 


JUDITH  WALLER,  educational  direc- 
tor of  NBC  in  Chicago,  spoke  on 
"Radio  in  Education"  before  the 
Northwestern  New  York  State  Teach- 
ers convention  in  Buffalo,  April  7. 
She  will  speak  on  the  same  subject 
before  the  Illinois  Congress  of  Par- 
ents and  Teachers  at  Danville,  111., 
April  20,  and  at  the  annual  meeting 
of  the  National  Congress  of  Parents 
and  Teachers  in  Seattle,  May  24. 

CLYDE  SWEETEN,  formerly  con- 
ductor for  the  RKO  Golden  Gate 
Theater  in  San  Francisco  and  before 
that  with  the  Salt  Lake  symphony, 
has  been  appointed  musical  director 
of  KFRC,  San  Francisco,  succeeding 
Walter  Kelsey.  Mel  Venter  has  joined 
KPRC  as  announcer,  taking  the  post 
vacated  by  Walter  Bunker,  Jr.,  who 
is  on  a  leave  of  absence  touring 
Europe. 

RAYMOND  PAIGE,  music  and  pro- 
gram director  for  KHJ,  Los  Angeles, 
has  been  promoted  to  the  post  of 
music  director  for  the  Don  Lee  Sys- 
tem. Mahlon  Merrick,  formerly  with 
NBC  and  KFRC,  San  Francisco,  is 
now  program  manager  for  KHJ. 

M.  H.  AYLESWORTH,  president  of 
NBC  and  RKO,  in  company  with  Will 
Hays,  movie  czar,  and  Joseph  Schenck, 
film  producer,  visited  the  NBC  Chi- 
cago studios  April  7  on  their  way  to 
Los  Angeles. 

WEBLEY  EDWARDS,  program  man- 
ager of  KGU,  Honolulu,  has  been 
visiting  in  California. 

PHIL  LOHMAN,  advertising  man, 
has  joined  the  sales  staff  of  WFAA, 
Dallas. 


BEHIND 
THE  MICROPHONE 


NEARLY  two  columns  of  the  April  1 
Prison  News,  published  by  inmates 
of  the  North  Carolina  state  prison 
at  Raleigh,  are  devoted  to  a  eulogy 
of  Miss  Lib  Smith,  staff  artist  of 
WPTF,  for  responding  regularly  to 
requests  for  special  numbers  coming 
from  the  prisoners. 

THE  CHOIR  of  Illinois  Wesleyan 
University,  Bloomington,  111.,  pre- 
sented an  original  Easter  oratorio 
written  by  Bill  Cooper  and  Harold 
Fair,  of  the  CBS  Chicago  studios, 
over  a  CBS  network  April  13. 

MICHEL  PERRIERE,  concert  master 
at  KFI,  Los  Angeles,  left  for  France 
early  in  April  for  a  honeymoon  trip 
of  two  years. 

HOWARD  PETRIE,  NBC  announcer, 
and  Miss  Alice  Wood,  NBC  hostess, 
will  be  married  in  the  Little  Church 
Around  the  Corner  April  21. 

GAY  LEE,  noted  director  of  women's 
programs,  has  joined  KSD,  St.  Louis, 
and  now  conducts  a  daily  women's 
feature.  She  was  formerly  with 
KMOX,  St.  Louis. 

AARON  GONZALES,  young  Spanish 
composer-pianist,  has  been  added  to 
the  staff  of  KHJ,  Los  Angeles.  He 
recently  wrote  "Deep  Melody". 

NORMAN  BARRY,  former  sports 
announcer  of  WIBO,  Chicago,  has 
been  added  to  the  announcing  staff 
of  WBBM,  Chicago. 

GEORGE  T.  CASE,  formerly  chief 
announcer  of  WCKY,  Covington,  Ky., 
has  joined  the  announcing  staff  of 
WFBE,  Cincinnati. 

LLOYD  GRIFFIN,  announcer  of 
WIBO,  Chicago,  and  Dorothy  Vergess, 
Chicago  radio  entertainer,  were  mar- 
ried in  Chicago  March  26. 

BORIS  NELSON,  formerly  of  WLAP, 
Louisville,  is  now  conducting  a  music 
reporter  series  weekly  on  WIBO,  Chi- 
cago. 

LANNY  ROSS,  NBC  singer,  is  mak- 
ing a  short  of  popular  songs  for 
Paramount  Pictures. 
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The  Big  Five 

of 

Pittsburgh's 

Department 
Stores 

 USE  

WCAE 

to  Carry 
Merchandise 
Messages  to 
Pittsburgh's 

LARGEST 

RADIO 
AUDIENCE 

■ 

WCAE  Is  First  on  the 
air  in  Pittsburgh,  and  the 
last  oflF.  Its  week-day 
schedule  oi  18  hours,  18 
minutes  carries  programs 
of  local  appeal  and  NBC 
Red  Network  features. 


1000  Watts      1220  Kcs. 


Affiliated  with 
Pittsburgh  Sun-Telegraph 


WILLIAM  L.  DOUDNA,  radio  editor 
of  the  Wisconsin  State  Journal  and 
announcer  on  its  station,  WIBA,  Madi- 
son, was  voted  the  most  popular  an- 
nouncer in  the  area  recently  by  bal- 
lot of  listeners.  He  won  over  four 
NBC  and  two  CBS  announcers. 

ADDITIONS  to  the  talent  staff  of 
WMCA,  New  York,  include  Don  d'Al- 
varez,  scion  of  a  Spanish  noble  family 
banished  from  Spain  by  the  Republic, 
and  Dorothy  Cole,  a  Chicago  society 
girl  who  sings. 

GUY  AND  NETTIE  Bernard,  piano 
team,  have  been  added  to  the  staff 
of  WWL,   New  Orleans. 

TWO  MARRIAGES  reported  from 
NBC  studios  in  San  Francisco  this 
month:  Kenneth  Carney,  producer, 
to  Nell  Burleson,  advertising  woman; 
Kathleen  Wilson,  actress,  to  Rawson 
Holmes,  Leland  Stanford  student. 

THEODORE  HAHN,  Jr.  and  his 
Southern  Symphonies,  formerly  heard 
on  NBC,  have  returned  to  the  air 
via  WCKY,  Covington,  Ky.,  broad- 
casting directly  from  the  Liberty 
theater  there. 

ALOIS  HAVRILLA,  NBC  announcer, 
was  recently  reelected  president  of 
the  Northern  Valley  Civic  Music  As- 
sociation of  Englewood,  N.  J. 

E'DW'ArR"D'LYNN,~onetime  '  drama 
coach  at  KTM,  Los  Angeles,  has 
started  a  weekly  series  for  KFAC 
starring  Mrs.  Wallace  Reid,  who  also 
stars  in  a  weekly  serial  over  KMTR, 
Hollywood. 

JIMMY  KENDRICK  has  returned  to 
the  announcing  staff  of  KTAB,  Oak- 
land, after  an  absence  of  more  than 
a  year. 

SCOTT  (Skyland  Scottie)  WISEMAN, 
hill  billy  singer  of  WLS,  dedicated  his 
new  song,  "The  Akron's  Last  Flight", 
during  the  station's  Saturday  Night 
Barn  Dance  April  8. 

NORA  SCHILLER,  formerly  vocalist 
at  KFRC,  San  Francisco,  but  now 
with  KHJ,  Los  Angeles,  recently  was 
married  to  Irving  Schulkin,  trumpet 
player  with  Phil  Harris'  orchestra. 

RUDOLPH  FOX  is  now  concert  mas- 
ter at  KMTR,  Hollywood.  He  was  at 
one  time  concert  master  with  the  New 
Jersey  Symphony  and  with  the  Vert- 
champ  String  Quartet. 

RALPH  ROBERTSON,  formerly  an- 
nouncer at  KMTR,  Hollywood,  has 
gone  to  San  Francisco,  where  he  will 
be  heard  on  the  NBC-KGO  network 
weekdays  on  the  Bill,  Mac  and  Jimmy 
skit. 


IN  THE 
CONTROL  ROOM 


GORMER  L.  DAVIS,  engineer  at  the 
Bureau  of  Standards  radio  beacon 
laboratory  in  College  Park,  Md.,  lived 
to  tell  the  tale  after  coming  in  con- 
tact with  6,000  volts  of  electricity  at 
the  government  station.  A  fellow- 
engineer,  William  H.  Orton,  turned 
off  a  switch  almost  instantly  after 
Davis  had  brushed  against  the  live 
wire. 

IRVING  B.  ROBINSON,  chief  engi- 
neer of  the  Yankee  Network,  described 
in  non-technical  terms  the  intricacies 
of  broadcast  equipment  in  an  inter- 
view during  Bob  Donahue's  "Yankee 
Network  Personalities"  period  April 
10. 

LARRY  FISK,  chief  studio  engineer 
of  WBBM,  Chicago,  and  Thelma 
Jasper,  of  the  WBBM  general  staff, 
were  married  in  Chicago   March  25. 

JEROME  ECKENRODE,  formerly 
with  WERE,  Wilkes-Barre,  Pa.,  is 
now  with  WAZL,  Hazleton,  Pa.,  as 
chief  operator. 

R.  V.  HOWARD,  formerly  with  KNX, 
Hollywood,  is  now  head  technician  for 
KTAB,  San  Francisco. 


VERSATILE  ENGINEERS 

Jacksonville  City  Station  Reaps 
^  Profit  in  Unique  Setup  ' 

STAFFED  entirely  by  engineers, 
selling  no  local  time  directly  for 
revenue  and  yet  earning  a  sub- 
stantial profit  annually  —  such  is 
the  unique  story  of  WJAX,  Jack- 
sonville, Fla.  The  station  is  owned 
and  operated  by  the  City  of  Jack- 
sonville and  derives  most  of  its 
revenue  from  its  NBC  connection, 
according  to  John  T.  Hopkins,  III, 
manager  and  chief  engineer.  Un- 
der its  NBC  arrangement,  it  gets 
accounts  both  from  the  WEAF 
and  WJZ  networks. 

All  local  time  is  allocated  to  a 
selling  organization  operated  by 
local  musicians,  who  pay  the  copy- 
right royalties,  purchase  program 
listings  in  the  newspapers  and 
otherwise  bear  all  expenses  of 
local  programming,  according  to 
Mr.  Hopkins.  National  spot  ac- 
counts, like  the  network  accounts, 
are  handled  by  the  station  man- 
agement, profits  going  to  the  city 
treasury. 

Mr.  Hopkins  joined  WJAX  in 
1925,  coming  from  the  old  A.  T. 
&  T.  Station  WCAP,  Washington. 
His  engineering  assistant  is  Gif- 
ford  Grange,  University  of  Flori- 
da graduate  and  radio  amateur 
who  won  distinction  in  handling 
communications  during  the  1926 
Miami  hurricane.  The  other  engi- 
neers, all  of  whom  are  also  ama- 
teurs and  all  of  whom  double  in 
announcing,  are  local  products. 
They  are  John  Canepa,  Robert 
Reid,  Kenneth  Brock  and  William 
Waldo. 


W.  A.  FITCH,  formerly  with  General 
Electric,  has  joined  the  engineering 
staff  of  NBC  in  New  York. 

VLADIMIR  KARAPETOFF,  consult- 
ing engineer  of  General  Electric,  was 
guest  artist  on  the  "Music  is  My 
Hobby"  program  over  NBC-WJZ  April 
7.  Karapetoff  is  an  accomplished 
musician. 

F.  E.  COLDER  has  been  advanced  to 
vice  president  in  charge  of  radio  en- 
gineering and  traffic  of  the  Southwest 
Broadcasting  Co. 

PROF.  C.  M.  JANSKY,  Jr.,  consult- 
ing radio  engineer,  returned  to  Wash- 
ington April  12  after  a  month's  trip 
in  the  middle  west.  He  visited  Des 
Moines,  Omaha,  Chicago  and  Minne- 
apolis, inspecting  broadcasting  in  each 
city. 

ED  WACHTER  has  been  moved  from 
the  Morse  room  of  NBC,  San  Fran- 
cisco, to  the  traffic  department  to  edit 
all  communications,  a  shift  brought 
about  by  the  installation  of  fJBC's 
inter-station  teletype  system. 

A.  H.  SAXTON,  division  engineer  for 
NBC,  San  Francisco,  was  inter- 
viewed over  the  NBC-KPO  network 
March  19  in  one  of  the  series  of  "Per- 
sonal Close-Ups"  given  weekly  by 
Mrs.  Elsa  Musgrave.  Mr.  Saxton 
spoke  briefly  of  his  supervision  on 
the  installation  of  the  new  50  kw. 
transmitter  of  KPO. 

FORBES  VAN  WHY,  chief  engineer 
at  KMTR,  Hollywood,  in  its  earlier 
days,  but  in  sound  film  work  the  last 
five  years,  has  returned  to  the  sta- 
tion's technical  staff. 

CLARENCE  ELI  WILSON,  radio  en- 
gineer, died  at  his  home  in  Concord, 
Mass.,  March  29  at  the  age  of  38. 
He  was  formerly  with  Western  Elec- 
tric Co.,  but  a  year  ago  joined  the 
Delta  Manufacturing  Co.,  Cambridge, 
Mass.,  radio  equipment  makers. 


Supreme  Court  Upholds  \ 
Lowell,  Dunmore  Claim 

UPHOLDING  the  claims  of  Perci-  i 
val  D.  Lowell  and  Francis  W. 
Dunmore  to  the  invention  of  the 
house  lighting  current  method  of 
powering  radio  sets,  the  U.  S.  Su- 
preme Court  on  April  10  ruled  j 
that  government  employes  who  de- 
velop inventions  are  not  required 
to  assign  exclusive  rights  to  them 
to  the  government.  The  case  was 
prosecuted  by  the  Attorney  Gen- 
eral and  was  the  biggest  of  the 
series  of  victories  won  in  about 
10  years  of  litigation  by  the  two 
inventors  and  the  Dubilier  Con- 
denser Corp.,  which  has  50  per 
cent  interest  in  their  patents  and 
which  is  financing  the  suits. 

If  ultimately  victorious,  the  pat- 
ent owners  will  be  in  a  position  to 
sue  for  back  royalties  on  practi- 
cally all  radios  employing  socket 
power  rather  than  batteries.  But 
they  still  face  interference  suits 
claiming  priority  by  other  inven- 
tors, despite  the  fact  that  the  U. 
S.  Patent  Office  has  already  dis- 
allowed these  interference  claims. 


Merger  of  Telephone  Co. 
Research  Units  Started 

PLANS  to  unify  the  Bell  Labora- 
tories and  the  research  depart- 
ment of  A.  T.  &  T.,  combining 
their  personnel  force  of  4,000  in 
the  Bell  Laboratories  building  at 
463  West  St.,  New  York,  are  un- 
der way.  Bell  Laboratories  is  now 
50  per  cent  owned  by  A.  T.  &  T. 
and  50  per  cent  by  Western  Elec- 
tric, which  is  the  manufacturing 
subsidiary  of  A.  T.  &  T.  Under 
the  unification,  A.  T.  &  T.  will  be- 
come 100  per  cent  owner. 

Preliminary  to  the  merger,  H. 
P.  Charlesworth,  assistant  vice 
president  of  A.  T.  &  T.,  has  been 
appointed  assistant  chief  engineer 
under  Vice  President  and  Chief 
Engineer  Bancroft  Gherardi.  E. 
H.  Colpitts,  also  assistant  vice 
president  of  A.  T.  &  T.,  has  be- 
come vice  president  of  Bell  Lab- 
oratories under  Frank  B.  Jewett, 
Bell  president,  and  vice  president 
of  A.  T.  &  T.  in  charge  of  research. 


Engineer  a  Suicide 

DISCHARGED  by  the  Hitler  re- 
gime as  chief  engineer  of  the  Ger- 
man government's  radio  system, 
Walter  Schaeffer,  described  in  a 
dispatch  to  the  New  York  Times 
as  one  of  Germany's  most  eminent 
radio  technicians,  and  Mrs.  Schaef- 
fer committed  suicide  by  gas  in 
their  Berlin  home  March  24.  He 
was  52  years  old  and  his  wife  was 
50.  Herr  Schaeffer  was  an  au- 
thority on  acoustics  and  had  held 
his  high  post  since  1931.  He  was 
well  known  to  many  American 
radio  engineers  who  attended  in- 
ternational conferences. 


Engineer  Buys  WJBC 

MALCOLM  MAGREGOR,  engi- 
neer formerly  associated  with 
WGES  and  WBBM,  Chicago,  and 
WILL,  Urbana,  111.,  has  purchased 
WJBC,  La  Salle,  111.,  from  the 
Kaskaskia  Broadcasting  Co.,  and 
assumed  control  April  1.  WJBC, 
a  100-watt  station,  divides  time 
with  WJBL,  Decatur,  111. 
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^OTE  the  small  spot  in  solid  black  on  the 
map.^  In  this  small  but  tremendously 
important  area — ^the  WOR  Service  Area  — 
are  concentrated  more  than  a  seventh  of  all 
the  radio  sets  in  the  United  States  I  Note 
also  on  the  map  the  six  equivalent  areas  that 


would  have  to  be  covered  to  reach  as  many 
potential  radio  listeners  as  are  in  the  WOR 
Service  Area.  Let  us  tell  you  how  you  can 
deliver  your  sales  message  to  this  great  market 

effectively  —  yet  at  a  small  cost ! 


*^THIS  map  and  other  interestins  market  data  appear  in  "The  Story  of  WOR".  If 
'  you  haven't  seen  this  book  drop  us  a  line  and  we'll  be  glad  to  send  you  a  copy. 
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The  Business  of  Broadcasting 

Current  News  About  Accounts,  Pending  Schedules,  Transcriptions, 
Representatives  and  Apparatus;  Notes  from  the  Stations 


STATION  ACCOUNTS 


NEW  and  renewal  accounts  on 
WFAA-WBAP,  Dallas-Fort  Worth: 
B.  F.  Goodrich  Rubber  Co.,  Akron 
(tires)  5-minute  transcriptions,  Ruth- 
rauff  &  Ryan,  Inc.,  New  York;  Cane 
Patch  Syrup  Co.,  Cairo,  Ga.,  an- 
nouncements daily  except  Sunday, 
Crook  Advertising  Agency,  Dallas; 
Standish  Shoe  Co.,  Fort  Worth  (Walk- 
Over  shoes)  announcements  three 
times  weekly,  direct;  Ralston  Purina 
Co.,  St.  Louis  (Startena  and  Growena) 
announcements  daily  except  Sunday 
and  15-minute  studio  program  Thurs- 
day, direct;  Vick  Chemical  Co.,  Greens- 
boro, N.  C.  (antiseptic)  announce- 
ments daily  except  Sunday,  Thomp- 
son-Koch Co.,  Cincinnati;  Bourjois 
Sales  Corp.,  New  York  (toiletries) 
weekly  quarter  hour  transcriptions, 
Redfield  Coupe,  Inc.,  New  York; 
Peruna  Co.,  Chicago  (Peruna  tonic) 
announcements  daily  except  Sunday, 
and  quarter  hour  studio  program 
daily,  Heath-Seehof,  Inc.,  Chicago; 
Kolynos  Co.,  New  Haven,  Conn, 
(toothpaste)  announcements  three 
times  weekly;  Great  A.  &  P.  Tea  Co., 
New  York  (coffee)  quarter  hour  tran- 
scription twice  weekly,  Paris  &  Peart, 
Inc.,  New  York;  Babcock  Bros.  Auto 
Supply  Co.,  Denison,  Tex.,  announce- 
ments three  times  weekly;  Knox  Steet 
Appliance  Co.,  Dallas  (Frigidaire) 
daily  announcements,  direct;  Lone 
Star  Gas  Co.,  Dallas,  half  hour  pro- 
gram by  remote  control,  direct;  Con- 
tinental Baking  Co.,  New  York  (Tasty 
Twist  bread)  daily  except  Sunday  an- 
nouncements with  local  tieup,  direct. 

KYW,  Chicago,  reports  the  following 
accounts:  American  Research  Labo- 
ratories, Inc.,  Chicago  (Arli  antisep- 
tic) quarter-hour  transcriptions  pro- 
grams three  times  weekly,  156  times, 
handled  direct;  Hemaphil  Co.,  Detroit 
(tonic)  three  mornings,  weekly,  52 
weeks,  by  Walsh  Advertising  Co., 
Windsor,  Ont.;  Inter-State  Nurseries, 
Hambourg,  la.  (vegetable  and  flower 
seeds)  two  quarter-hour  programs 
daily  for  indefinite  period,  handled 
direct.  C.  A.  Mosso  Co.,  Chicago 
(Mosso  Oil  of  Salt  ointment)  quarter- 
hour  narrative  program  two  nights 
weekly,  52  times.  Gale  &  Pietsch,  Chi- 
cago. Midwest  Drug  Co.,  Chicago 
(Musceltone)  five  announcements 
weekly  for  indefinite  period,  direct; 
S.  O.  S.  Co.,  Chicago  (wire  cleaner) 
announcements  six  nights  weekly  for 
indefinite  period  from  April  10,  Henri, 
Hurst  &  McDonald,  Chicago. 

WTM.J,  Milwaukee,  reports  the  fol- 
lowing new  accounts:  Shell  Petroleum 
Corp.,  St.  Louis  (gasoline  and  oil) 
daily  announcements;  Lambert  Phar- 
macal  Co.,  St.  Louis  (Listerine)  5- 
minute  transcription  five  days  weekly; 
Fred  Fear  &  Co.,  Brooklyn  (Chick- 
Chick  Easter  egg  dye)  three  15-minute 
transcriptions;  B.  F.  Goodrich  Rubber 
Co.,  Akron  (tires)  5-minute  transcrip- 
tion four  times  weekly. 

THE  KNOX  Co.,  Kansas  City,  Mo. 
(Skin-Ade)  has  taken  a  15-minute 
spot  on  WHB,  Kansas  City,  thrice 
weekly.  Merchandising  tie-in  offers 
trip  to  Century  of  Progress  Exhibi- 
tion in  Chicago  to  winner  of  contest. 
Dillon  and  Kirk  handles  account. 

WWL,  New  Orleans,  has  signed  the 
Cotton  Cake  Co.  for  a  quarter  hour 
on  Fridays  and  the  A.  F.  Foot  Rem- 
edy for  three  15-minute  periods  each 
week. 

EDROS  Natural  Products,  Inc.,  New 
York  (Edrolax)  on  April  16  started 
health  talks  thrice  weekly  on  WOR, 
Newark. 


WBBM,  Chicago,  reports  the  follow- 
ing accounts:  Household  Finance 
Corp.,  Chicago  (personal  loans) 
"Household  Highlights"  transcriptions 
twice  weekly,  26  times,  handled  by 
Charles  Daniel  Frey,  Chicago;  United 
Remedies,  Chicago  (Canthrox  Sham- 
poo) six  morning  programs  a  week 
for  13  weeks,  by  Heath-Seehof,  Chi- 
cago; J.  Oliver  Johnson,  Chicago 
(grass  seed)  transcriptions  three 
times  weekly,  McJunkin  Advertising 
Co.,  Chicago;  United  Remedies,  Chi- 
cago (Hollywood  Pomegranate  Juice) 
quarter-hour  programs  Wednesday  to 
Saturday  and  half-hour  Tuesdays, 
Heath-Seehof;  Sterling  Products  Co., 
Wheeling,  W.  Va.  (drugs)  "Penrod 
and  Sam"  transcriptions,  five  weekly 
quarter-hour  programs,  13  weeks, 
Blackett-Sample-Hummert,  Chicago. 
WMAQ,  Chicago,  reports  following 
accounts:  American  Conservation  Co., 
Chicago  (insurance)  with  quarter- 
hour  once  weekly,  13  weeks,  Needham, 
Louis  &  Brorby,  Chicago;  Pontiac 
division  of  Buick-Oldsmobile-Pontiac 
Sales  Co.,  Detroit,  sponsoring  Sisters 
of  the  Skillet  in  quarter-hour  night 
programs  daily,  26  times,  Campbell- 
Ewald,  Detroit;  S.  O.  S.  Company, 
Chicago  (wire  cleaner)  daily  an- 
nouncements from  March  30  to  April 
10,  handled  by  SHB  and  Henri,  Hurst 
&  McDonald,  Chicago. 
HORN  and  Hardart  Co.,  New  York 
(automat  restaurants)  on  April  16 
renews  "Children's  Hour"  on  WABC, 
New  York,  Sundays,  11:15-12  noon. 
The  Clements  Co.,  Philadelphia,  han- 
dles account. 

AMONG  the  new  national  accounts  on 
WMAZ,  Macon,  Ga.,  are:  The  Lee 
Tire  and  Rubber  Co.,  New  York,  13 
announcements,  and  the  Lambert 
Pharmacal  Co.,  St.  Louis  (Listerine) 
13  programs  starting  April  3. 


WEEI,  Boston,  reports  the  following 
accounts:  Conover  Co.,  Chicago  (dish- 
washer) spot  announcements  daily  for 
60  days;  P.  Duff  &  Sons,  Pittsburgh 
(gingerbread  mix)  spot  announce- 
ments three  times  weekly,  four  weeks; 
Dr.  W.  J.  Ross  Co.,  Los  Angeles  (dog 
food)  spskt  announcements  three  times 
weekly;  Dr.  Lyons  Tooth  Powder, 
New  York,  half  hour  transcription 
weekly,  13  weeks. 

WBAL,  Baltimore,  reports  the  follow- 
ing accounts:  Vick  Chemical  Co., 
Greensboro,  N.  C.  (Vapo  rub)  renewal 
of  daily  announcements  during  March 
and  April;  Ward  Baking  Co.,  "Mitzi 
Green"  transcriptions,  Tuesdays  and 
Thursdays,  through  WBS;  C.  M.  Athey 
Paint  Co.,  third  yearly  renewal, 
Thursdays,  7:15-45  p.m.;  Maryland 
Dairy  Council,  renewal  of  evening 
time  service. 

KSD,  St.  Louis,  reports  the  following 
accounts:  Minit-Rub  transcriptions; 
Missouri  Pacific  Railway,  baseball 
news  for  five  months;  Goodrich  Rub- 
ber Co.,  Akron,  O.,  transcriptions, 
through  Ruthrauff  &  Ryan,  New  York. 
GREAT  ATLANTIC  &  Pacific  Tea  Co., 
New  York,  sponsored  Hernandez  or- 
chestra and  dramatic  cast  on  WEAF, 
New  York,  March  31,  April  5  and  6, 
in  half  hour  evening  programs, 
through  Paris  &  Peart,  New  York. 

SIMPS01S{  PRODUCTS  Co.,  unit  of 
Loudon  Packing  Co.,  Terre  Haute, 
Ind.,  is  using  WMAQ,  Chicago,  along 
with  several  newspapers  to  introduce 
its  new  dog  food,  "Doggie  Dinner." 
Account  handled  by  Matteson-Fogarty- 
Jordon  Co.,  Chicago. 
SHELL  PETROLEUM  Co.,  St.  Louis 
(gas  and  oils)  >  is  sponsoring  daily 
time  signals  on  WENR,  Chicago, 
April  3-22;  handled  by  J;  Walter 
Thompson  Co.,  St.  Louis. 


WLS,  Chicago,  reports  the  following 
accounts:  Kester  Solder  Co.,  Chicago 
(solder)  15  minutes  of  the  Saturday 
Night  Barn  dance  for  indefinite  pe- 
riod, through  Aubrey  &  Moore,  Chi- 
cago; S.  0.  S.  Co.,  Chicago  (wire 
cleaner)  half-hour  afternoon  musical 
program,  13  weeks,  Henri,  Hurst  & 
McDonald;  Slingerland  Banjo  and 
Drum  Co.,  Chicago  (piano  lessons) 
sponsoring  half-hour  of  Saturday 
Night  Barn  Dance  and  quarter-hour 
daytime  programs  five  days  a  week 
for  13  weeks,  direct. 

WGN,  Chicago,  reports  signing  Va- 
dasco  Co.,  New  York  (Melba  face 
powder)  with  Francis  X.  Bushman, 
former  movie  star,  giving  "Inside 
Stories  About  Movie  Stars",  six  morn- 
ings a  week  for  13  weeks,  handled 
by  Rogers  &  Smith,  Chicago.  Rival 
Dog  Food  Co.,  Chicago  (dog  food) 
renewed  quarter  hour  program  twice 
weekly  for  13  weeks;  handled  by 
Charles  Silver  &  Co.,  Chicago. 

WCKY,  Covington,  Ky.,  reports  the 
following  accounts:  Knox  Co.,  Kansas 
City,  Mo.  (Cystex  compound)  6  spot 
announcements  and  three  15-minute 
programs  weekly;  Reducoids,  daily  an- 
nouncements; New  England  Nurseries, 
daily  announcements;  Coca  Cola  Bot- 
tling Corp.,  Cincinnati,  civic  club 
quarter  hour  three  mornings  weekly; 
Sun-Ray  Purex  Cream  (household 
cleanser)  two  15-minute  programs 
weekly. 

WOKO,  Albany,  N.  Y.,  reports  the 
following  accounts:  Edna  Wallace 
Hopper,  Inc.,  Chicago  (cosmetics) 
5-minute  transcriptions,  26  times, 
through  WBS;  and  Carlton  &  Hovey, 
Lowell,  Mass.  (Father  John's  cough 
remedy)  renewal  for  26  quarter  hour 
transcriptions  beginning  Oct.  15, 
Broadcast  Advertising,  Boston. 

KESTER  SOLDER  Co.,  Chicago,  used 
two  spot  announcements  on  WFAA, 
Dallas,  during  the  week  of  April  3; 
handled  by  Aubrey  &  Moore,  Chicago. 


NETWORK  ACCOUNTS 


CORN  PRODUCTS  Refining  Co.,  New 
York  (Argo  and  Linit)  on  April  10 
started  Pedro  De  Cordoba,  dramatic 
star,  and  Will  Osborne  and  orchestra 
on  22  CBS  stations,  Mondays,  Wed- 
nesdays, and  Fridays,  10:45-11  a.m., 
rebroadcast  11:45-12  noon.  E.  W. 
Hellwig  Co.,  New  York  handles  ac- 
count. 

PHILIP  MORRIS  Co.,  Ltd.,  New  York 
(Philip  Morris  cigarettes)  on  April  17 
starts  Ranny  Weeks,  singer,  and  band 
on  basic  NBC-WEAF  network,  except 
WFBR,  woe,  WHO,  and  WOW,  Mon- 
days, Wednesdays  and  Saturdays,  13 
weeks.  The  Blow  Co.  New  York,  han- 
dles account. 

REMINGTON-RAND,  Inc.,  Buffalo 
(office  equipment)  on  March  14  re- 
newed "Cowboy  Tom  and  Indian 
Chief"  on  CBS,  with  station  list  re- 
duced from  21  to  12,  Tuesdays,  Thurs- 
days and  Saturdays,  5:45-6  p.m. 
Batten,  Barton,  Durstine  &  Osborn, 
New  York,  handles  account. 

GENERAL  TIRE  &  RUBBER  Co., 
Akron,  on  April  18  starts  "Lives  at 
Stake",  dramatization  of  feats  of  na- 
tional heroes  by  Robert  J.  Casey, 
noted  Chicago  Daily  News  writer, 
Tuesdays,  10-10:30  p.m.,  on  a  nation- 
wide NBC-WEAF  network.  Premier 
program  will  feature  exploits  of  Sergt. 
Alvin  York,  world  war  hero. 

GULF  REFINING  Co.,  Pittsburgh 
(oils  and  gases)  on  date  to  be  deter- 
mined, probably  in  latter  April,  will 
start  Irvin  S.  Cobb  and  orchestra  to 
be  selected  over  41  eastern,  midwest- 
ern  and  southern  CBS  stations,  Wed- 
nesdays and  Fridays,  9-9:15  p.m.  Cecil, 
Warwick  &  Cecil,  New  York,  handles 
account. 

GULF  REFINING  Co.,  Pittsburgh,  on 
April  30  starts  Will  Rogers  and  or- 
chestra on  an  eastern  and  southern 
NBC-WEAF  network,  Sundays,  9-9:30 
p.m.,  EDST.  Account  handled  by  Cecil, 
Warwick  &  Cecil,  New  York. 


BLIMP  ANTENNA — Here  is  Westinghouse's  new  radio  blimp  just  before 
it  was  sent  aloft  over  the  KDKA  transmitter  at  Saxonburg,  Pa.,  carry- 
ing the  new  experimental  500  foot  half  wave  antenna  with  which  a 
series  of  experiments  have  started  which  may  greatly  increase  broad- 
cast transmitting  efficiency.  Ralph  N.  Harmon,  chief  engineer  of  the 
Westinghouse  broadcasting  division  is  in  immediate  charge  of  the  ex- 
periments, which  are  being  carried  forward  under  direction  of  Walter 
C.  Evans,  manager  of  the  Westinghouse  radio  department.  On  paper, 
he  has  figured  that  the  blimp  antenna  at  a  distance  of  40  miles,  can 
increase  signal  strength  several  hundred  times  that  now  possible  with 
the  conventional  antennas. 
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MAKE  THE  ENTIRE 
ATLANTIC  SEABOARD 
BUY  YOUR  GOODS! 

WPG  rales  are  based  on  local  coverage 
but  this  is  what  you  really  GET  

Over-water  transmission! 

With  only  the  ocean  between  Atlantic  City  and  the  thickest  pop- 
ulation centers  of  New  England,  there  is  nothing  to  stop  the  sweep 
of  WPG's  5,000  watt  signal  (on  a  national  cleared  channel). 

Agency  time-buyers  who  have  investigated  the  records  have  found 
that  WPG  is  listened  to  regularly  in — 


20  cities  in  Connecticut 
34  cities  in  Massachusetts 
13  cities  in  New  Hampshire 


23  cities  in  Maine 
6  cities  in  Rhode  Island 
22  cities  in  Florida 


All  this  in  addition  to  WPG's  Primary  Listening  Area  which  con- 
tains a  population  of  257,273,  and  175,432  radio  listeners. 

To  which  you  can  add  the  official  figure  of  12,000,000  visitors  to 
Atlantic  City  in  1932. 

ALL  for  the  local  rate! 

The  smartest  buy  in  radio  is  worth  investigating. 


WPG 


Broadcasting  Corporation 


April 


15,  1933  •  BROADCASTING 


Operated  by  the  COLUMBIA  BROADCASTING  SYSTEM 

Studios  Located  in  the  World's  Largest  Auditorium  Directly  on  the  Famous  Boardwalk 

ATLANTIC  CITY,  NEW  JERSEY 

RADIO  SALES,  INC..  485  Madison  Ave.,  New  York  •  410  N.  Michigan  Ave.,  Chicago 
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METROPOLITAN  LIFE  I  N  S  U  R- 
ANCE  Co.,  Ne-w  York,  on  April  24 
renews  its  "Tower  Health  Exercises" 
daily  except  Sundays,  6:45-7  a.m. 
over  a  special  NBC  network,  52  weeks. 
There  will  be  no  programs,  however 
on  Memorial  Day,  July  4,  Labor  Day, 
Thanksgiving  Day,  Christmas  Day, 
New  Years  Day,  and  Lincoln  and 
Washington  birthdays. 

SPRATT'S  PATENT,  Ltd.,  Newark, 
N.  J.  (dog  food)  has  extended  con- 
tract on  Pacific  coast  NBC  network 
three  weeks  ending  May  8,  and  on 
April  3  changed  time  of  "Don  Carney 
Dog  Chats"  to  Mondays,  8:30-8:45 
p.m.,  PST. 

R.  L.  WATKINS  Co.,  New  York  (Dr. 
Lyon's  toothpaste)  on  April  2  started 
"Manhattan  Merry-Go-Round"  over 
basic  NBC-WEAF  network  except 
WTAG,  WCSH,  KOA,  KDYL  and 
NBC-KGO  group,  Sundays,  9-9:30 
p.m.,  13  weeks.  Blackett-Sample-Hum- 
mert,  Inc.,  New  York,  handles  ac- 
acount. 

WESTINGHOUSE  E.  &  M.  Co.,  Pitts- 
burgh, on  April  10  changed  schedule 
of  its  "Townsend  Murder  Mystery" 
series  Mondays,  Wednesdays  and  Sat- 
urdays, to  7:15-7:30  p.m.  on  basic 
NBC-WJZ  network  east  of  Chicago 
except  WHAM  and  WGAR,  and  to 
11:15-11:30  p.m.,  same  days,  for  west- 
ern, northwestern  and  south  central 
units  of  NBC-WJZ  except  WSM, 
WAPI,  KVOO,  KTBS,  KOA,  KDYL, 
KGA  and  NBC-KGO. 

UNION  CENTRAL  LIFE  INSUR- 
ANCE Co.,  Cincinnati,  on  April  23 
renews  "Roses  and  Drums"  on  14 
basic  and  12  supplementary  CBS  sta- 
tions, Sundays,  5-5:30  p.m.  J.  Walter 
Thompson  Co.  handles  account. 
WRIGLEY'S  "Lone  Wolf  Tribe"  pro- 
gram leaves  the  CBS  network  April 
28  for  the  summer,  but  will  return 
next  fall. 


BEST  FOODS,  Inc.,  New  York,  on 
May  5  and  thereafter  will  carry  its 
"Hellmann's  Musical  Grocery  Store" 
programs  on  NBC-WJZ  networks 
Fridays,  9-9:30  p.m.  and  11:30-12  p.m. 
Swift  &  Company's  "Thurston  the 
Magician"  program  on  NBC-WJZ  has 
extended  its  series  to  May  19,  but 
hereafter  will  be  heard  Thursdays  and 
Fridays,  8:45-9  p.m.  and  11:15-11:30 
p.m.  The  Wander  Co.,  Chicago  (Oval- 
tine)  has  changed  its  NBC-KGO  net- 
work schedule  for  "Little  Orphan 
Annie,"  daily  except  Sundays  and 
Thursdays,  to  5:30-5:45  p.m.,  PST, 
and  on  May  1  and  thereafter  pro- 
gram will  be  changed  to  4:30-4:45 
p.m.  to  NBC-KGO  and  KGIR,  KGHL 
and  KTAR,  and  to  3:45-5  p.m.  for 
KOA  and  KDYL. 

REID  MURDOCH  &  Co.,  Chicago 
(food  distributors)  has  extended  con- 
tract from  13  to  39  weeks  on  NBC- 
WJZ  network,  Sundays,  2-2:15  p.m. 
Rogers  &  Smith,  Chicago,  hartdles 
account. 

WILLIAM  R.  WARNER  &  Co.,  New 
York  (medical  remedies)  has  extended 
contract  on  NBC-WJZ  network  two 
weeks  to  include  April  23.  Program 
features  Warden  Lewis  E.  Lawes  Sun- 
days, 9-9:30  p.m. 

JOCUR  (wave  set)  and  Kolynos 
(toothpaste)  accounts  on  CBS  have 
been  extended,  the  former  to  May  21 
and  the  latter  to  April  28. 

LAVORIS  CHEMICAL  Co.,  Minneapo- 
lis, on  April  18  will  change  the  time 
of  "Easy  Aces"  on  CBS  to  9-9:15  p.m. 

GENERAL  BAKING  Co.,  New  York, 
on  May  7  will  change  time  of  "Bond 
Bread  Program"  on  CBS  to  Sundays, 
5:30-6  p.m. 

SPRAGUE  WARNER  &  Co.,  Chicago 
(food  products)  on  April  8  changed 
time  of  Saturday  broadcast  on  CBS 
to  11:30-11:45  a.m. 


PROSPECTS 


ACCOUNTS  which  have  previously 
used  radio  and  which  are  making  up 
lists  in  May  or  June  are  reported  as 
follows:  Sun-Maid  Raisin  Growers 
Ass'n,  Fresno,  Cal.;  All- Year  Club  of 
Southern  California,  Ltd.,  Los  An- 
geles (community  advertising)  ;  Calu- 
met Steel  Co.,  Chicago  (fence  posts, 
brass)  ;  UCA  Mentho  Co.,  Chicago 
(Mentho  Salve);  Three  Minute  Ce- 
reals Co.,  Cedar  Rapids,  la.  (Oat 
Flakes)  ;  Gardner  Nursery  Co.,  Osage, 
la.;  New  Orleans  Association  of  Com- 
merce, New  Orleans  (community  ad- 
vertising) ;  Pen-Jel  Corp.,  Kansas  City 
(Pen-Jel  for  making  jams  and  jel- 
lies) ;  Ralston-Purina  Co.,  St.  Louis 
(cereals) ;  Arcturus  Radio  Tube  Co., 
Newark;  Coward  Shoe,  Inc.,  New 
York;  Bluebird  Diamond  Syndicate, 
Chicago  (diamond  rings)  ;  Coyne  Elec- 
trical School,  Chicago  (residential 
trade  school)  ;  Independent  Grocers 
Alliance  of  America,  Chicago;  F.  L. 
Klein  Noodle  Co.,  Chicago  (noodles, 
potato  chips,  etc.);  Kraft-Phenix 
Cheese  Corp.,  Chicago  (cheese,  mayon- 
naise, etc.)  ;  United  Remedies,  Inc., 
Chicago  (medicines) ;  Altorfer  Broth- 
ers Co.,  Peoria,  111.  (electric  washers 
and  ironers) ;  Ey-Teb,  Inc.,  New  York 
(eye  beauty  culture)  ;  Funk  &  Wag- 
nails  Co.,  New  York  (publishers)  ; 
New  Science  Institute,  Steubenville, 
0.  (rupture  appliances)  ;  Northwest 
Electric  Co.,  Pukwana,  S.  D.  (auto 
accessories) ;  Kimball  Brothers,  Enos- 
burg  Falls,  Vt.  (fly  oil  and  ointment) ; 
West  Bend  Aluminum  Co.,  West  Bend, 
Wis.   (aluminum  ware). 

0-REN-DA  MEDICINE  Co.,  Cincin- 
nati (Hollywood  reducing  tea)  is  test- 
ing radio  in  a  two-month  campaign 
on  WFLA-WSUN,  Clearwater,  Fla., 
which  reports  good  results  and  states 
prospects  are  promising  for  an  ex- 
tension to  other  stations.  Account 
was  placed  with  the  Florida  station 
by  Dr.  C.  B.  McAlister,  1821  S.  W. 
Tenth  St.,  Miami,  who  owns  the  pat- 
ent. 

EL  REY  RADIO  MFG.  Co.,  Los 
Angeles,  has  practically  curtailed  pro- 
duction on  console  and  midget  radio 
receivers  in  favor  of  automobile  ra- 
dio sets  which  it  will  advertise  over 
the  air  on  coast  stations.  Campaign 
will  call  attention  of  present  radio 
set  owners  to  the  value  of  motoring 
and  camping  with  the  radio  set  along. 

VAN  CAMP  SEA  FOOD,  Inc.,  Termi- 
nal Island,  Cal.,  has  appropriated 
$400,000  for  its  1933  advertising  cam- 
paign, to  be  handled  by  Emil  Bri- 
sacher  &  Staff,  San  Francisco.  Radio 
will  be  used  with  other  media. 

M.  L.  CLEIN  &  Co.,  Atlanta  (Mentho- 
Emulsion  cough  remedy)  is  using  ra- 
dio with  selected  stations,  placing  ac- 
counts direct. 


II 

WBAL 

BALTIMORE 


Maryland's 
Only  Clear 
annel  Station 


AGENCIES  AND 
REPRESENTATIVES 


A  MEETING  of  the  NAB  commercial 
section,  of  which  H.  K.  Carpenter, 
WPTF,  Raleigh,  is  chairman,  will  be 
held  at  Grand  Rapids,  Mich.,  June 
25-28,  in  connection  with  the  annual 
convention  of  the  Advertising  Feder- 
ation of  America.  The  program  will 
be  developed  by  the  section  at  a  meet- 
ing soon  to  be  called  by  Mr.  Carpen- 
ter. 

WALTER  BIDDICK  Co.,  Los  Angeles 
radio  representative,  has  assigned 
Tom  Soth  to  take  charge  of  a  newly 
opened  office  in  the  Monadnock  Bldg., 
San  Francisco. 

H.  J.  GREIG,  formerly  with  Scott 
Howe  Bowen,  Inc.  at  San  Francisco, 
has  opened  offices  as  radio  station  rep- 
resentative at  485  California  St.,  San 
Francisco. 

JERRY  MAYHALL,  for  the  last  20 
years  connected  with  Pittsburgh  the- 
ater orchestras  and  more  recently  ar- 
ranger for  Phil  Spitalney's  and  Horace 
Heidt's  orchestras,  has  been  appointed 
program  and  musical  director  of  the 
radio  division  of  Smith,  Schreiner  & 
Smith,  Inc.,  Pittsburgh  agency.  He 
has  been  conducting  the  Stanley  The- 
ater of  the  Air  over  KDKA. 

DUDLEY  H.  MUDGE,  formerly  ac- 
count representative  in  the  Chicago 
office  of  J.  Walter  Thompson,  has  been 
appointed  advertising  manager  of 
Libby,  McNeill  &  Libby,  succeeding 
the  late  Arthur  Kahne. 

TRACY-LOCKE-DAWSON,  Inc.,  Dal- 
las and  Houston  advertising  agency, 
is  planning  to  open  a  New  York 
office  shortly  with  the  following  staff: 
Shelley  E.  Tracy,  president;  Joe  M. 
Dawson,  vice  president;  A.  E.  Hawes, 
Howard  McGhee,  Harold  E.  Hendrick, 
James  E.  Clark  and  Marshall  Roland. 
Raymon  P.  Locke,  vice  president  and 
treasurer,  will  remain  in  charge  of 
the  Dallas  office,  with  C.  B.  Wakeley, 
secretary. 

ARTHUR  B.  CONDON  and  Haakon 
H.  Hammer  have  organized  the  Fed- 
eral Advertising  Associates  in  the 
Commercial  Exchange  Building,  Los 
Angeles,  to  handle  radio  and  other 
accounts. 

JOHNSON  &  JOHNSON,  New  Bruns- 
wick, N.  J.,  is  bringing  out  a  new 
headache  remedy,  Kalm.  Advertising 
will  be  handled  by  Ferry-Hanly  Ad- 
vertising Co.,  New  York.  R.  C.  Kol- 
lenborn  is  account  executive. 

THROUGH  a  regrettable  error,  the 
March  15  issue  of  Broadcasting  re- 
ported that  Stephan  Gaylord  had 
joined  the  radio  department  of  Lord 
&  Thomas,  Chicago.  This  was  not 
the  case,  and  Broadcasting  is  glad 
to  publish  this  correction. 

THE  FALSTAFF  Corp.,  St.  Louis 
(beer)  has  appointed  H.  W.  Kastor 
&  Sons  Advertising  Co.,  St.  Louis,  to 
handle  its  advertising.  \ 

THE  U.  S.  BREWING  Co.,  Chicago, 
producers  of  Rheingold,  Savoy  Special, 
Lowen  Brau  and  New  Life  Malt  Tonic, 
has  placed  its  account  with  Reincke- 
Ellis-Younggreen  &  Finn,  Chicago,  and 
is  reported  to  be  planning  an  exten- 
sive advertising  campaign. 

CALIFORNIA  BREWING  ASSOCIA- 
TION, San  Francisco  (Acme  Beer) 
has  placed  its  account  with  Emil 
Brisacher  &  Staff,  San  Francisco. 

LION  (Lion-Pilsener)  BREWERY, 
New  York,  places  its  advertising 
through  Lennen  &  Mitchell,  Inc.,  New 
York. 

SCHOENHOFEN  Co.,  Chicago,  111. 
(Edelweiss  beer)  has  placed  its  adver- 
tising with  Thomas  M.  Bowers  Ad- 
vertising Agency,  Chicago. 

UNION  CITY  BREWING  Co.,  Union 
City,  N.  J.,  places  its  advertising 
through  the  Twin  State  Advertising 
Agency,  New  York. 


o  ne  advertiser  used 
40  stations  —  and 
WSM  produced  as 
much  direct  business 
as  all  the  other  39 
put  together. 


Exclusive  National  Representatives 
EDWARD   PETRY  AND  COMPANY 
New  York     Chicago     San  Francisco 


Cleared  Channel 


Unlimited  ||  Time 


NBC 

Affiliate 


WSM 


50,000  WATTS 


Owned  and  Operated  by 
The  National  Life  &  Accident  Insurance  Company,  Inc. 
nashville,  tennessee 
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[iimous  orchestra  BROADCASTS 
with  Moving  Coil  Microphone 


Arthur  Judson — Manager  of  The  Philharmonic -Symphony 
Society  of  New  York — says,  "In  broadcasting  our  regular 
concerts,  your  Western  Electric  Moving  Coil  Microphone 
is  an  essential  part  of  the  equipment.  Its  use  assures  us 
of  the  highest  quality  and  fidelity  of  tone  reproduction." 


New  York's  famous  Philharmonic-Symphony  Orchestra — like  others — chose  the 
Western  Electric  Moving  Coil  Microphone  because  it  provides  clear,  undistorted 


pickoup.  It  assures  uniform  response  throughout  the  range  of  audible  frequencies,  so  necessary  in  putting 
programs  on  the  air  properly.  Changes  in  temperature,  humidity  or  barometric  pressure  have  no  effect  on  this 
equipment.  ^  The  Moving  Coil  Microphone  has  made  possible  the  improved  single  microphone  technique. 
It  is  adaptable  in  operation  so  that  it  can  be  used  to  cover  a  single  artist  or  the  largest  orchestra.  Three 
mountings  are  available — desk,  floor  and  suspension.  5  Bell  Telephone  Laboratories  developed  the  Moving  Coil 
Microphone — Western  Electric  makes  it  to  Bell  System  standards.  You  can  depend  upon  it  for  utmost  quality. 


GRAYBAR  ELECTRIC  CO.  B4-33 
Graybar  Building,  New  York,  N.  Y. 

Gentlemen :  Please  send  me  full  information  on  the  Western  Electric 
Moving  Coil  Microphone. 


ADDRESS    

CITY  STATE  _ 


1^  CITY  


Western  Electric 

RADIO  TELEPHONE  BROADCASTING  EQUIPMENT 
Distributed  by  GRAYBAR  Electric  Company 
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Covering 

Michigan 

Like  the 
Proverbial 
Blanket 

Ask  Jackson 
listeners  to  name 

their  Favorite  station. 

Ask  the  same  question 

in  Battle  Creek — and  in 
Kalamazoo  —  and  Grand 
Rapids  —  and  Flint,  and 
in  Bay  City,  too,  just  for 
good  measure. 

But  you  needn't  ques- 
tion anybody  in  Detroit. 

The  fact  that 

CKOK 

serves  more  local  advertisers 
than  any  other  station  in  its 
area  is  mighty  significant  of 
Detroit's  radio  preference. 


5,000  Watts  540 Kc.  555.6 Meters 


INTERNATIONAL 
CLEARED  CHANNEL 

Columbia  Basic  Network 

Union  Guardian  Building, 
Detroit,  Michigan 

Guaranty  Trust  Building, 
Windsor,  Ontario 


U.S.  Supreme  Court 
Hears  Arguments 
In  the  WIBO  Case 

Quota  Issue,  Property  Rights 
Avoided  in  High  Tribunal 

STRANGELY  devoid  of  referen- 
ces to  the  validity  of  the  Davis 
amendment  and  radio  quota  regu- 
lations and  to  the  property  rights 
of  stations  in  their  facilities,  argu- 
ments were  presented  to  the  Su- 
preme Court  April  11  on  the  moot 
WIBO  case.  Counsel  for  the  gov- 
ernment as  well  as  for  WIBO  and 
WPCC,  Chicago,  hemmed  in  their 
presentations  in  such  a  way  as  to 
ignore  very  largely  the  fundamen- 
tal issues  that  had  been  raised  in 
the  lower  court. 

Rep.  James  M.  Beck,  (R.)  of 
Pennsylvania,  former  Solicitor 
General  of  the  United  States,  ap- 
peared as  counsel  for  the  two  Chi- 
cago stations,  which  seek  to  have 
sustained  the  opinion  of  the  Court 
of  Appeals  of  the  District  of  Co- 
lumbia reversing  the  Radio  Com- 
mission's order  deleting  them  on 
purely  quota  grounds.  Solicitor 
General  Thacher  argued  for  the 
government  (Radio  Commission), 
seeking  reversal  of  the  lower  court 
so  that  WIBO  and  WPCC  might 
be  deleted  and  their  facilities 
turned  over  to  WJKS,  Gary,  Ind., 
because  it  is  located  in  an  under- 
quota  state  whereas  Illinois  is 
vastly  overquota.  Mrs.  Mabel  Wal- 
ker Willebrandt,  counsel  for 
WJKS,  appeared  as  intervenor. 

Claim  was  made  by  Mr.  Beck 
that  the  Supreme  Court  has  no 


"Inquiring  Mike" 

AS  A  SCHEME  to  promote 
patronage  of  a  cafeteria, 
KOIL,  Omaha-Council  Bluffs, 
la.,  has  started  broadcasting 
brief  random  interviews  with 
patrons  from  the  Rome  Hotel 
(Omaha)  cafeteria.  Such 
questions  as:  "If  you  had  12 
hours  to  live,  what  would  you 
do?"  and  "What  do  you  fear 
most?"  are  asked  daily  at  1 
p.m.  The  questions  are  print- 
ed on  menu  cards  so  as  to 
forewarn  patrons.  Feature  is 
sponsored  at  regular  card 
rates  by  the  restaurant. 


jurisdiction  in  the  case  and  that 
the  issue  was  settled  in  the  WGY 
case  four  years  ago,  when  the 
court  held  it  could  not  review  the 
decision  of  the  Court  of  Appeals 
as  an  administrative  tribunal  or  a 
"super"  radio  commission.  At  that 
time,  he  argued,  the  court  ruled 
that  Congress  had  no  power  to  con- 
fer judicial  power  on  an  adminis- 
trative court,  and  that  although 
Congress  has  amended  the  Radio 
Act  since  then  it  actually  did  not 
have  authority  to  take  such  a  step. 

Agent  of  Congress 

THE  COURT  of  Appeals,  in  fact, 
still  exists  as  an  administrative 
tribunal,  despite  the  act  of  Con- 
gress, Mr.  Beck  asserted.  In  the 
first  instance,  he  contended.  Con- 
gress designated  the  Commission 
as  its  agent  for  the  granting  of 
radio  licenses,  which  he  described 
as  nothing  more  than  the  distri- 


bution of  "administrative  favors." 
In  the  WIBO  case,  he  declared,  the 
issue  is  not  that  of  the  right  of  a 
licensee  against  the  government 
but  is  a  controversy  between  two 
duly  licensed  stations.  While  the 
Davis  amendment  provided  for 
equitable  distribution  of  these 
privileges  among  the  states,  he 
argued  that  a  private  individual 
could  not  complain  that  a  certain 
amount  of  the  facilities  had  not 
been  given  his  state. 

Regarded  as  of  particular  sig- 
nificance was  the  contention  of 
Mr.  Beck  that  the  Commission 
cannot  delete  a  station  except  for 
cause  under  the  revocation  clause 
of  the  Radio  Act.  In  the  WIBO- 
WPCC  case,  he  said,  the  public 
interest  of  these  stations  has  not 
been  challenged  and  that  they  have 
a  "presumptive  right"  to  continue 
operating  so  long  as  they  serve 
public  interest. 

Finally,  Mr.  Beck  contended  that 
a  proper  hearing  was  not  afforded 
the  two  Chicago  stations.  He  re- 
called that  a  hearing  was  held  be- 
fore an  examiner,  who  recom- 
mended against  granting  the 
WJKS  application.  Then  the  Com- 
mission, after  receiving  exceptions 
filed  by  counsel  for  WJKS,  over- 
ruled the  examiner,  without  fur- 
ther hearing.  It  was  from  this  de- 
cision that  WIBO  and  WPCC  ap- 
pealed to  the  Court  of  Appeals, 
which  a  few  weeks  ago  reversed 
the  Commission  by  a  3  to  2  vote. 
Mr.  Beck  held  that  a  hearing  be- 
fore an  examiner  was  not  a  hear- 
ing within  the  meaning  of  the  law 
and  that  the  Commission  itself 
must  hold  such  a  session  before 
"due  process"  is  afforded. 

Thacher  Defends  Move 

SOLICITOR  GENERAL  Thacher 
argued  that  the  applicants  had  a 
proper  hearing  before  the  Com- 
mission, following  which  the  Com- 
mission decided  it  would  be  in  the 
public  interest  to  grant  the  facili- 
ties of  the  Chicago  stations  to  the 
Gary  applicant.  He  held  that  on 
its  1360  kc.  assignment  WJKS 
could  not  provide  the  character  of 
service  required  to  cover  its  ser- 
vice area,  whereas  Chicago  was 
served  by  a  large  number  of  sta- 
tions and  could  without  hardship 
relinquish  the  560  kc.  assignment 
of  WIBO  and  WPCC. 

The  Davis  amendment.  Judge 
Thacher  stated,  requires  an  equal 
allocation  of  facilities  among  the 
states  within  any  zone.  By  grant- 
ing the  Gary  application,  he  as- 
serted, the  Commission  was  car- 
rying out  the  mandate  of  the  law. 
Pointing  to  the  overquota  status 
of  Illinois,  he  declared  it  was  in 
compliance  with  the  law  to  grant 
facilities  of  that  state  to  an  un- 
derquota  state.  In  the  case  of 
WPCC,  licensed  to  the  North 
Shore  Church,  he  contended  the 
station  has  been  used  to  broadcast 
the  views  of  the  church  and  that 
station  profits  had  gone  into  a  gen-' 
eral  fund  of  the  church  and  not 
into  a  trust  fund. 

Mrs.  Willebrandt  reviewed  the 
legislative  history  of  the  Radio 
Act  and  the  procedure  underlying 
the  promulgation  of  the  Commis- 
sion's allocation  orders.  Under 
these  orders,  she  argued,  the  Com- 
mission was  left  with  no  alterna- 
tive except  that  of  granting  fa- 
cilities in  an  overquota  state  to 
responsible  applicants  in  under- 
quota  states. 
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Radio  News  Group  Discussed 


{Continued 
'  lines  of  a  cooperative  press  asso- 
ciation,  with  members  of  station 
staffs  acting  as  local  reporters  for 
the  system  as  a  whole  when  big 
news  breaks  locally.  This  is  the 
way  the  A.  P.  operates.  In  addi- 
tion, such  a  press  association  would 
have  its  own  staffs  in  key  news 
centers. 

That  the  formation  of  such  a 
radio  news-gathering  agency  would 
furnish  keen  competition  to  the  ex- 
isting press  associations,  which 
have  many  times  been  eagerly  be- 
sought for  straight  purchase  of 
their  news  reports  by  radio  sta- 
tions, goes  without  saying.  If  ra- 
dio enters  seriously  into  the  news- 
gathering  field,  its  transmission 
speed  of  186,000  miles  per  second 
— the  speed  of  light — <:ould  not 
possibly  be  equalled  by  any  wire 
service.  In  other  words,  radio 
would  bring  news  from  the  micro- 
phone to  the  listeners'  ears  far 
faster  than  any  press  service 
could  carry  it  from  the  printing 
press  to  the  readers'  eyes. 

Moreover,  instead  of  having  a 
happenstance  service  to  reach  the 
listener  when  he  happened  to  be 
tuned  in,  radio  could  report  the 
news  at  scheduled  intervals 
throughout  the  day.  Even  with 
such  an  arrangement,  there  is  scant 
doubt  that  radio  would  report  the 
news  faster,  as  witness  the  radio 
networks'  handling  of  such  events 
as  the  political  conventions,  the 
elections,  the  inauguration,  the 
President's  announcements,  the 
beer  bill,  the  California  earth- 
quake, etc. 

This  is  the  alternative  the  press 
services  face  if  they  persist  in  a 
complete  divorcement  from  radio. 
On  the  part  of  the  networks,  it  is 
known  that  they  are  none  too 
eager  to  enter  the  news-gathering 
field  but  would  prefer  news-flash 
arrangements  with  the  press  asso- 
ciations, for  which  they  would  very 
likely  be  willing  to  pay.  They  have 
always  urged  cooperation  between 
radio  and  the  press,  almost  invari- 
ably during  the  reporting  of  big 
spot  events  urging  listeners  to 
turn  to  their  local  newspapers  for 
further  complete  and  recorded  de- 
tails. 

Correspondents  Available 

ON  THE  PART  of  radio  stations, 
there  is  no  doubt  that  many  of 
them  would  welcome  the  advent  of 
a  radio  news  association  and  would 
willingly  pay  generously  for  the 
service.  Most  stations  with  news 
affiliations  are  now  prohibited  from 
selling  the  sponsorship  of  the  news 
flashes  and  comments.  A  radio 
news  association  would  undoubt- 
edly not  impose  such  a  ban,  and 
news  flashes,  being  of  such  great 
public  interest,  could  easily  be 
sold  to  advertisers. 

There  is  no  question  that  the  or- 
ganization of  such  a  news  service 
would  be  a  highly  expensive  un- 
dertaking and  that  at  the  outset 
at  least  it  could  not  essay  to  estab- 
lish bureaus  or  correspondents  in 
every  part  of  the  world.  But  it 
could  readily  establish  news  gath- 
erers at  key  points.  A  plentiful 
supply  of  experienced  news  gath- 
erers is  assured  because  so  many 
newspaper  men  are  now  unem- 
ployed due  to  the  general  situa- 
tion, which  has  forced  newspapers 
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along  with  other  businesses  to  cur- 
tail their  staffs.  Radio  is  already 
very  largely  manned  by  ex-news- 
paper men.  The  problem  of  per- 
sonnel would  be  the  simplest  among 
the  manifold  other  problems  fac- 
ing the  organization  of  ,a  radio 
news  association. 


Call  -  Bulletin  Transfers 
Only  Local  Radio  News 
From  KFRC  to  KPO 

AS  A  RESULT  of  a  series  of  ne- 
gotiations between  NBC  and  the 
Hearst  afternoon  San  Francisco 
Call-Bulletin,  the  newspaper  has 
transferred  its  news  and  feature 
broadcasts  from  KFRC  to  KPO 
after  eight  years  with  the  former 
station.  By  the  new  deal  NBC 
acquires  the  only  news  service  in 
San  Francisco  as  Associated  and 
United  Press  and  International 
News  Service  have  discontinued 
supplying  current  events  to  the 
broadcasters. 

Under  the  tieup  worked  out  by 
Lloyd  E.  Yoder,  head  of  the  NBC 
press  department,  and  Robert  Hol- 
liday,  publisher  of  the  Call-Bul- 
letin, the  newspaper  supplies 
KPO  with  three  news  broadcasts 
daily  by  "Duke"  Meyer,  who  has 
heretofore  been  "The  Globe  Trot- 
ter"; one  sport  period  a  week  by 
Pat  Frayne  and  staff;  two  home 
economic  periods  by  Ann  Welcome 
and  one  period  of  style  comment 
bv  Dorothy  MacDonald.  In  addi- 
tion the  Call-Bulletin  is  spend- 
ing considerable  money  in  install- 
ing remote  control  studio  in  its 
publishing  building,  which  will  be 
completed  by  May  1,  and  is  en- 
larging its  radio  department  to 
such  an  extent  that  Meyer  will 
handle  radio  only. 

An  unusual  angle  of  the  deal  is 
that  KPO  is  still  owned  by  Hale 
Bros.,  department  store,  and  the 
San  Francisco  Chronicle,  which 
is  the  town's  only  independent 
daily.  However,  NBC  has  leased 
the  station  but  continues  to  iden- 
tify it  as  owned  by  the  store  and 
the  paper,  and  will  continue  to  do 
so  for  several  years. 

Still  another  unusual  angle  is 
that  KFRC  has  tied  up  with 
Hearst's  other  local  paper,  the 
Examiner,  which  has  dropped  an 
NBC  station,  KYA.  The  Exami- 
ner, however,  is  not  supplying 
news  or  news  broadcasts  to 
KFRC,  but  merely  features  that 
station  in  its  daily  column. 
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PROVING 

CONFIDENCE 


WLS  has  an  interesting  story  to  tell.  It  is  about  the 
friendly  confidence  of  the  big  WLS  audience  that  hears, 
listens  and  responds  to  the  advertising  message  from 
advertisers  who  repeatedly  use  this  station. 

Our  listeners  are  daily  proving  their  confidence  in 
us.  In  1932  they  wrote  us  more  than  a  million  letters. 
In  the  first  three  months  of  1933  they  have  made  us  a 
new  record  —  their  letters  have  averaged  more  than 
30,000  a  week — not  including  the  thousands  written 
direct  to  advertisers. 

Advertisers,  too,  are  daily  proving  their  confidence 
in  WLS.  During  the  first  three  months  of  1933  63% 
of  all  our  advertisers  were  broadcasting  on  renewal  con- 
tracts and  35%  had  used  the  station  for  three  years  or 
more.  Their  selection  of  WLS  has  been  justified. 
Through  this  medium  they  are  reaching  the  folks  who 
live  on  the  farm  and  the  many  additional  thousands  in 
midwest  towns  and  cities — people  who  not  only  listen  to 
WLS  consistently,  but  who  also  place  the  utmost  con- 
fidence in  the  station  and  in  the  advertisers  who  use  it. 


We  should  like  to  tell  you  more  about  the  results 
that  advertisers  have  experienced  in  using  this  station. 
We  have  helped  them  solve  their  advertising  problems 
and  we  woiild  like  to  have  the  opportunity  of  talking 
over  your  problem  with  you. 


WLS 


Won't  you  let  us  tell  you 
how  you  too  may  reach 
the  remarkably  responsive 
WLS  audience?  A  letter  or 
telephone  call  will  bring 
you  full  particulars. 


50,000  Watts    ..    870  Kilocycles 


The  Prairie  Farmer  Station 


BURRIDGE  D.  BUTLER 
President 


GLENN  SNYDER 
Manaser 


1230  West  Washington  Boulevard 
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Program  Exchange 
Urged  by  Dr.  Koon 


STATION  MAN- 
AGERS and  pro- 
g  r  a  m  builders 
are  particularly 
eager  to  ex- 
change program 
ideas  for  the  mu- 
tual improve- 
ment of  service, 
Dr.  C  1  i  n  e  M  . 
Koon,  senior 
specialist  in  edu- 


Dr.  Koon 


cation  by  radio  of  the  U.  S.  Office 
of  Education,  declared  April  6 
upon  his  return  from  an  inspec- 
tion trip  through  the  south. 

After  conferring  with  managers 
of  22  stations  in  six  states,  Dr. 
Koon  said  that  without  exception 
they  want  to  improve  their  public 
service  and  community  programs 
by  cooperating  with  other  sta- 
tions. A  wide  divergence  of  views 
on  program  ideas  exists  among 
station  heads,  he  declared,  and 
there  "appears  to  be  room  for  bet- 
ter cooperation  in  public  relations 
on  the  part  of  station  managers." 

Dr.  Koon  said  he  found  that 
considerable  animosity  still  exists 
between  the  press  and  radio  but 
that  in  most  instances  the  two 
groups  are  amicably  adjusting 
their  problems.  He  made  the  trip 
to  familiarize  himself  with  the 
educational  programs  and  to  es- 
tablish relationships  with  the  Fed- 
eral Education  Bureau.  Stations 
visited  are  in  West  Virginia, 
North  and  South  Carolina,  Geor- 
gia, Florida  and  Virginia.  Dr. 
Koon  began  the  trip  March  22. 


Opinions  of  Announcers 
Solicited  in  University 
Colloquialism  Survey 

ANNOUNCERS  and  others  di- 
rectly associated  with  broadcast- 
ing are  being  queried  by  the 
School  of  Education,  New  York 
University,  in  connection  with  a 
survey  of  colloquial  language  being 
made  under  the  supervision  of 
Prof.  Walter  Barnes,  president  of 
the  National  Council  of  Teachers 
of  English. 

A  total  of  180  examples  of  cur- 
rent colloquialisms  are  listed  in  the 
questionnaire,  and  the  recipient  is 
asked  to  mark  those  he  considers 
acceptable  in  broadcasting.  Among 
these  are  the  following: 

"My  contention  has  been  proven 
many  times." 

"I  took  it  to  be  they." 

"I  expect  he  knows  his  subject." 

"Well,  that's  going  some." 

"I  suppose  that's  him." 

"Aren't  I  right?" 

"The  stock  market  collapse  left 
me  busted." 

"He  vwst  always  does  what  his 
wife  tells  him." 

"It  looked  like  they  meant  busi- 
ness." 

"The  child  was  weak  due  to  im- 
proper feeding." 


VINCENSERO  De  Crescenzio, 
Italian  composer  now  in  New 
York,  is  writing  songs  for  Nino 
Martini,  CBS  tenor  featured  twice 
weekly  with  Howard  Barlow's  or- 
chestra. Nino  Martini  is  intro- 
ducing the  songs  during  his  broad- 
casts. 


Radio  Nets  Cover 
Akron  Aftermath 

Naval  Secretary,  Survivor 
Are  Put  on  the  Air 

A  NATION  hungry  for  news 
about  the  disaster  that  befell  the 
Navy  dirigible  Akron  received  de- 
tailed reports  quickly  and  ac- 
curately over  the  radio  April  3 
and  4.  Coming  immediately  after 
the  most  -pretentious  series  of 
"spot"  news  broadcasts  in  history, 
such  as  the  inauguration,  the 
banking  situation,  beer  and  the 
California  earthquake,  the  catas- 
trophe brought  both  of  the  net- 
works into  immediate  action. 

After  the  flash  came  through 
during  the  early  morning  hours  of 
April  3,  when  the  networks  were 
off  the  air,  arrangements  were 
made  to  pick  up  the  story  with 
the  opening  of  programs  that 
morning.  Both  networks  carried 
bulletins  when  they  signed  on  and 
throughout  the  day  broke  into 
their  scheduled  programs  to  an- 
nounce new  developments. 

NBC  set  up  two  remotes  in  the 
Navy  Department  close  to  the 
press  room.  As  fast  as  received, 
reports  were  put  on  the  network 
from  the  spot  by  Vincent  Calla- 
han, assistant  to  the  vice  presi- 
dent of  NBC  in  Washington,  and 
by  Herluf  Provensen.  assistant 
manager  of  WRC.  CBS  relayed 
its  bulletins  to  its  offices  in  the 
Shoreham  building,  a  few  blocks 
from  the  Navy  Department,  where 
they  were  put  on  the  air  by  H.  C. 
Butcher,  manager  of  WJSV,  and 
members  of  his  staff. 

At  noon  NBC  presented  Secre- 
tary of  the  Navy  Swanson  in  an 
exclusive  broadcast.  The  Secretary 
spoke  from  his  office.  Both  net- 
works that  evening  presented 
Lieut.  Commander  H.  V.  Wiley, 
one  of  the  three  survivors  of  the 
crash,  from  New  York. 

CBS  broadcast  an  eye-witness 
account  of  the  sinking  of  the  J-3, 
Lakehurst  blimp  which  had 
crashed  while  engaged  in  search- 
ing for  the  wreckage  of  the  Ak- 
ron. Announcer  Paul  Douglas  was 
flying  down  to  the  scene  of  the 
Akron  crash  when  the  J-3  col- 
lapsed. He  was  back  to  the  scene 
with  short  wave  rebroadcasting 
equipment  in  time  to  describe  the 
sinking.  CBS  also  presented  Rep. 
McClintic,  of  Okla.,  a  member  of 
the  House  Naval  Affairs  Commit- 
tee. 


Pepsodent  Success 

(Continued  from  page  9) 

Dentist — We'll  have  this  fixed  in 
just  a  minute  .  .  .  Now  let's  look  at 
some  of  these  others.  Don't  squirm, 
now  .  .  .  What's  this?  .  .  .  and  this? 

Mof/ier— What? 

Dentist — More  teeth  than  just  this 
one  need  attention.  But  I  won't  touch 
those  today.  You  can  go  along  to 
school  now,  Junior. 

Juhior — Goodbye,  Doctor.  Goodbye, 
Mother. 

Mothet- — I  thought  baby  teeth  didn't 
need  attention.  They  have  to  come 
out  so  soon  anyway. 

Dentist — When  a  baby  tooth  decays 
it  can  cause  almost  as  much  trouble 
as  a  permanent  one.  A  decayed  baby 
tooth  can  cause  lowered  resistance 
and  frequently  is  the  cause  of  poor 
school  work.  When  a  baby  tooth  de- 
cays it  can  injure  the  permanent 
tooth  growing  beneath  it  if  attention 
isn't  given.  I  want  you  to  bring  this 
boy  in  to  see  me  every  three  or  four 
months,  and  in  the  meantime  I'm  go- 
ing to  give  you  this  tube  of  tooth- 
paste. He  is  to  brush  his  teeth  every 
night  and  morning. 

Bill  Hay — The  toothpaste  that  the 
dentist  gave  Mrs.  Jones  was  Pepso- 
dent. .  .  . 

Father's  Conscience  Pricked 

THE  THIRD  episode  is  that  night, 
at  the  home  of  the  Joneses. 

Mother — Well,  it's  good  to  have 
Junior's  teeth  all  fixed.  Whether 
they're  baby  teeth  or  permanent 
teeth  we'll  never  let  them  be  neglected 
again. 

Father — It  was  pretty  nice  of  Dr. 
Brown  to  put  off  that  hunting  trip  so 
Junior  wouldn't  have  to  miss  any 
school.  I  always  liked  him,  and  I 
have  a  lot  of  confidence  in  his  work. 

Mother — But  you  know,  I'm  embar- 
rassed about  one  thing.  We  haven't 
paid  him  for  that  work  you  had  done 
about  six  months  ago.  And  his  bill 
was  so  reasonable,  too. 

Father — By  gosh,  that's  right.  I've 
meant  to  pay  him,  but  you  know, 
dear,  we've  had  so  many  bills.  .  .  . 

Mother — I  don't  believe  we  have  any 
others  as  old  as  that,  though. 

Father — No,  I  guess  the  money  has 
gone  to  those  that  yelled  the  loudest. 
It's  a  good  thing  that  dentists  aren't 
like  some  of  these  big  corporations, 
otherwise  he  wouldn't  have  done  a 
thing  for  Junior  until  that  old  bill 
was  paid. 

Mother — That's  true. 

Father — Get  me  the  check  book, 
mother.  I'll  get  that  check  in  the 
mail  tonight  for  sure.  .  . 

It  is  easy  to  see  that  these  dra- 
matic announcements  will  keep 
listeners  interested,  and  that  they 
won't  make  any  enemies  for  Pep- 
sodent in  the  dental  profession, 
either.  In  short,  they'll  help  to  sell 
more  toothpaste — and  that's  the 
principal  thing  Pepsodent  is  really 
interested  in. 


Frequency  Measuring  Service 

Many  stations  find  this  exact  measuring  service  of  great 
value  for  routine  observation  of  transmitter  perform- 
ance and  for  accurately  calibrating  their  own  monitors. 

MEASUREMENTS  WHEN  YOU  NEED  THEM  MOST 

R.  C.  A.  COMMUNICATIONS,  Inc. 

Commercial  Department 

A  RADIO  CORPORATION  OF  AMERICA  SUBSIDIARY 


66  BROAD  STREET 


NEW  YORK,  N.  Y, 


INSPIRES  SONG 

Commercial  FeatureGivesTheme 

- — To  "Threads  of  Happiness"  

DURING  the  last  five  years  or  so 
many  popular  song-hits  have  bor- 
rowed their  titles  from  successful 
motion  pictures.  But  a  new  song 
just  published,  "Threads  of  Happi- 
ness", appears  to  be  the  first  in-^ 
stance  of  an  independent  song-hit 
being  inspired  by  a  commercial 
radio  program.  The  program,  of 
course,  is  "Threads  of  Happiness" 
sponsored  by  the  Spool  Cotton  Co., 
New  York,  over  56  CBS  stations. 

A  few  weeks  ago,  a  team  of  song 
writers  approached  Donald  Cor- 
nell, radio  director  of  the  Paul  Cor- 
nell Co.,  New  York  agency,  creator 
of  the  Spool  Cotton  Company's 
program,  with  the  song  which 
they  suggested  might  be  used  as 
theme  song.  Fearing  to  stereotype 
his  program  by  the  use  of  a  theme 
song  (it  already  has  as  its  signa- 
ture, six  musical  chords,  symbolic 
of  the  6-cord  feature  of  J.  &  P. 
Coat's  and  Clark's  O.N.T.  sewing 
thread),  Mr.  Cornell  turned  it 
down.  But  he  offered  the  comment 
that  in  his  opinion  it  was  good 
enough  to  merit  purchase  by  a 
music  publisher.  The  composers 
took  the  hint  and  made  a  sale — to 
no  less  a  publisher  than  Irving 
Berlin ! 

"Threads  of  Happiness"  was  first 
sung  by  Morton  Downey  on  his 
sustaining  period  and  has  been 
used  by  Tommy  McLaughlin  (bari- 
tone of  the  "Threads  of  Happi- 
ness" program)  during  his  per- 
sonal appearances.  It  had  its  first 
plug    on    its    namesake  program. 


KOIL 

400%  Increase 


shows 


because 

KOIL  shows  RESULTS 

Four  times  as  many  satisfied  adver- 
tisers are  using  KOILTIME  as  last 
year — proof  of  a  listening  audience 
that  prefers  KOIL  programs  and 
KOIL  policies — and  backs  ujp  their 
preference  by  patronizing  KOIL  ad- 
vertisers.   KOIL  shows  results. 

KOILTIME  users  have  their  choice 
of  anything  from  40-word  breaks  to 
sponsorship  of  accepted  studio  pro- 
grams— with  the  help  of  a  compe- 
tent continuity  and  merchandising 
department  to  make  every  broadcast 
profitable. 

KOIL  KRAZY  KWILT  in  preparation 

This  new  Saturday  nite  feature  is 
produced  and  broadcast  from  local 
theatre  stage  by  30  studio  artists  and 
popular  orchestra.  Ready  for  spon- 
sorship in  April.  Write  for  rates. 
Affiliated  with  NBC's  Blue  Network 


THE    TEST  STATION 

"Voice  of  Barnsdall — 
the  World's  First  Refiner" 
COMMERCIAL  DEPT.,    •     OMAHA,  NEB. 
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NAB  Opens  Fight  on  ASCAP 

{Continued  from  page  7) 


thor.  While  there  is  little  hope 
for  the  passage  of  such  legislation 
at  the  current  special  session 
which  is  likely  to  end  in  June,  it 
will  form  the  basis  of  hearings  at 
the  new  session  beginning  in  Jan- 
uary. Congressional  sentiment  is 
•almost  universally  in  favor  of  the 
broadcasters  and  other  users  of 
copyrighted  music  who  have  heaped 
criticism  upon  ASCAP  and  its  al- 
legedly extortionate  tactics  in  tax- 
ing them  so  highly  for  the  right 
to  use  their  music. 

Year  of  Negotiations 

THE  NAB  action  culminates  more 
than  a  year  of  effort  to  work  out 
a  revision  of  copyright  fees  for 
broadcasting  amicably.  Early  last 
year  a  special  copyright  commit- 
tee of  the  NAB  attempted  to  de- 
vise a  new  copyright  scale  to  sup- 
plant the  flat  rate  basis  which 
heretofore  had  netted  ASCAP 
nearly  $1,000,000  a  year.  This  ef- 
fort proved  futile,  and  following 
a  series  of  conversations  which 
finally  yielded  the  3-4-5  per  cent 
plan,  which  the  NAB  accepted  un- 
der threat  of  having  ASCAP  with- 
draw all  performing  rights  from 
radio,  Mr.  Schuette  was  appointed 
to  arbitrate  with  Mr.  Mills. 

Beginning  Sept.  1  Mr.  Schuette 
had  numerous  conferences  with 
ASCAP  officials,  only  to  have  them 
halted  by  Mr.  Mills,  who  said  he 
would  no  longer  negotiate  with 
Mr.  Schuette  on  any  basis  but  was 
willing  to  confer  with  any  repre- 
sentative group  of  broadcasters  on 
a  revision.  At  the  NAB  conven- 
tion in  St.  Louis  in  November  Mr. 
Schuette  was  given  a  vote  of  con- 
fidence and  virtual  dictatorial 
powers  in  dealing  with  the  copy- 
right situation. 

In  the  meantime  ASCAP  added 
fuel  to  the  fire  by  giving  to  cer- 
tain newspaper  -  owned  stations 
preferential  contracts  and  by  elim- 
inating royalty  fees  on  funds  de- 
rived from  political  speeches  dur- 
ing the  presidential  campaign. 
The  latter  move  followed  attacks 
against  ASCAP  by  politicians  who 
were  assessed  an  extra  3  per  cent 
by  stations  to  offset  the  royalty 
tax. 

Invitation  to  Baker 

WITH  THE  engagement  last  Jan- 
uary of  Mr.  Baker,  former  Secre- 


tary of  War,  as  generalissimo  of 
NAB  copyright  forces,  Mr.  Mills 
immediately  dispatched  an  invita- 
tion to  the  distinguished  lawyer  to 
reopen  negotiations.  It  was  be- 
cause of  this  invitation,  constant- 
ly repeated  by  the  ASCAP  gen- 
eral manager,  that  the  NAB  board 
at  an  extraordinary  meeting  in 
Washington  in  February  decided 
to  have  another  conversation  with 
Mr.  Mills  prior  to  resorting  to  liti- 
gation. 

Following  the  board  meeting 
Mr.  Schuette  confined  his  activity 
to  necessary  details  of  the  copy- 
right case,  so  Mr.  Mills  could  have 
no  complaint  of  fighting  the  is- 
sue publicly.  In  the  meantime, 
however,  ASCAP  unleashed  a  pub- 
licity broadside  of  its  own  in  the 
form  of  a  new  propaganda  again 
called  "Words  &  Music",  copies  of 
which  were  showered  upon  mem- 
bers of  Congress,  newspapers, 
schools,  and  in  fact,  every  place  it 
was  felt  they  might  do  some  good. 
Ivy  Lee,  the  noted  public  relations 
counsel,  was  retained  to  direct  this 
propaganda  effort. 


Many  New  Compositions 
Written  by  WINS  Staff 

WINS,  NEW  YORK,  boasts  that 
it  is  becoming  the  "Tin  Pan  Alley" 
of  radio,  and  as  proof  points  with 
pride  to  the  long  list  of  recent 
compositions  by  its  sustaining 
artists.  Some  of  these  are: 

"My  Prairie  Dream  Girl"  and 
"We're  back  in  the  Old  Coral"  by 
Doug  McTeague;  "American 
March"  by  Gregoire  Franzell; 
"Rock-a-bye  Moon"  and  "You're  in 
Love"  by  Fred  Steele;  "Now  We 
Must  Say  Good-bye"  by  Sammy 
Williams;  "Dancing  in  the  Star- 
light" by  Erskine  Butterfield; 
piano  studies  by  Miriam  Barshak; 
"Le  Barbier  de  Bellville,"  a  comic 
opera  parody,  by  Marcel  Etche- 
copar;  "Making  Little  Plans"  by 
Allen  Prescott;  lullabies  by  Vir- 
ginia Newbegin;  organ  studies  by 
Marchia  Stewart;  "Since  You 
Went  Away,  Sweetheart"  by  Eddie 
Walters;  "Mammy"  by  Stepin' 
Fetchit;  "Oo-oh"  by  Lou  Ruben- 
stein;  and  a  number  of  songs  by 
Henry  Marshall. 
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EFFECTIVE  MERCHANDISING 


ASK  FOR  INFORMATION  ON  PROGRAMS, 
MERCHANDISING,    AND    AUDIENCE  AREAS 


MIDLAND 
BROflDCflSTING  Ca 

Kansas  City,  Missoui*! 


"Good  morning, 

Mr.  Mailman" 

HE  may  be  all  smiles  ...  he  may  bring  many 
complimentary  letters  in  response  to  your 
programs  .  .  .  but  beware!  Down  in  that  pile 
of  mail,  there  may  be  an  envelope  containing  a 
pink-slip,  innocent  enough  in  appearance,  but  ac- 
tually an  official  document  telling  you  that  your 
station  wave  isn't  acting  very  nicely  these  days. 

Yes,  the  Commission  is  strict.  It  has  to  be 
in  the  matter  of  frequencies  to  keep  the  air  clear. 
So  why  not  avoid  trouble  by  maintaining  a  rigid 
check  on  your  station's  carrier  wave.' 

Westinghouse  offers  you  a  frequency  mea- 
suring service  second  to  none.  Your  wave  is 
checked  by  equipment  which  duplicates  that 
used  for  official  purposes.  The  accuracy  of  this 
equipment  is  assured  by  verification  daily  with 
time  signals  from  Arlington  and  weekly  with 
the  standard  frequency  transmission  from  WWV. 
The  cost.'  You'll  be  surprised  at  the  reasonable 
figures  quoted. 

So,  if  you  want  to  be  in  a  position  to  smile 
as  you  say  .  .  .  "Good  morning,  Mr.  Mailman" 
...  in  other  words,  if  you  want  to  have  that 
secure  feeling  that  your  station  is  holding  to  its 
wave  .  .  .  write  the  Radio  Division,  Westing- 
house  Electric  and  Manufacturing  Company, 
Chicopee  Falls,  for  more  information  and  rates  on 

W^sstinghouse 

FREQUENCY 

Measuring  Service 
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Applications  .  .  . 

APRIL  2 

WHDF,  Calumet,  Mich. — Authority  to  install  auto- 
matic frequency  control. 

WHAT,  Philadelphia — Modification  of  license  to  have 
hours  specified  in  license  in  accordance  with  time  shar- 
ing agreement. 

WTEL,  Philadelphia — Modification  of  license  to  change 
hours  of  operation  to  have  exact  hours  specified  in  li- 
cense. 

KFUL,  Galveston,  Tex. — Consent  to  voluntary  assign- 
ment of  license  to  Southwest  Broadcasting  Co. 

WTSA,  San  Antonio,  Tex. — Modification  of  license  to 
change  hours  from  shares  KFUL  to  unlimited. 

Applications  returned :  NEW,  Church  of  Christ,  Post, 
Tex. — CP  to  use  950  kc,  5  w.  day,  specified  hours ; 
NEW,  Kenneth  A.  Hunter  and  Fred  M.  Hager,  Jr., 
Owatonna,  Minn. — CP  to  use  1310  kc,  25  w.  day,  speci- 
fied hours. 

APRIL  4 

WBBX,  New  Orleans — Consent  to  involuntary  assign- 
ment of  license  from  Samuel  D.  Reeks. 

KUOA,  Fayetteville,  Ark. — Modification  of  license  to 
change  frequency  from  1390  to  1260  kc,  change  hours 
from  specified  to  D. 

KLRA,  Little  Rock,  Ark.- — Modification  of  license  to 
change  hours  from  specified  to  unlimited. 

NEW,  Rapid  City,  S.  D.— L.  C.  Memmott  and  E.  H. 
Carter  for  CP  to  use  1360  kc,  250  w.  night-500  w.  to  LS, 
unlimited  time   (facilities  WCAT,  Rapid  City). 

NEW,  San  Diego,  Cal.— William  Ellis  Phillips  for  CP 
to  use  1420  kc,  100  w.,  unlimited  hours. 

NEW,  Hilo,  Hawaii— Otis  Hill  for  CP  to  use  1210  kc, 
100  w.,  D. 

Applications  returned :  NEW,  Twin  City  Broadcasting 
Co.,  Bloomington,  111. — CP  to  use  600  kc,  250  w.,  un- 
limited hours. 

W9XAK,  Kansas  State  College  of  Agriculture — Re- 
newal of  visual  broadcasting  license. 

W9XAO,  Western  Television  Research  Co. — ^Renewal 
,  of  visual  broadcasting  license. 


APRIL  6 

WFDF,  Flint,  Mich. — Voluntary  assignment  of  license 
to  Flint  Broadcasting  Co. 

WTAR-WPOR,  Norfolk,  Va.— Modification  of  license 
to  increase  power  from  500  w.  to  1  kw. 

WJBY,  Gadsden,  Ala. — -Application  for  CP  to  make 
changes  in  equipment  amended  to  move  transmitter. 

KFLX,  Galveston,  Tex. — CP  to  move  transmitter  and 
studio  locally. 

NEW,  Fremont,  Neb. — Raymond  M.  Brannon  for  CP 
to  use  1500  kc,  10  w.  D.,  amended  as  to  transmitter 
and  studio  location ;  requests  100  w.  power  and  facili- 
ties of  KFOR,  Lincoln,  Neb.,  in  terms  of  quota  units. 

Applications  returned:  NEW,  Otis  Hill,  Hilo,  Hawaii 
— CP  to  use  1210  kc,  100  w.,  unlimited  time. 


APRIL  8 

WJEJ,  Hagerstown,  Md. — ^Involuntary  assignment  of 
license  of  WJEJ  from  A.  V.  Tidmore. 

WABI,  Bangor,  Me. — Modification  of  license  to  in- 
crease hours  of  operation  from  specified  hours  to  U. 

KGKB,  Tyler,  Tex. — CP  to  change  equipment  and  in- 
crease power  from  100  w.  to  100  w.  night,  250  w.  day. 

Application  returned :  NEW,  The  Derrick  Publishing 
Co.,  Oil  City,  Pa. — Application  for  CP  for  a  new  sta- 
tion at  Oil  City,  1370  kc,  100  w.,  U. 

APRIL  11 

NEW,  Erie,  Pa. — Leo  J.  Omelian  for  CP  on  1420  kc, 
100  w.  night,  250  w.  D,  U,  facilities  of  WERE. 

WFI,  Philadelphia — Modification  of  license  to  increase 
power  from  500  w.  to  1  kw. 

KUOA,  Fayetteville,  Ark. — Application  for  modifica- 
tion of  license  to  change  frequency  from  1390  kc.  to 
1260  kc,  and  change  hours  of  operation  from  specified 
to  unlimited  D,  amended  to  change  name  of  applicant 
to  KUOA,  Inc. ;  also  CP  to  make  changes  in  equipment 
and  move  transmitter  locally. 

KGIR,  Butte,  Mont.- — CP  for  changes  in  equipment 
and  increase  power  from  500  w.  to  500  w.  night,  1  kw. 
day. 

KGGM,  Albuquerque,  N.  M. — License  to  cover  CP  for 
local  move  and  changes  in  equipment,  granted  10-21-32. 

APRIL  13 

WINS,  New  York — CP  to  move  transmitter  from  As- 
toria, L.  I.,  to  Carlstadt,  N.  J. 

WHAM,  Rochester,  N.  Y. — Modification  of  license  to 
use  5  kw.  transmitter,  formerly  licensed  as  auxiliary. 

WIBM,  Jackson,  Mich. — Application  for  modification 
of  license  to  change  hours  from  U  day,  specified  hours 
night,  to  simultaneous  day,  share  with  WJBK  night, 
amended  to  request  change  in  specified  night  hours  only. 


WJBK,  Detroit  —  Application  for  modification  to 
change  hours  from  unlimited  day,  specified  hours  night, 
to  simultaneous  day,  share  with  WIBM  night,  amended 
to  request  change  in  specified  night  hours  only. 

KREG,  Santa  Ana,  Cal. — Changes  in  automatic  fre- 
quency control  equipment. 

APRIL  15 

WICC,  Bridgeport,  Conn. — Special  authorization  to  in- 
crease night  power  500  w.,  experimentally. 

WBZ,  Boston — Modification  of  license  to  increase 
power  from  25  to  50  kw. 

WHDH,  Boston — Modification  of  license  to  change 
hours  of  operation  from  D  to  unlimited  time  on  830  kc, 
resubmitted  without  amendment. 

WLIT,  Philadelphia — Modification  of  license  to  in- 
crease power  from  500  w.  to  1  kw. 

NEW,  Hamilton,  O.— William  L.  Slade  for  CP  on 
1370  kc,  100  w.,  unlimited  time  (facilities  of  WHBD, 
Mt.  Orab,  O.),  amended  to  change  frequency  to  1420 
kc,  request  all  facilities  of  WHBD  except  frequency 
and  to  change  antenna  specifications. 

KTSA,  San  Antonio — ^Modification  of  license  to  change 
hours  of  operation  from  sharing  with  KFUL  to  un- 
limited time,  amended  to  change  power  from  1  kw. 
night,  2%  kw.  D,  to  1  kw.  day  and  night. 

NEW,  Owatonna,  Minn. — Kenneth  A.  Hunter  and 
Fred  M.  Hager,  Jr.,  for  CP  on  1310  kc,  25  w.,  specified 
hours,  amended  to  request  100  w.  D,  change  transmit- 
ter location,  (facilities  of  KFMX,  Northfield,  Minn.) 


Decisions  .  .  . 


MARCH  31 

WBAL,  Baltimore,  Md. — Granted  CP  to  change  loca- 
tion of  transmitter  from  Hanover  Pike,  Glen  Morris, 
Md.,  to  Milford  Road,  Pikesville,  Md.,  and  to  install 
new  antenna  system. 

WMIL,  Brooklyn,  N.  Y. — Granted  CP  to  change  loca- 
tion of  transmitter  to  a  location  to  be  determined  in 
Brooklyn,  and  to  install  new  transmitter  and  make  other 
changes  in  equipment. 

WFLA  -  WSUN,  Clearwater  -  St.  Petersburg,  Fla. — 
Granted  CP  to  make  changes  in  equipment. 

WAML,  Laurel,  Miss. — Granted  license  to  cover  CP 
for  1310  kc,  100  w.,  specified  hours. 

WKBH,  La  Crosse,  Wis. — Granted  special  authority 
for  the  remainder  of  the  present  license  period  ending 
May  1  to  use  the  full  period  from  5  to  6  p.m.  daily. 

KGEK,  Yuma,  Col. — Granted  authority  to  change 
specified  hours  of  operation  until  June  1. 

Stations  granted  temporary  authority  to  reduce  hours 
of  operation  under  Rule  27:  WPFB,  WCSC,  KFYO, 
WMBH  and  WCAD. 

KLPM,  Minot,  N.  D.- — Granted  extension  of  license  on 
temporary  basis  to  April  10. 

WTBO,  Cumberland,  Md. — Granted  extension  of  spe- 
cial authority  to  reduce  hours  of  operation  from  un- 
limited to  specified  hours  to  June  1. 

Set  for  hearing :  WLB-WGMS,  Minneapolis — Granted 
in  part  temporary  renewal  license  for  term  beginning 
3  a.m.,  EST,  April  1,  and  ending  according  to  Rule  27  ; 
NEW,  Lee  Elton  Spencer,  Greensburg,  Pa. — CP,  800 
kc,  250  w.,  D  ;  WRHM,  Minneapolis — Modification  of 
license  to  increase  specified  hours  to  include  hours  now 
assigned  KFMX  and  8  to  9 :30  p.m.  Saturdays,  now  as- 
signed to  WLB-WGMS  for  the  period  ending  in  March  : 
KFPY,  Spokane,  Wash. — Application  for  modification  of 
license  to  change  frequency  from  1340  kc.  to  890  kc.  to 
be  heard  at  some  time  and  place  as  applicants  of 
KSEI :  KSEI,  Pocatello,  Idaho — Suspended  modification 
of  license  to  change  frequency  from  900  kc  to  890  kc. ; 
granted  temporary  special  authorization  to  operate  upon 
890  kc.  until  hearing  and  action  by  Commission  upon 
the  protests  filed  by  the  Symons  Broadcasting  Co. 

Applications  dismissed  at  request  of  applicants : 
WQBC,  Vicksburg,  Miss. — Modification  of  license,  change 
frequency  to  880  kc,  increase  D  power  to  1  kw.,  and 
hours  to  unlimited ;  NEW,  F.  D.  and  H.  D.  Conard, 
Garden  City,  Kans. — CP,  1730  kc,  100  w.,  share  with 
KGDA  ;  WFDV,  Rome,  Ga.— CP  to  change  frequency  to 
1120  kc,  increase  power  to  250  w.  and  hours  to  U. 

WHOM,  Jersey  City,  N.  J. — Granted  modification  of 
license  authorizing  the  operation  of  station  three-fourths 
time  on  1450  kc,  250  w.  power. 

WNJ,  Newark,  N.  J. — Station  to  be  notified  that  its 
temporary  authorization  for  its  operation  is  of  no  fur- 
ther force  and  effect  and  that  it  must  cease  operation 
at  once. 

WAAT,  Jersey  City,  N.  J.  (Ex.  Rep.  455) — Granted 
modification  of  license  and  CP  to  install  and  operate 
equipment  at  WAAT  with  power  output  of  500  w.  in- 
stead of  300  w.  as  at  present ;  station  licensed  to  oper- 
ate D  until  6  p.m.,  EST.    Examiner  Hyde  sustained. 

NEW,  Arkansas  Radio  &  Recording  Co.,  Little  Rock, 
Ark.  (Ex.  Rep.  457) — Denied  application  for  CP  for 
new  station  to  operate  on  890  kc.  with  250  w.  night, 
500  w.  D,  unlimited  hours,  sustaining  Examiner  Pratt ; 
also  granted  renewal  of  present  license  to  operate  with 


250  w.  on  890  kc,  unlimited  time,  sustaining  Examiner 
Pratt. 

WFBM,  Indianapolis,  Ind.  (Ex.  Rep.  437) — ^Denied 
modification  of  license  to  reduce  power  from  1  kw.  to 
500  w.  for  D  operation  so  as  to  provide  simultaneous  D 
operation  with  WSBT,  sustaining  Examiner  Hyde. 

WSBT,  South  Bend,  Ind.  (Ex.  Rep.  437)— Denied 
simultaneous  D  operation  with  WFBM  at  Indianapolis, 
sustaining  Examiner  Hyde. 

WCGU,  Brooklyn,  N.  Y. — Granted  renewal  of  license 
on  a  temporary  basis  pending  action  on  pending  appli- 
cation for  additional  facilities  on  1400  kc.  at  New  York 
and  Broklyn,  sustaining  Chief  Examiner  Yost. 


APRIL  7 

WGLC,  Hudson  Falls,  N.  Y. — Granted  modification  of 
CP  to  change  type  of  equipment  and  granted  license 
covering  move  of  studio  and  transmitter ;  increase  in 
D  power,  and  install  new  equipment ;  1370  kc,  50  w. 
night,  100  w.  day,  unlimited  time. 

KOCK,  Chickasha,  Okla. — Granted  modification  of  CP 
extending  commencement  date  to  30  days  after  this 
date,  and  completion  date  to  90  days  after  this  date ; 
also  authorized  to  change  equipment. 

KPO,  San  Francisco — Granted  license  covering  local 
move  of  transmitter,  installation  of  new  equipment  and 
increasing  power ;  also  to  use  present  equipment  as 
auxiliary,  680  kc,  50  kw.,  unlimited  time. 

WHBC,  Canton,  O. — Granted  license  covering  installa- 
tion of  new  equipment,  1200  kc,  10  w.  night  and  day, 
specified  hours. 

WFEA,  Manchester,  N.  H. — Granted  continuance  of 
special  authority  to  operate  with  precise  frequency  con- 
trol simultaneously  with  WOKO,  WHP.  WHEC  and 
WCAH  on  1430  kc.  for  period  of  6  months,  subject  to 
discontinuance  without  notice. 

WTAD,  Quincy,  111. — Granted  temporary  license  and 
designated  application  for  hearing. 

WBBC,  Brookljm,  N.  Y. — Granted  temporary  license 
subject  to  such  action  as  Commission  may  take  on  pend- 
ing application  for  renewal,  and  designated  renewal  ap- 
plication for  hearing. 

WMCA,  New  York — Granted  license  covering  construc- 
tion of  new  auxiliary  transmitter  and  moving  same  from 
Hoboken  to  New  York ;  570  kc,  500  w.,  for  emergency 
purposes  only. 

KWEA,  Shreveport,  La. — Granted  extension  to  May 
1  of  special  authority  to  remain  silent  pending  action 
on  CP  and  renewal  application  now  pending. 

Set  for  hearing :  WDRC,  Hartford,  Conn. — Modifica- 
tion of  license  to  increase  power  from  500  to  1000  w.  ; 
KGIR,  Butte,  Mont. — Modification  of  license  to  change 
frequency  from  1360  to  1340  kc  ;  KGAR,  Tucson,  Ariz. 
— Modification  of  license  to  change  frequency  from  1370 
to  1450  kc.  and  increase  night  power  from  100  to  250 
w.  (facilities  of  KVOA)  ;  WNBW,  Carbondale,  Pa. — 
Involuntary  assignment  of  license  from  WNBK,  Inc.,  to 
G.  F.  Schessler  and  M.  E.  Stephens  d/b  as  Home  Cut 
Glass  &  China  Co. ;  WROL,  Knoxville,  Tenn. — CP  to 
change  frequency  from  1310  to  1240  kc,  increase  power 
from  100  to  250  w.,  and  change  hours  of  operation 
from  unlimited  to  half  time  with  WKAQ ;  WPRO- 
WPAW,  Providence,  R.  I.- — Modification  of  CP  to  change 
frequency  from  1210  to  630  kc  and  increase  power 
from  100  to  250  w. 

KGMP,  Elk  City,  Okla. — Upon  receipt  of  an  order 
from  the  Court  of  Appeals  of  the  District  of  Columbia, 
dismissing  this  appeal,  the  action  of  the  Commission  of 
July  1,  1932,  has  become  final.  Secretary  directed  to 
delete  call  letters  of  KGMP.  Facilities  were  granted  to 
E.  M.  Woody,  issued  CP  for  new  station. 

WMBH,  Joplin,  Mo.^ — Oral  argument  on  Examiner's 
Report  No.  462,  recommending  denial  of  application  for 
modification  of  license  to  change  hours  of  operation 
and  providing  for  an  increase  from  35  to  71%  hours 
per  week  to  be  heard  before  Commission  April  19. 

NEW,  31st  Street  Baptist  Church,  Indianapolis,  Ind. 
(Ex.  Rep.  442) — Denied  application  for  CP  to  erect  a 
new  broadcast  station  at  Indianapolis,  on  which  a  con- 
ditional grant  was  made  on  June  30,  1932,  and  later 
suspended,  to  operate  on  600  kc,  250  w.  D.  Examiner 
Hyde  sustained. 

KGNO,  Dodge  City,  Kans.  (Ex.  Rep.  451) — Granted 
increase  in  power  from  100  to  250  w.  and  change  in  fre- 
quency from  1210  to  1340  kc  Examiner  Hyde  reversed. 

WJSV,  Alexandria,  Va. — Denied  application  for  li- 
cense to  cover  CP  to  operate  station  transmitter  on 
Mount  Vernon  Highway,  near  Potomac  Yards,  1%  miles 
from  center  of  Alexandria ;  order  effective  at  expira- 
tion of  the  present  test  period  at  3  a.m.  on  May  1. 

KGCA,  Decorah,  Iowa — Granted  5-day  special  author- 
ity to  operate  station  with  reduced  power  of  60  w.  be- 
cause of  failure  of  power  plant. 

NEW,  Portland  Maine  Publishing  Co.,  Portland,  Me. 
— Granted  order  to  take  depositions  filed  on  behalf  of 
The  Portland  Maine  Publishing  Co.  in  re  hearing  on 
application  for  CP,  set  for  April  18. 

WKBZ,  Ludington,  Mich. — <Jranted  special  authority 
to  reduced  hours  of  operation.  ^ 

KFBK,  Sacramento,  Cal. — Granted  order  to  take  depo- 
sitions in  re  hearing  on  CP  application  May  1. 

WPFB,  Hattiesburg,  Miss. — Granted  special  authority 
to  remain  silent  from  April  1  to  June  1. 


Page  32 


BROADCASTING  •  April  15,  1933 


APRIL  11 

WHIS,  Bluefield,  W.  Va.— Granted  re- 
newal of  license,  1410  kc,  250  w.,  shar- 
ing equally  with  WRBX,  and  application 
dismissed  from  hearing  docket. 

WCOC,  Meridian,  Miss. — Granted  re- 
newal of  license,  880  kc,  500  w.  night,  1 
kw.  LS,  unlimited  time,  and  application 
dismissed  from  hearing  docket. 

WTFI,  Athens,  Ga. — Granted  renewal 
of  license,  1450  kc,  500  w.,  unlimited  time, 
and  application  dismissed  from  hearing 
docket  because  WGST's  application  for 
facilities  of  WTFI  has  been  dismissed. 

WHOM,  Jersey  City,  N.  J.— Granted 
approval  of  the  specified  hours  of  opera- 
tion, pending  resumption  of  operation  by 
station  WBMS  or  the  assignment  of  the 
facilities  of  WBSM. 

KTRH,  Houston,  Tex. — Granted  exten- 
sion of  special  experimental  authority  to 
operate  with  1  kw.  power  for  period  of  60 
days  from  April  14. 

WJSV,  Alexandria,  Va. — Granted  spe- 
cial experimental  license  to  operate  until 
3  a.m.  May  1,  1460  kc,  10  kw.,  midnight 
to  6 :30  a.m.  daily  in  addition  to  regular 
broadcast  hours,  to  determine  results  of 
new  antenna  system. 

KLPM,  Minot,  N.  D. — Regular  license 
extended  until  April  30  pending  installa- 
tion of  frequency  monitor. 

Set  for  hearing:  WRAM,  Wilmington, 
N.  C— Renewal  of  license;  WBBX,  New 
Orleans — CP  to  change  location  of  trans- 
mitter locally,  and  install  new  transmit- 
ter ;  also  involuntary  assignment  of  license 
from  Samuel  D.  Reeks  to  Coliseum  Place 
Baptist  Church. 

WBBX,  New  Orleans,  La. — Denied  au- 
thority to  use  transmitter  of  WJBO  pend- 
ing action  and  construction  (if  author- 
ized)  on  request  to  move  transmitter. 

WGN,  Chicago — Denied  protest  and  mo- 
tion for  reconsideration  of  decision  of 
Commission  of  March  26  granting  WBBM, 
Chicago,  and  KFAB  authority  experimen- 
tally to  synchronize  specified  night  hours. 

KFOR,  Lincoln,  Neb. — Authority  hereto- 
fore granted  to  Howard  A.  Shuman  for 
voluntary  assignment  of  license  of  KFOR 
to  Cornbelt  Broadcasting  Corp.,  Lincoln, 
Neb.,  suspended  because  Shuman  charges 
in  effect  breach  of  contract ;  case  desig- 
nated for  hearing.  Protest  of  Louis  B. 
Maupin,  Lincoln,  Neb.,  denied. 

WBEN,  Buffalo,  N.  Y.— Granted  au- 
thority to  present  further  evidence  with 
reference  to  application  for  CP  for  new 
television  station  at  Buffalo,  heard  before 
Examiner  Pratt  on  March  20. 

WNBX,  Springfield,  Vt.,  and  WKFI, 
Greenville,  Miss. — Granted  special  tempo- 
rary authority  to  reduce  hours  of  opera- 
tion for  period  ending  June  1. 

KWKC,  Kansas  City,  Mo. — Denied  re- 
quest to  operate  from  12  midnight  to  6 
a.m.,  for  period  of  10  days,  in  order  to 
broadcast  all  request  commercial  programs 
for  benefit  of  attendance  at  beer  parties. 

APRIL  14 

WSAN,  Allentown,  Pa. — Granted  con- 
sent to  voluntary  assignment  license  to 
WSAN,  Inc. 

WHDF,  Calumet,  Mich. — Granted  au- 
thority to  install  automatic  frequency  con- 
trol. 

WNAD,  Normak,  Okla.,  and  KGGF, 
Coffeyville,  Kans. — Granted  WNAD  au- 
thority to  remain  silent  from  midnight, 
April  29  to  Tuesday  night,  Oct.  3,  1933, 
and  station  KGGF  authorized  to  use  time 
of  WNAD  during  period. 

WBHS,  Huntsville,  Ala. — Granted  au- 
thority to  Virgil  Evans  on  behalf  of 
WBHS,  to  remain  silent  from  April  1, 
pending  outcome  of  hearing  and  while 
station  is  being  rebuilt. 

Set  for  hearing :  WPHR,  Petersburg, 
Va. — Renewal  of  license. 

NEW,  C.  C.  Crawford,  Haynesville,  La. 
— CP  for  new  station,  1370  kc,  50  w., 
specified  hours  (facility  of  KWEA, 
Shreveport,  in  quota  units). 

WCAO,  Baltimore — Modification  of  li- 
cense to  increase  power  from  250  to 
500  w. 

WHOM,  Jersey  City,  N.  J.— Modifica- 
tion of  license  to  change  time  from  shar- 
ing with  WBMS  to  unlimited  (facilities  of 
WBMS). 

WILL,  Urbana,  111. — Modification  of  li- 
cense to  increase  operating  D  power  from 
500  w.  to  1  kw.  (facilities  of  station 
WKBS  in  terms  of  quota  units). 

Action  on  examiners'  reports:  NEW, 
Alexandria,  La.,  W.  H.  Allen  &  Com- 
pany (Ex.  Rep.  447) — Denied  CP  for  a 
new  station  to  operate  D,  1210  kc,  100  w. 
power  (facilities  of  KWEA),  sustaining 
Examiner  Hyde. 

KWEA.  Shreveport,  La.— Denied  CP  for 
removal  of  station  to  Baton  Rouge,  but 
granted  authority  to  reconstruct  trans- 
mitter, sustaining  Examiner  Hyde  in  part. 

KTFI,  Twin  Falls,  Ida.  (Ex.  Rep.  449) 
— Granted  modification  of  license  to  in- 
crease D  time  power  from  500  w.  to  1 
kw.,  sustaining  Examiner  Pratt. 

KGKX,  Sandpoint,  Ida. — Denied  renewal 
of  license  to  operate  U  on  1420  kc,  100 
■vf.,  sustaining  Examiner  Pratt. 


STUDIO  NOTES 


"THE  ENJOYMENT  of  Music"  titles 
a  new  music  course  scheduled  to  start 
April  13  on  WEVD,  New  York,  un- 
der the  direction  of  Sigmund  Spaeth. 
The  course  will  be  a  serious  attempt 
to  explain  the  fundamentals  of  music, 
with  illustrations  on  the  piano, 
though  the  material  will  be  treated 
in  a  popular  manner.  The  course  has 
the  endorsement  of  heads  of  depart- 
ments of  music  in  leading  New  York 
colleges. 

RECORDINGS  of  broadcasts  from 
WBBM,  Chicago,  heard  in  New  Zea- 
land have  been  made  by  E.  H.  Scott, 
Chicago  radio  engineer  and  manufac- 
turer, who  is  on  a  tour  through  New 
Zealand  and  Australia.  Mr.  Scott  re- 
ported the  signals  clear  enough  at 
a  distance  of  8,284  miles  to  make 
program  listening  enjoyable. 

KHJ,  Los  Angeles,  celebrated  its 
eleventh  anniversary  with  a  special 
program  April  13. 

WHOM,  Jersey  City,  is  broadcasting 
a  series  of  Wednesday  evening  pro- 
grams featuring  Mrs.  Luther  Bur- 
bank,  widow  of  the  noted  naturalist, 
in  intimate  talks  on  "Plant  Wizard". 

NEW  YORK,  Schenectady,  Cleveland 
and  Chicago  joined  in  a  special  pro- 
gram April  9  marking  the  inaugura- 
tion of  the  new  50  kw.  transmitter 
of  KPO,  San  Francisco. 

"HAWAIIAN  SKETCHES",  featuring 
Joseph  Kamakau  and  his  Serenaders, 
are  being  presented  by  CBS  Saturday 
nights  directly  from  Waikiki  beach, 
Honolulu,  via  KGMB,  Honolulu,  over 
short  wave  relays. 

MORE  THAN  25  individual  acts  of 
the  WLS  (Chicago)  Barn  Dance  were 
to  participate  in  the  celebration  of 
the  station's  ninth  anniversary  April 
15  in  the  Eighth  Street  Theater, 
Chicago. 

COLLEGE  POETS,  graduate  and  un- 
dergraduate, are  being  discussed  and 
read  by  Alma  Bradley  Rush  in  a 
series  of  programs  on  WOR,  Newark. 


WKBH.  LaCrosse,  Wis.  (Ex.  Rep.  454) 
— Granted  modification  of  license  to 
change  hours  of  operation  from  specified 
hours  to  U,  1380  kc,  1000  w.  power,  re- 
versing  Examiner  Pratt. 

NEW,  Albany,  Mo.,  The  American 
Legion  (Ex.  Rep.  443) — Denied  CP  for  a 
new  station  on  1200  kc,  100  w.  U,  facili- 
ties of  KFWF  and  WIL,  sustaining  Ex- 
aminer Pratt. 

KFWF,  St.  Louis,  Mo. — Denied  renewal 
of  license  on  1200  kc,  100  w.  night,  250 
w.  LS,  sharing  with  WIL,  sustaining  Ex- 
aminer Pratt.  WIL,  St.  Louis,  Mo. — 
Granted  renewal  of  license  U  on  1200  kc, 
100  w.  night,  250  w.  LS,  sustaining  Ex- 
aminer Pratt. 

KHJ,  Los  Angeles — Granted  permission 
to  intervene  in  application  of  KSEI  for 
modification  of  license. 

KECA,  KFAC,  KQW,  KFBK,  KTM, 
KELW — Hearing  on  application  for  fa- 
cilities of  KTM  and  KELW  set  for  May 
1,  extended  to  June  1,  1933. 

NEW,  Atlas  Broadcasting  Corp.,  Jer- 
sey City,  N.  J. — Application  for  CP  for 
new  kstation,  1450  kc,  500  w.  LT,  dis- 
missed at  request  of  applicant. 

KFAC,  Los  Angeles.  Cal. — Granted  au- 
thority to  take  depositions  in  re  applica- 
tion set  for  hearing  June  1. 

Examiners'  Reports  .  .  . 

WGST,  Atlanta,  and  NEW,  W.  E.  Dob- 
bins and  Laurice  C.  Coleman,  Atlanta-Ex- 
aminer Pratt  recommended  ( Report  469 ; 
Dockets  1909  and  1857)  that  application 
of  WGST  for  renewal  of  license  be  re- 
newed and  that  application  for  CP  for 
WGST's  facilities  be  denied. 

WWL,  New  Orleans;  KWKH,  Shreve- 
port; International  Broadcasting  Corp., 
Shreveport ;  National  Union  Indemnity 
Ass'n,  Shreveport,  and  Virgil  V.  Evans, 
Spartanburg,  S.  C. — Chief  Examiner  Yost 
recommended  (Examiner's  Report  No. 
470)  that  application  of  WWL  for  un- 
limited time  on  850  kc.  with  10  kw.  be 
granted ;  that  KWKH  application  for  re- 
newal of  license  be  denied,  and  that  ap- 
plications of  other  applicants  for  KWKH's 
facilities  be  denied. 


DRAWING  talent  from  its  own  com- 
mercial as  well  as  artist  staff,  KMOX, 
St.  Louis,  on  March  22  started  a  fea- 
ture titled  "Do  You  Know— KMOX 
Artists",  conducted  in  interview  form 
by  Nancy  Frazer,  publicity  director. 
J.  C.  Hetherington,  assistant  sales 
manager,  and  Theodore  White  supply 
copy.  James  Huffman,  organist,  plays, 
and  William  McKamy,  who  recently 
joined  the  commercial  staff  from  the 
Gardiner  Agency,  plays  the  piano. 

KTAB  will  observe  spring  houseclean- 
ing  in  April  by  moving  its  executive 
offices  and  studios  from  Oakland  back 
to  San  Francisco.  The  change  had 
been  made  recently  from  San  Fran- 
cisco to  Oakland  but,  after  six  weeks 
across  the  bay,  the  management  de- 
cided to  transfer  activity  back  to  San 
Francisco.  Transmitter  and  auxiliary 
studios  remain  in  Oakland. 

PALMER  Strikalite  Match  Company's 
program  on  WOC-WHO,  Davenport- 
Des  Moines,  featuring  the  skit  "Millie 
and  Marge",  furnished  the  inspira- 
tion to  Mr.  and  Mrs.  Brock,  of  Wash- 
ington, la.,  for  names  for  their  new- 
born twins.  To  their  namesakes,  the 
original  Millie  and  Marge  sent  rings 
and  to  the  parents  telegrams  of  con- 
gratulation. 

CALIFORNIANS,  Inc.,  San  Francisco 
tourist-settler  organization,  has  made 
arrangements  with  KPO  to  intersperse 
a  series  of  floating  announcements 
daily  at  two  hour  intervals.  These 
are  confined  to  one  sentence  such  as 
"San  Francisco's  Chinatown  is  the 
largest  in  the  world  outside  of 
China",  etc. 

STAFF  MEETINGS,  characterized  by 
discussion  of  station  problems  and  im- 
promptu musical  selections  by  staff 
members,  are  being  broadcast  each 
Thursday  afternoon  by  WCKY,  Cov- 
ington, Ky. 

THREE  classroom  lectures  are  being 
broadcast  weekly  from  the  University 
of  Chicago  over  KYW,  effective 
April  3. 


EQUIPMENT 


TWO  NEW  STUDIOS  for  WGN,  Chi- 
cago, have  just  been  completed  in 
the  Tribune  Tower.  They  have  been 
designed  particularly  for  dramatic 
shows  and  the  two  CBS  features 
originating  at  WGN — "Easy  Aces" 
and  "The  Devil  Bird".  The  studio 
equipment  was  supplied  by  Johns- 
Manville  &  Co.,  and  the  control 
panels  were  supplied  and  installed  by 
Jenkins  &  Adair,  Chicago. 

REPEATER  stations  for  amplification 
of  lines  linking  broadcast  stations  in 
the  Amalgamated  Broadcasting  Sys- 
tem, the  proposed  Ed  Wynn  network, 
have  been  designed,  constructed  and 
installed  by  the  Frazier  Amplification 
Co.,  Philadelphia,  engineering  subsidi- 
ary of  WPEN,  Philadelphia. 


KWKH  Time  to  WWL 

REMOVAL  from  the  air  of  KWKH, 
Shreveport,  La.,  operated  by  W. 
K.  Henderson,  and  award  of  full 
time  on  the  850  kc.  clear  channel 
to  WWL,  New  Orleans,  was  recom- 
mended to  the  Radio  Commission 
April  14  by  Chief  Examiner  Yost. 
Simultaneously,  Mr.  Yost  recom- 
mended that  three  other  applica- 
tions for  KWKH's  facilities  be  de- 
nied. In  his  report,  Examiner  Yost 
declared  that  although  Henderson 
claimed  that  the  various  crusades 
and  campaigns  be  conducted  over 
the  station  were  in  the  public  ser- 
vice "it  clearly  appears  that  in 
each  instance  the  campaign  re- 
sulted in  substantial  financial  bene- 
fits either  to  W.  K.  Henderson  per- 
sonally or  to  one  of  the  corpora- 
tions which  he  controlled."  WWL 
is  represented  by  Paul  M.  Segal, 
B.  M.  Webster  and  G.  S.  Smith. 


Announcing^ 

THE  IDEAL  MIXER  CONTROL 


TYPE  653 
VOLUME  CONTROL 

Type  653-MA    50  ohms 
Type  653-MB  200  ohms 
Type  653-MC  500  ohms 
All    sizes,    same  price: 


$12.50 


'  I  'HIS  new  General  Volume  Control  is  mechanically 
rugged  and  free  from  noise,  even  in  low-imped- 
ance dynamic  and  ribbon-type  microphone  circuits. 
Nothing  equals  it  in  reliable  performance.  Note  these 
features: 

FEATURES 

Large  number  of  steps,  no  sliding  contacts  on  wire 
Linear  attenuation  up  to  45  db 
Complete  cutoff 

GR  precision-resistor  construction 

SEND  TODAY  FOR  THIS  MIXER  BULLETIN 
Ask  us  to  send  you  Bulletin  Ex-3303B  which 
describes  many  tested  mixer  circuits  for  prac- 
tically any  installation. 

GENERAL  RADIO  COMPANY 
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Survey  Shows  24 
Scholastic  Stations 

National  Committee  Reveals 
Radio  Education  Findings 

THE  FIRST  comprehensive  and 
constructive  survey  of  the  opera- 
tion of  radio  stations  and  use  of 
radio  for  education  by  land-grant 
colleges  and  state  universities,  just 
published  by  the  National  Commit- 
tee on  Education  by  Radio,  shows 
there  were  24  such  institutions  li- 
censed to  operate  their  own  broad- 
casting stations,  with  powers  rang- 
ing from  100  to  10,000  watts,  when 
the  inquiry  was  completed. 

Three  of  these,  it  is  admitted, 
have  leased  their  facilities  to  other 
interests  (commercial),  namely, 
WAPI,  Alabama  Polytechnic  Insti- 
tute; KUOA,  University  of  Ark- 
ansas, and  KOB,  New  Mexico 
State  College.  A  fourth  is  not 
thus  listed  but  is  known  to  be 
leased  commercially  also,  namely, 
WESG,  Cornell.  Another,  WPSC, 
of  Pennsylvania  State  College,  has 
voluntarily  been  abandoned. 

The  work  largely  of  Tracy  F. 
Tyler,  prepared  under  the  direction 
of  a  joint  survey  committee,  the 
150-page  volume  is  factual  in  the 
main,  and  carries  an  introduction 
by  Dr.  William  John  Cooper,  U.  S. 
Commissioner  of  Education.  It  has 
a  chapter  devoted  to  opinions  so- 
licited from  631  administrators  in 
71  educational  institutions,  which 


FOR  SALE 
STATION  COMPANY 
STOCK 

100%  interest  in  private  cor- 
poration owning  a  modern, 
well  established  500-1000  watt 
broadcasting  plant,  unlimited 
time,  chain  connection  located 
in  center  of  one  of  richest 
trade  territories  in  nation. 
Splendid  opportunity  for 
wholesale  commercial  develop- 
ment by  experienced  interests. 

Price  $35,000  Cash  or  will 
finance  at  $40,000  to  suit  re- 
sponsible parties. 

Address : 

Box  88,  BROADCASTING 


CLASSIFIED 

ADVERTISEMENTS 

Classified  advertisements  in 
Broadcasting  cost  7c  per  word  for 
each  insertion.  Cash  must  accom- 
pany order. 

Forms  close  28th  and  13th  of 
month  preceding  issue. 


 Situations  Wanted 

Young  lady  holding  first  class  radiotele- 
phone license  desires  position  in  broad- 
easting  station.  Experienced  operator  and 
announcer.  Musical  training  and  typist. 
References.  Address  Box  89,  Broadcasting. 

Available,  thoroughly  trained  station 
engineer,  13  years  technical  experience,  in- 
cluding 4  years  with  networks,  2  years 
Government.  Excellent  references.  Salary 
secondary.   Box  90,  Broadcasting. 

Experienced  announcer  -  operator,  at 
present  employed,  wants  to  make  change. 
Good  references.     Box  87,  Broadcasting. 


School  Contest 

PUPILS  of  public,  parochial 
and  private  schools  in  Cuya- 
hoga county,  Ohio,  have  been 
invited  to  submit  essays  on 
what  programs  they  like  best 
by  WHK,  Cleveland.  The 
contest  is  open  only  to  junior 
and  senior  classes.  The  boy 
and  girl  whose  essays  are 
considered  best  will  be  given 
an  expense-free  trip  to  Co- 
lumbus, a  sightseeing  trip 
around  the  state's  capitel^and 
a  visit  to  WHK's  sister  sta- 
tion, WAIU. 


is  particularly  significant  in  that 
the  questions  probe  directly  into 
the  reasons  why  higher  educa- 
tional institutions  do  or  do  not 
broadcast  and  inquire  into  other 
attitudes  of  educators  toward 
broadcasting. 

To  the  question  why  their  insti- 
tutions are  not  now  operating  a 
radio  station,  361  educators  gave 
response  as  follows:  lack  of  funds, 
304  (84  per  cent);  doubt  as  to  edu- 
cational value,  42  (11.6  per  cent); 
feel  broadcasting  not  a  proper 
function  of  the  institution,  13  (3.6 
per  cent);  satisfied  with  commer- 
cial station  cooperation,  90  (24.9 
per  cent);  unable  to  secure  a  li- 
cense, 4  (1.1  per  cent). 

These  figures  alone  would  ap- 
pear to  discount  the  conclusions 
reached  by  Mr.  Tyler  in  a  supple- 
mentary and  highly  opinionated 
brochure  titled  "Some  Interpreta- 
tions and  Conclusions  of  the  Land- 
Grant  Radio  Survey",  in  which  he 
expounds  again  the  National  Com- 
mittee on  Education  by  Radio's 
policy  of  deriding  commercial 
operation  of  broadcasting  stations 
and  demanding  that  the  federal 
government  reserve  frequencies  for 
educational  stations. 

"The  present  exercise  of  au- 
thority over  state  educational  in- 
stitutions by  the  Federal  Radio 
Commission  in  the  allocation  of 
broadcasting  facilities,"  Mr.  Tyler 
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JANSKY  and  BAILEY 

Consulting  Radio  Engineer} 
Commercial  Coverage  Surveys 
Allocation  Engineering 
Station  and  Studio  Installations 

Engineering  Management 
National  Press  Bldg.  Wash.,  D.  C. 


GLENN  D.  GILLETT 

Qonsulting  T^odio  Engineer 
Synchronization  Equipment  Des'ign.  Field 

Strength  and  Station  Location  Surveys 
Antenna  Design       Wire  Line  Problems 

National  Press  Bldg.    Washington,  D.  C. 
N.  Y.  Office :  Englewood,  N.  J. 


RADIO  RESEARCH  CO.,  Inc. 

Broadcast  Station  Engineering 
Instrument  Design  and 
Manufacture 

9th  and  Kearny  Sts.,  N.  E. 
Washington,  D.  C. 


states,  "is  an  invasion  of  the  rights 
of  the  states  to  control  education." 
Mr.  Tyler  insists  on  the  right  of 
any  educational  institution  to  use 
radio,  calls  it  "the  most  economi- 
cal plan"  to  use  facilities  of  com- 
mercial stations  that  serve  states 
adequately,  but  concludes  that 
when  more  time  is  wanted  the  in- 
stitution should  establish  its  own 
station. 

"When  one  of  these  institutions 
has  made  all  the  necessary  prepa- 
rations to  establish  its  own  broad- 
casting station,"  he  declares,  "it 
should  be  mandatory  upon  the  Fed- 
eral Radio  Commission  to  issue  a 
license  and  assign  such  power,  fre- 
quency and  hours  of  operation  as 
may  be  necessary  to  enable  the  in- 
stitution to  render  a  reasonable 
service  to  its  constituents."  What 
should  be  done  with  the  existing 
stations  that  would  inevitably  be 
superseded  by  such  an  influx  of 
educator-stations,  Mr.  Tyler  does 
not  suggest. 


Radio  Free  Speech 

(Continued  from  page  lU) 

with  the  other.  Instead,  to  use  a 
phrase  I  have  often  used  before, 
I  have  thought  of  them  as  twin 
media,  the  one  appealing  to  the 
eyes,  the  other  to  the  ears;  the 
one,  the  printed  word — the  other, 
the  spoken  word. 

"I  do  not  take  issue  tonight  with 
the  great  body  of  clean  newspapers 
in  this  country,  whose  stand  on 
radio,  it  is  very  evident,  is  identi- 
cal with  mine;  they  are  news- 
papers which  use  radio,  and  co- 
operate with  it;  newspapers  fully 
in  line  with  the  progress  and  new 
ideas  of  public  service  which  radio 
presents.  But  there  is  a  phrase, 
'yellow  journalism',  which  is  fa- 
miliar to  every  American  citizen; 
and  unjustified  attacks,  motivated 
by  any  personal  reason  or  resent- 
ment, can  only  be  termed  'yellow 
journalism'.  Radio,  by  presenting 
both  sides,  uncolored,  and  unbiased, 
of  any  question,  combats  and  de- 
fies yellow  journalism.  It  com- 
bats any  influence  or  force,  which 
would  give  the  public  only  one 
side  of  a  question. 

Free  Speech  Medium 

"RADIO  is  the  greatest  advocate 
the  world  has  today  for  freedom 
of  speech.  It  has  brought  you  the 
voice  of  the  President,  the  voices 
of  kings  and  queens  of  other  lands; 
it  has  brought  you  the  voices  of 
great  teachers  and  scientists,  the 
voices  of  adventurers  and  explor- 
ers, of  great  leaders  in  every  phase 
of  man's  development.  Radio  has 
brought  into  your  homes  discus- 
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sions  of  every  topic  of  public  in- 
terest. Radio  is  the  first  to  bring 
news  of  impending  danger,  the 
first  to  bring  word  of  relief.  It 
is  a  vital  voice,  in  every  home; 
not  merely  a  means  of  music  and 
entertainment  and  advertising,  but 
much  more  than  that. 

"It  is  your  direct  wire  into  the 
hearts  of  your  fellow  man  .  .  . 
the  instrument  by  means  of  which 
millions  of  United  States  citizens 
are  kept  closely  in  touch  with  each 
other;  by  which  the  United  States 
is  kept  in  close  touch  with  other. 
nations  of  the  world.  //  there  is 
any  fair-minded  medium  in  the 
world  today  it  is  American  radio 
broadcasting — which  offers  equal 
opportunities  to  every  one — which 
does  not  alarm  with  headlines  or 
sway  with  skillful  word,  and 
subtle  editorial  policy — but  is  as 
direct  and  truthful  as  one  man 
talking  directly  to  another  must 
needs  be  .  .  .  Radio  stands  on 
the  record  of  its  own  spoken  word, 
ready  to  give  an  accounting  to  its 
public  at  any  time!" 


Canadian  Reallocation 

(Continued  from  page  12) 

sidered  as  consisting  of  continuous 
sales  talk  referring  directly  to  the 
commodity  or  commodities  handled 
by  the  advertiser,  and  which  is 
broadcast  from  any  station  either  , 
by  itself  or  in  conjunction  with  a 
program  given  for  entertainment 
purposes. 

"The  proportion  of  direct  adver- 
tising permitted  by  the  Commis- 
sion shall  not,  under  any  circum- 
stances, exceed  5  per  cent  of  any 
program  period. 

"The  total  advertising  content 
of  any  program  period  is  to  be 
kept  within  the  5  per  cent  speci- 
fied by  law  whenever  possible,  buty 
the  Commission  will  consider  as 
special  cases,  .  applications  from 
stations  or  advertisers  for  ap- 
proval to  broadcast  programs  in 
which  the  combination  of  direct 
and  indirect  advertising  may 
slightly  exceed  this  figure,  pro- 
vided that  the  nature  of  the  adver- 
tising is  considered  by  the  Com- 
mission to  be  acceptable  to  Ca- 
nadian listeners. 

Leeway  for  Networks 

"THE  COMPLETE  continuities 
for  all  such  programs,  including 
the  advertising  content,  shall  be 
individually  submitted  to  the  Com- 
mission for  approval,  and  shall  be 
individually  approved  by  the  Com- 
mission before  the  program  is 
broadcast  from  any  Canadian  sta- 
tion." 

This  interpretation  give's  a  cer- 
tain leeway  to  some  of  the  net- 
work broadcasts  which  have  been 
entering  Canada  through  affiliated  ^ 
outlets  in  the  Dominion.  Both  NBC 
and  the  CBS  have  made  arrange- 
ments with  the  Commission  for  the 
further  broadcasting  of  programs 
in  Canada,  commercial  and  sus- 
taining, and  a  satisfactory  ar- 
rangement has  been  reached  re- 
garding advertising  content.  A 
reciprocal  agreement  has  also  been 
made  for  sustaining  chain  broad- 
casts and  Commission  broadcasts, 
thus  allowing  some  of  the  best  ( 
hours  in  the  United  States  and  the 
Dominion  to  be  put  on  networks 
in  both  countries. 
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DEPRESSION  NOTES  . . . 

A  Station  Is  Known  By  The  Accounts  It  Keeps! 

In  the  six  months  period  between  Sept.  1,  1932,  and  March  1,  1933,  80%  of 
W-G-N's  clients  have  either  renewed  or  extended  their  contracts  for  broadcasts 
over  The  Chicago  Tribune  Station.  This  is  the  highest  published  renewal  Figure 
that  has  been  called  to  our  attention.  Seasonal  advertisers,  of  course,  did  not 
renew  during  this  period. 

A  Station  Is  Known  By  The  Programs 
It  Nurtures  To  Chain  Proportions! 

Thirty  broadcasts  each  week  are  produced  by  W-G-N  for  both  the  CBS  and 
NBC  networks, — and  W-G-N  is  not  a  "key"  station!  W-G-N  is  not  sold  by 
either  chain  as  an  originating  station — we  produce  only  resident  programs 
when  demanded  by  the  advertiser.  Local  success  has  prompted  our  clients  to 
increase  appropriations  to  expand  to  network  broadcasts! 

A  Station  Is  Known  By  The  Company  It  Keeps! 

Despite  the  tendency  of  some  advertising  media  to  wink  at  standards  and  pol- 
icies during  times  of  business  stress,  W-G-N  has  faithfully  kept  the  banner 
high.  You  need  never  be  ashamed  of  your  neighbors  on  W-G-N!  Thousands 
of  dollars  in  revenue  have  been  refused  by  W-G-N— from  accounts  and  prod- 
ucts that  are  not  W-G-N  caliber.  Also,  W-G-N  has  never  accepted  a  penny 
for  political  talks — even  in  a  presidential  and  a  depression  year.  It  hurts  the 
pocketbook — but  it  pays  in  the  end,  in  our  standing  with  the  audience  and 
with  the  chain  and  local  advertisers  who  insist  on  W-G-N. 

r  AN  INDEPENDENTLY  OWNED  STATION  AFFILIATED  WITH  C-B-S 


NATIONAL  PRESTIGE  ....  SUPERIOR  PROGRAMS  ....  25,000  WATTS  POWER  .    .  .  CLEAR  CHANNEL  ....  INTENSIVE  ZONE  7  COVERAGE 
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Type  UZ— 4210 
Transcription 
Equipment  at 
WCAU.  Photo 
by  William 

M.  RiTTASE 


Transcription 
Turntables 

hy  RCA  Victor 


Announced  Jan»  15 
One  Hundred  in  use 
March  15 


$100 . .  no  need  to  pay  more . .  DANGEROUS  to  pay  LESS ! 


Two  months  ago  the  RCA  Victor  Company  an- 
nounced a  reproducing  equipment  designed  par- 
ticularly for  broadcasting  of  transcriptions.  That 
the  world's  leading  recording  and  reproducing 
laboratories  should  produce  the  finest  equipment 
of  this  kind  yet  developed  was  not  unexpected. 

TRANSMITTER  SECTION 

RCA  Victor  Co.,  Inc. 

(A  Radio  Corporation  of  America  Subsidiary) 

CAMDEN,  N.  J, 

"RADIO  HEADQUARTERS" 


But  the  remarkably  reasonable  price — that  was 
news.  Naturally  some  broadcasters  had  to  be  con- 
vinced. Many  of  them  ordered  a  single  equipment 
to  try.  Not  one  came  back — and  most  of  them 
ordered  one  or  more  additional  units.  Now — 
over  one  hundred  of  these  shipments  in  daily  use 
attest  their  quality  and  reliability. 


New  York:  153  E.  24th  Street 
Chicago:  111  N.  Canal  Street 


San  Francisco:  235  Montgomery  St. 
Dallas:  Santa  Fe  Building 
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SALES  strategy  today  calls  for  selective  selling.  WOR  offers  you  effective  coverage  and  com- 
You  must  make  every  shot  count.  This  you  plete  acceptance  for  your  radio  advertising  in 
can  do  by  concentrating  on  your  best  markets.  the  entire  New  York  Metropolitan  area  with- 
Start  by  concentrating  on  Market  Number  1—  out  costly  excess  coverage  — at  an  astonish- 
the  New  York  Metropolitan  area!  m  A  M^pi^W^  'ns'y  'ow  cost  per  potential  lis- 
Here  you  can  secure  maximum  sales  ^m^mm  |U  tener. 
results  from  every  dollar  you  invest.  ^^^^1^^  Investigate! 
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EARNSHAW.  YOUNG,  INC. 
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714  WEST  TENTH  STREET 


ADVERTISING 


April  10,  1935 


Mr.  Warwick  S.  Carpenter, 
Broadcasting  Publications,  Inc., 
29  East  De  La  Guerra, 
Santa  Barbara,  California. 

Dear  Mr.  Carpenter: 

As  you  know,  we  have  used  Broadcasting  for  ad- 
vertising purposes  to  interest  prospective 
sponsors  of  radio  programs  in  our  production  of 
radio  plays,  and  naturally  other  advertising 
agents  and  advertising  managers  see  these  ad- 
vertisements and  as  they  have  asked  us  v;hy  we 
use  this  medium,   I  thought  you  might  be  in- 
terested in  the  reasons  therefor. 

The  reason  is  quite  simple.    IVe  tabulated  the 
replies  received  giving  reference  to  Broad- 
casting, and  those  received  giving  reference 
to  another  periodical  that  we  used  at  the  same 
"time,   and  found  that  the  number  of  replies  re- 
ceived through  the  medium  of  Broadcasting  was 
eight  times  that  of  the  other  periodical. 

Can  you  wonder,  therefore,  that  we  are  again 
using  your  periodical  of  April  1st  for  the 
purpose  of  acquainting  prospective  sponsors 
and  advertising  agents  that  our  production 
"Growin'  Up"  is  available  for  territory  East 
of  the  Mississippi  River, 

Very  truly  yours, 

EARNSHAW-:iinO!IG,  I 


Production  Manager 


R.E.Messer 
EF 
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TfCei  PLAINLY  MARHED 


WSM  Nashville  has  just  one  low  rate.    It  applies  to 


all,  under  all  circumstances.    There  is  no  '*  local " 


rate.    There  are  no  secret  rebates  or  discounts  or  con- 


cessions of  any  kind.     WSM's  coverage,  popularity 


and  actual  results  for  advertising  make  it  the  biggest 


buy  in  radio  today.    So  it  is  shrewd  to  buy  WSM, 


Nashville,  but  you  don't  have  to  be  shrewd  to  buy  it. 


Owned  and  Operated  by 
The  National  Life  &  Accident  Insurance  Company,  Inc. 
nashville,  tennessee 


EDWARD    PETRY   AND  COMPANY 

Exclusive  National  Representatives 
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"STEAMBOAT  BILL"  finds 

wcco 

The  Best  "PORT   OF   ENTRY"  to   the   Great  Northwest 

Three  times  a  week  this  beloved  radio  character  steams 
into  countless  thousands  of  homes  throughout  the 
Northwest  with  his  good  ship — 

MALT-O-MEAL 

— bringing  happiness  and  health  to  boys  and  girls. 

Campbell  Cereal  Company,  Northfield,  Minnesota,  provides 
the  "cargo"  in  tine  form  of  Malt-O-Meal — "The  delicious 
breakfast  cereal  with  the  toasted  caramel  flavor." 

Rogers  Cr  Smith  Advertising  Agency,  Chicago,  pioneers  and 
leaders  in  Broadcast  Advertising,  supplies  the  "pilot"  and 
"power"  in  a  program  that  has  been  unusually  successfiil. 

WCCO,  Minneapolis-St.  Paul,  offers  the  "best  port  of  entry" 
to  the  homes  of  this  great  territory. 

It's  a  winning  combination 

NORTHWESTERN  BROADCASTING  Inc.,  M  inneapolis.  Mi  nn. 
RADIO  SALES,  INC.,  485  Madison  Ave.,  New  York;  410  N.  Michigan  Ave.,  Chicago 
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A.  P.  and  A.  N.  P.  A.  Declare  War  on  Radio 


Wire  Service  Curtails  Local  News  Broadcasts,  Bans  Nets; 
Publishers  Recommend  Charge  for  Program  Listings 


AN  OPEN  BREAK  between  broad- 
casting and  the  press,  with  news- 
paper publishers  in  general  casting 
aside  entirely  the  proved  fact  that 
they  can  use  radio  cooperatively 
to  their  own  promotional  ends  and 
profit,  appears  to  be  the  design  of 
the  radio  resolutions  adopted  by 
the  Associated  Press  April  24  and 
the  American  Newspaper  Publish- 
ers Association  April  26  at  their 
annual  meetings  in  New  York. 

The  A.P.  resolution,  which  is 
mandatory  upon  the  more  than 
1,000  member  newspapers  whether 
or  not  they  own,  are  corporately 
interested  in  or  are  otherwise  af- 
filiated with  radio  stations,  is  de- 
signed to  curtail  the  use  of  A.P. 
news  and  local  news  of  its  member 
papers  for  broadcasting  purposes. 
•  It  bans  entirely  the  furnishing  of 
news,  even  the  briefest  bulletins, 
to  the  networks. 

The  A.N.P.A.  resolution,  which 
I   is  recommendatory,  declares  that 
'   radio  program  listings   in  news- 
papers are  advertising  and  should 
be  paid  for  as  such.    It  is  fair  to 
assume  that  publishers  will  con- 
tinue handling  this  matter  as  they 
see  fit,  for  the  resolution  is  not 
'  mandatory  and  the  situation  varies 
in  various  cities. 

Other  Services  May  Follow 

THAT  the  United  Press  will  follow 
the  action  of  the  A.P.  seems  a 
foregone  certainty  in  view  of  a 
previous  written  avowal  of  that 
intention  by  Karl  Bickel,  U.P.  pres- 
ident. Whether  the  International 
News  Service,  Hearst  press  asso- 
ciation, will  follow  suit  was  ques- 
tioned in  many  quarters,  but 
earlier  indications  were  that  it 
would,  despite  Mr.  Hearst's  well 
known  friendship  toward  radio  and 
despite  the  local  news  tieups  pi'ac- 
tically  all  of  his  newspapers  have 
with  radio  stations. 

As  Broadcasting  went  to  press, 
it  was  learned  that  local  restric- 
tions on  radio  use  of  U.P.  news 
had  been  ordered,  but  their  nature 
was  not  made  known  at  the  time. 
U.P.,  along  with  A.P.  and  I.N.S., 
has  not  furnished  news  to  the  net- 
works since  the  November  elections, 
'  though  they  continued  to  permit 
local  broadcasts. 

The  A.P.  resolution,  published  in 
full  text  on  this  page,  besides 
i  barring  chain  broadcasts  of  its 
news  entirely,  limits  local  broad- 
casts to  "brief  bulletins  covering 


A.P.  and  A.  N.  P.  A.  Radio  Resolutions 

A.P.  RESOLUTION 

Be  it  resolved.  That  it  is  the  sense  of  this  meeting  that  the 
Board  of  Directors  shall  not  allow  any  news  distributed  by  The 
Associated  Press,  regardless  of  source,  to  be  given  to  any  radio 
chain  or  chains;  and  be  it  further 

Resolved,  That  no  member  newspaper  of  The  Associated  Press 
shall  be  allowed  to  broadcast  its  local  news  or  news  furnished 
by  The  Associated  Press,  other  than  brief  bulletins  covering 
events  of  major  local,  national  or  international  importance  with 
credit  to  The  Associated  Press  and  the  member  newspaper,  and 
then  only  over  an  individual  radio  station  located  at  or  near  the 
place  of  publication  of  the  member  paper  broadcasting;  and 
be  it  further 

Resolved,  That  it  is  the  sense  of  the  meeting  that  the  Board  of 
Directors  shall  promulgate  at  once  rules  and  regulations  cover- 
ing the  hours  of  such  news  bulletin  broadcasts  so  as  to  distin- 
guish between  morning  and  evening  members,  fix  a  schedule  of 
additional  assessments  to  be  applicable  solely  to  those  member 
papers  which  broadcast  Associated  Press  news,  the  revenue  from 
which  shall  be  applied  to  a  pro-rate  reduction  of  assessments  paid 
by  non-broadcasting  members;  take  all  steps  necessary  to  protect 
the  news  report  of  The  Associated  Press  from  pilfering  or  such 
other  illegal  use  by  radio  news  commentators  or  others;  and 
define  the  meaning  of  "brief  bulletins"  in  conformity  with  the 
text  and  spirit  of  this  resolution;  and  be  it  further 

Resolved,  That  all  resolutions,  heretofore  adopted  by  the  mem- 
bership in  conflict  with  this  resolution,  be  and  the  same  are  here- 
by rescinded  and  declared  null  and  void. 

A.N.P.A.  RESOLUTION 

Whereas  the  daily  programs  of  radio  broadcast  stations  offered 
to  newspapers  for  publication  as  news  matter  are  nothing  more 
nor  less  than  advertising;  and 

Whereas  there  appears  to  be  no  sound  reason  for  the  treatment 
of  such  programs  other  than  as  advertising  matter; 

Therefore  be  it  resolved  that  it  is  the  sense  of  this  association 
that  in  the  future  newspapers  should  not  publish  such  programs 
free  of  charge  and  should  publish  them,  when  offered,  only  as 
advertising  matter,  to  be  paid  for  as  other  advertising  is  paid  for. 


events  of  major  local,  national  or 
international  importance."  It  pro- 
vides that  when  such  local  news 
broadcasting  is  done,  whether  by 
a  member  owning  a  station  or 
simply  using  one,  assessments 
shall  be  levied  pro-rata  on  those 
newspapers  in  order  to  bring  down 
the  assessments  on  non-broadcast- 
ing newspapers.  News  broadcasts 
are  in  no  way  to  be  connected  with 
commercial  programs. 

The  resolution,  introduced  by 
James  G.  Stahlman,  publisher  of 
the  Nashville  Banner  and  presi- 
dent of  the  Southern  Newspaper 
Publishers  Association,  authorized 
the  A.P.  board  of  directors  to  draw 


up  regulations  covering  its  provi- 
sions. The  regulations  limit  bulle- 
tins to  30  words,  excepting  sports 
events,  but  say  nothing  about  as- 
sessments. The  board's  regulation 
resolution  follows  in  full  text: 

Recognizing-  that  any  action  at 
this  time  must  be  tentative,  the  board 
prescribes  the  following  regulations: 

Resolved,  That  Associated  Press 
news  of  major  local,  national  and  in- 
ternational importance  may  be  broad- 
cast only  by  a  member  over  a  broad- 
casting station  located  at  the  place  of 
publication  in  a  brief  bulletin  form  of 
not  more  than  thirty  words  each,  and 
one  bulletin  only  on  any  one  subject. 
Sports  events  need  not  be  subjected 
to  the  thirty-word  or  one-subject  lim- 
itations.    Such     bulletins     shall  be 


broadcast  only  within  the  hours  of 
publication  of  the  member,  with  full 
credit  to  The  Associated  Press  and 
the  member  newspaper  broadcasting. 
[Morning  paper  hours  are  from  4  p. 
m.  to  3:30  a.m.].  Such  broadcast  of 
bulletins  shall  in  no  way  be  connected 
with  commercial  programs;  that  E. 
O.  S.  material,  which  is  not  subject 
to  limited  hours  of  publication,  is  ex- 
cepted, but  such  matters  shall  be  sub- 
ject to  the  thirty-word  limitation. 
And  be  it  further 

Resolved,  That  all  resolutions  here- 
tofore adopted  by  the  board  concern- 
ing broadcasting  inconsistent  with 
this  resolution  be  rescinded. 

That  concerning  the  recommenda- 
tion of  the  membership  that  added  as- 
sessments be  imposed  upon  members 
broadcasting,  this  question,  involving 
many  complications,  is  deferred  for 
further  study. 

In  pursuance  of  its  policy  to  pro- 
tect the  news  reports  of  The  Associ- 
ated Press,  the  suit  now  pending  in 
the  Federal  court  to  prevent  the  un- 
authorized use  by  radio  of  such  news 
reports  will  be  vigorously  prosecuted. 

Networks  Aren't  Worried 

NETWORK  executives  declared 
they  were  not  particularly  con- 
cerned about  the  finally  expressed 
attitude  of  the  A.P.,  inasmuch  as 
they  had  not  been  getting  A.P. 
news  bulletins  since  the  1932  elec- 
tions anyhow.  They  indicated  they 
would  continue  broadcasting  spot 
events  as  heretofore,  using  their 
own  Morse  and  teletype  systems 
for  relaying  news  flashes  gathered 
by  the  newspapermen  who  are  pre- 
ponderant on  their  staff's. 

The  networks  are  not  as  inter- 
ested in  news  bulletins  as  they  are 
in  spot  coverage,  such  as  they 
recently  demonstrated  during  the 
inauguration,  the  banking  crisis, 
the  California  earthquake  and  the 
Akron  disaster.  It  is  to  be  ex- 
pected that  they  will  continue  such 
broadcasts  with  renewed  vigor  in 
the  face  of  the  open  opposition 
of  the  press.  Indeed,  news  has 
regularly  been  carried  over  the 
networks  from  Washington  ever 
since  President  Roosevelt  took  of- 
fice, being  gathered  by  trained  re- 
porters on  the  payrolls  of  the  net- 
works. 

As  for  news  commentators,  a 
high  network  executive  declared 
that  most  of  them  are  working 
reporters  themselves  who  cannot 
come  under  the  A.P.  ban  if  they 
gather  their  news  personally  or 
verify  news  tips  that  come  to  them. 
One  commentator  uses  the  tele- 
phone extensively  to  follow  up  tips 
from  hundreds  of  associates  in  all 
parts  of  the  country. 

News  commentators  were  partic- 
ularly the  target  of  criticism  at 
the  A.P.  sessions.  Roy  W.  Howard, 
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president  of  the  Scripps-Howard 
Newspapers  and  an  official  of  the 
United  Press,  declared  the  prob- 
lem was  not  so  much  the  broad- 
casting of  news  bulletins  as  the 
stopping  of  "news  pilfering"  by 
radio  commentators  whose  words 
could  be  heard  before  newspapers 
were  distributed.  Mr.  Howard  said 
the  U.P.  and  probably  the  I.N.S. 
would  follow  the  course  of  the  A. P. 

From  reports  emanating  from 
the  A. P.  sessions,  it  would  ap- 
pear that  radio  had  few  defenders, 
even  among  the  many  publishers 
owning  or  corporately  interested  in 
radio  stations.  According  to  the 
New  York  Times,  Adolph  S.  Ochs, 
its  publisher  and  an  A. P.  director, 
who  is  neither  directly  or  indi- 
rectly interested  in  broadcasting, 
asserted  his  belief  that  member 
newspapers  should  have  the  right 
to  broadcast  news  on  extraordinary 
occasions  if  they  chose  to  do  so. 
He  said  he  believed  such  bulletins 
on  the  radio  whetted  the  public's 
appetite  for  the  newspaper's  full 
accounts  and  therefore  r  e  al 1 y 
helped  the  newspapers. 

Mr.  Ochs  was  convinced  broad- 
casting could  not  do  the  news- 
papers harm.  While  expressing 
the  belief  that  the  news  gathered 
by  the  A.P.  belonged  to  the  mem- 
bers to  do  with  as  they  saw  fit, 
Mr.  Ochs  was  quoted  in  his  news- 
paper as  suggesting  that  "the 
newspapers  should  not  stick  their 
heads  in  the  sand,"  for  he  said 
that  radio  v/ould  find  a  way  to 
broadcast  news  of  extraordinary 
importance  regardless  of  what  the 
A.P.  decided  to  do. 

Survey  of  A.P.  Members 

THE  A.P.  action  follows  not  only 
a  long  agitation  by  the  anti-radio 
members,  but  may  be  regarded  as 
the  direct  outcome  of  a  survey  con- 
ducted by  its  president,  Frank  B. 
Noyes,  publisher  of  the  Washing- 
ton Star.  Most  of  the  1,197 
American  members  of  the  A.P.  re- 
sponded to  the  referendum.  Ques- 
tions asked  and  a  summary  of  the 
replies  follow: 

1.  Do  you  favor  permitting  broad- 
casting of  brief  A.P.  bulletins  of  news 
of  E.O.S.  (extraordinary  service)  im- 
portance. Yes,  264  representing  week- 
ly aggregate  assessments  of  $38,915. 
No,  768  representing  $99,488. 

2.  Do  you  favor  denial  of  any  A.P. 
news  whatever  for  broadcasting  by 
chains  regardless  of  the  course  adopted 
by  other  news-gathering  agencies? 
Yes,  696  representing  $97,944.  No, 
306  representing  $42,621. 

Do  you  favor  permitting  broad- 
casting by  members  ?  Yes,  433  repre- 
senting $78,813.  No,  577  represent- 
ing $59,977. 

4.  Do  you  favor  limiting  such 
broadcasting  to  bulletins  on  wire 
news,  giving  broader  latitude  on  local 
news?  Yes,  472  representing  $67,757. 
No,  234  representing  $33,001. 

5.  Do  you  favor  making  an  addi- 
tional assessment  on  members  using 
A.P.  reports  for  broadcasting?  Yes, 
604  representing  $64,919.  No,  271 
representing  $54,445. 

Re  Local  Broadcasts 

6.  DO  YOU  favor  denying  members 
permission  to  broadcast  any  news  be- 
longing to  the  A. P.,  whether  wire  or 
local,  disregarding  the  advantages, 
both  financial  and  of  prestige,  that 
would  accrue  to  competing  news  agen- 
cies who  permit  such  broadcasting? 
Yes,  516  representing  $58,937.  No, 
435  representing  $73,471. 

7.  Do  you  favor  requesting  the 
board  of  directors,  using  its  best 
judgment,  to  decide  on  the  wise  course 
to  be  pursued,  unhampered  by  the 
1925   resolution   of   the  membership? 


Yes,  650  representing  $90,471.  No, 
273  representing  $36,448. 

8.  Does  your  newspaper  do  any 
news  broadcasting?  Yes,  223  repre- 
senting $63,474.  No,  826  representing 
$78,054. 

9.  Do  you  subscribe  to  any  com- 
peting news  service?  Yes,  345  repre- 
senting $76,141.  No,  720  represent- 
ing $62,924. 

An  additional  question  was  asked 
based  on  a  resolution  of  Utah- 
Idaho  members  of  the  A. P.,  pro- 
posing that  the  A.P.  cancel  the 
membership  of  any  member  that 
furnishes  any  news  matter  what- 
ever to  radio  chains  or  stations. 
This  brought  a  vote  of:  Yes,  436 
representing  $34,690.  No,  515  rep- 
resenting $86,614. 

Reconciliation  Impossible 

RADIO  was  the  principal  topic  at 
the  A.N. P. A.  convention,  where 
arguments  pro  and  con  on  the 
broadcasting  of  news  and  the  pub- 
lication of  radio  schedules  occupied 
many  hours.  It  was  evident  that 
there  could  be  no  reconciling  the 
pro-radio  publishers  and  those  op- 
posed to  radio.  The  former  were 
either  radio  station  operators  them- 
selves or  closely  affiliated  with 
radio,  using  it  as  did  Time  maga- 
zine to  build  readership,  circula- 
tion and  prestige.  The  latter  ap- 
peared largely  inspired  by  the  al- 
leged encroachments  of  radio  ad- 
vertising. 

The  A.N.P.A.  radio  committee, 
while  it  included  some  radio-oper- 
ating publishers,  was  headed  by 
E.  H.  Harris,  publisher  of  the 
Richmond  (Ind.)  Palladium,  who 
charged  radio  with  "cashing  in" 
on  the  added  interest  in  radio  pro- 
grams created  by  newspapers  and 
who  said  that  part  of  the  revenue 
now  going  into  radio  channels  be- 
longs to  the  newspapers. 

His  report  was  adopted  in  full 


By  JOHN  H.  HEINEY 
Iowa  Broadcasting  Co. 
Subsidiary  of  Des  Moines 
Register  and  Tribune 

THE  NEWSPAPER  right  hand 
knows  what  the  radio  left  hand  is 
doing  out  in  Des  Moines.  And  the 
arrangement  is  returning  substan- 
tial profits  to  both  the  Des  Moines 
Register  and  Tribune  Co.  and  its 
subsidiary,  KSO,  operated  by  the 
Iowa  Broadcasting  Co. 

The  studios  of  KSO  were  moved 
to  Des  Moines  atop  the  Register 
and  Tribune  building  from  Cla- 
rinda  last  November.  From  the 
first  day  the  station  has  been  util- 
ized practically  and  deftly  as  a 
promotion  agency  for  the  two 
newspapers;  and  the  papers  have 
equally  well  promoted  the  several 
stations  owned  by  the  broadcast- 
ing company— KSO,  WIAS,  Ot- 
tumwa,  and  KWCR,  Cedar  Rapids. 

Act  in  Bank  Crisis 

WHEN  the  banking  situation  re- 
cently became  tense  over  the  state, 
KSO,  with  its  sister  stations, 
WIAS  and  KWCR,  hooked  up  as 
a  network  to  present  a  15-minute 
talk  by  the  state  banking  commis- 


along  with  the  resolution  published 
elsewhere  in  this  issue,  but  it  is 
fair  to  assume  that  many  news- 
papers will  disregard  the  A.N.P.A. 
recommendations.  Regarding  the 
broadcasting  of  news,  the  Harris 
report  stated : 

Harris  Report  Text 

"FIRST,  that  this  association  should 
protest  against  the  selling  or  giving 
away  of  news  in  advance  of  publication 
by  national  organizations,  in  as  much 
as  such  news  is  gathered  largely 
through  the  efforts  of  newspapers 
which  pay  a  large  part  of  the  cost  of 
its  collection.  The  publishers  have 
recognized  property  rights  in  such 
news  and  such  rights  should  neither 
be  destroyed  nor  injured. 

"Second,  that  all  news  bulletins,  in 
fairness  to  the  newspapers,  should  be 
in  the  briefest  form  and  prepared  to 
whet  the  appetite  of  the  listener  for 
more  news  to  be  obtained  through 
the  newspapers,  and  the  credit  for 
the  broadcasting  of  national  and  in- 
ternational news  should  be  given  to 
all  newspapers  of  the  United  States, 
and  the  message  accompanying  the 
broadcast  should  state  that  it  is  done 
in  the  interest  of  the  listening  public 
and  through  the  cooperation  of  all 
newspapers. 

"Third,  that  all  newspapers  which 
own  or  are  affiliated  with  broadcast- 
ing stations  be  requested  and  urged  to 
limit  news  items  classed  as  local  news 
to  bulletins  of  the  briefest  form  in 
order  that  no  newspaper,  owning  or 
affiliated  with  the  broadcasting  sta- 
tion, will  broadcast  to  the  detriment 
of  non-affiliated  newspapers  within 
listening  distance  of  that  station. 

"Fourth,  continue  a  committee  pro- 
posed in  the  resolution  adopted  by  the 
board  of  directors  of  the  A.  N.  P.  A., 
Dec.  6,  to  receive  suggestions  and 
complaints  from  publishers. 

"Fifth,  that  the  proprietary  rights 
of  a  newspaper  in  the  news  which  it 
gathers  or  for  which  it  pays  is  one  of 
its  most  valuable  assets  and,  there- 
fore, this  asset  should  be  preserved  at 
all  costs  by  legal  action  in  cases  of 
news  piracy." 


sioner.  The  news  broke  early  in 
the  morning  and  the  commission- 
er's message  was  on  the  air  by  7 
o'clock. 

This  joint  action  of  the  papers' 
promotion  department  and  the  sta- 
tions actually  sold  newspapers  in 
startling  numbers.  It  was  respon- 
sible for  more  copies  of  the  Reg- 
ister than  of  the  Cedar  Rapids 
papers  being  sold  in  Cedar  Rapids 
that  day. 

A  new  feature  in  the  Des  Moines 
papers  is  usually  introduced  the 
night  before  its  appearance  by  a 
radio  playlet.  When  a  new  serial 
is  to  be  started  in  the  news  col- 
umns, a  short  sketch  is  produced 
at  KSO  dramatizing  the  first  in- 
stallment. Carrier  salesmen  listen. 
At  the  close  of  the  sketch  an  an- 
nouncement is  read  to  the  effect 
that  "the  carrier  salesman  will  be 
at  your  door  tonight  to  see  you — 
if  you  enjoyed  this  first  install- 
ment of  the  new  serial  you  will 
want  to  read  those  to  follow",  etc. 
From  one  broadcast  1,500  new  sub- 
scriptions were  obtained  by  the 
Register  in  one  evening. 

The  station  is  also  used  to 
{Continued  on  page  29) 


Food  and  Drug  Ads 
Discussed  at  Parley 

A.N. A.  Approves  in  Principle 
Deceptive  Copy  Guards 

SUGGESTIONS  for  revision  of  the  . 
Food  and  Drugs  Act,  to  make  it  I 
unlawful  to  advertise  such  prod-  j 
ucts  so  as  to  deceive  the  public, 
were  offered  to  the  Department  of 
Agriculture  by  representatives  of 
the  trade  and  by  officers  of  asso- 
ciations of  broadcasters,  publishers 
and  advertisers  at  conferences  held 
April  27,  28  and  29.    The  sessions 
were  called  by  Assistant  Secretary 
of  Agriculture  R.  G.  Tugwell,  and 
were  held  behind  closed  doors. 

Dr.  Tugwell  said  that  for  the 
last  few  weeks,  when  it  has  been  I 
known  that  a  revision  of  the  act 
was  under  consideration,  sugges-  | 
tions  have  been  pouring  into  the 
department.  ' 

"Our  discussions  in  the  depart-  i, 
ment,"   said   Dr.   Tugwell,  "have 
covered  practically  every  phase  of 
remedial  action  to  improve  an  act 
which  is  generally  admitted  to  be 
inadequate  at  present  for  the  pro-  ' 
tection  of  consumers.    So  far  these  i 
ideas  have  not  progressed  to  a 
point  of  adoption.    The  opinions  of 
various   groups   directly   or  indi- 
rectly interested  will,  we  expect, 
expedite  the  production  of  a  draft  • 
that  will  be  most  practicable  and  ' 
that  will,  at  the  same  time,  accom- 
plish the  degree  of  consumer  pro- 
tection we  want." 

Radio  Represented 

AMONG  those  who  attended  the 
discussions  were  Philip  G.  Loucks, 
NAB  managing  director,  and  offi- 
cials of  the  A.A.A.A.,  A.F.A.  and 
A.N.P.A. 

Proposed  legislation  whereby  a 
food  or  drug  product  would  be  de- 
clared misbranded  if  falsely  adver- 
tised so  as  to  deceive  or  mislead 
the  purchaser  was  approved  in 
principle  by  the  Advertising  Re- 
view Committee  created  by  the 
A.N.A.  and  the  A.A.A.A.  at  a  meet- 
ing in  New  York  10  days  ago. 

The  committee  said  it  was  in 
full  sympathy,  in  principle,  with 
the  proposed  legislation  with  the 
understanding : 

"That  such  amendment  be  drawn 
along  simple  and  broad  lines,  per- 
mitting of  a  flexible  interpretation; 

"That  the  present  liability  for  in- 
fraction under  the  law  which  attaches 
to  the  vendor  be  retained  without  ex- 
tending liability  to  a  publisher  or  ad- 
vertising  agency   involved    (to   avoid  \% 
penalizing  parties  not  finally  respon-  j 
sible  nor  always  in  full  possession  of  ^ 
the  facts)  ; 

"That  no  form  of  government  _ap-  j!| 
proval  of  advertisements  be  required  pj 
in    advance    of    being    published    (to  ["' 
avoid   an   impractical   and  impossible  ' 
burden  upon  the  timely  publication  of  i 
advertising) ; 

"That  violation  of  the  amendment  \ 
governing  advertising  should  not  incur  ;i; 
the  penalty  of  product  seizure  now  ij 
imposed  by  the  present  act  under  |i- 
Section  10,  where  the  product  itself  i 
and  its  label  comply  with  the  law;  , 

"That  a  constructive  administration  \ 
of  the  amendment  be  provided,  which  I 
will  discourage  offenders  without  ham- 
pering or  obstructing  legitimate  ad-  i 
vertising  and  a  reasonably  persuasive 
advertising  appeal  to  the  public. 

"The  committee  felt  that  such  an  ! 
amendment   to  the   Food   and  Drugs  I 
Act  would   be  in  harmony  with  its 
own  organized  purpose  to  make  na-  k 
tional  advertising  a  reliable  servant 
of  the  consumer." 


Cooperative  Promotion  of  Press,  Radio 
Returns  Substantial  Earnings  to  Both 
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Life  Insurance  Program  Keeps  Public  Fit 


By   GAR  YOUNG 

7,000  Join  "World's  Largest  Gym"  Class  Each  Month; 
Commercialism  Barred  on  8-Year-Old  Feature 


"O  Lord,  Our  God, 
Be  Thou  Our  Guide, 
That  By  Thy  Help 
No  Foot  Shall  Slide." 

THESE  are  the  words  that  are  set 
to  the  notes  of  the  Tower  Health 
Studio  Chimes,  tuned  and  synchro- 
nized with  the  Metropolitan  Life 
Insurance  Company's  Tower  bells 
— 27  stories  above  Madison  Square, 
New  York.  While  many  do  not 
know  the  words  to  these  famous 
chimes,  millions  of  daily  morning 
exercisers  set  their  watches  by  the 
single  note  that  follows  the  chimes 
at  7  and  again  at  8  a.m. 

This  six-day-a-week  habit  of  mil- 
lions of  men  and  women  precedes 
their  dash  for  the  8:11  train,  for 
buses,  for  subways  or  to  the  ga- 
rage to  get  the  family  car  headed 
cityward,  and  to  work — refreshed 
and  invigorated  by  the  Metropoli- 
tan's setting-up  exercises  that  have 
come  to  American  homes  for  more 
than  eight  consecutive  years. 

Arthur  Bagley,  director  of  the 
Tower  Health  League  Exercises, 
gives  his  cheery,  sparkling  greeting 
— "Good  morning,  good  friends" — 
and  starts  off  the  "World's  Largest 
Gym  Class"  at  6:45  a.m.  every 
weekday  morning  from  the  Metro- 
politan's studio  in  the  Tower. 
Grouches  are  cured,  early  morning 
hours  are  sweetened,  millions  are 
sent  on  their  way  up  the  street 
feeling  better  fitted  both  physically 
and  mentally  because  of  the  be- 
fore-breakfast  contact  with  the 
Metropolitan  Life  Insurance  Co. 

Over  2,500  Broadcasts 

FOR  EIGHT  solid  years  over 
WEAF  and  others  of  the  Red  net- 
work, the  Tower  Health  League 
Exercises    have   begun   the  day's 


PROBABLY  the  foremost  example  of  institutional 
service  via  radio,  which  obviously  creates  extensive 
good  will  for  the  sponsor's  thousands  of  insurance 
agents,  is  the  Tower  Health  League  Exercises  broad- 
cast weekday  mornings  on  an  NBC-WEAF  network 
under  the  direction  of  Arthur  Bagley,  "the  dean  of 
continuous  daily  broadcasters".  The  program  is 
entering  its  ninth  year  with  a  record  of  2,500 
broadcasts  covering  3,500  hours,  receipt  of  1,223,- 
500  letters  and  the  mailing  of  more  than  2,000,000 
pieces  of  health  and  welfare  literature. 


broadcasting  each  weekday  morn- 
ing. Since  the  initial  program  in 
March,  1925,  more  than  2,500  of 
these  broadcasts  have  carried,  in 
excess  of  3,500  hours.  Seven  sta- 
tions of  the  NBC-WEAF  network 
have  been  added.  They  are:  WCAE, 
WEEI,  WGY,  WBEN,  CKGW,  WFI 
and  WRC.  There  are  four  "gym 
classes"  at  6:45  a.m.,  7  a.m.,  7:20 
a.m.,  and  7:45  a.m.,  EST. 

The  late  Robert  Lynn  Cox,  vice 
president  of  Metropolitan,  con- 
ceived the  idea  of  using  radio  and 
organized  a  broadcasting  bureau 
which  operates  an  up-to-date 
broadcasting  studio.  He  envisioned 
the  program  as  accomplishing  a 
three-fold  job: 

1.  Serving  others,  based  on  the 
altruistic  ideal  of  improving  the 
health  of  the  nation.  Indirectly, 
of  course,  such  missionary  work  is 
in  the  interest  of  the  owners  of 
Metropolitan's  42,000,000  policies. 

2.  Disseminating  health  informa- 


tion of  a  preventive  sort  in  addi- 
tion to  regular  exercise. 

3.  Making  familiar  the  name  of 
the  Metropolitan  Life  Insurance 
Company  without  commercializing 
the  program  in  any  other  way. 

Letters  Not  Capitalized 

IF  THE  Metropolitan  wished,  there 
is  no  reason  why  it  could  not  capi- 
talize on  the  increasing  nation- 
wide interest  in  radio  programs 
and  use  the  thousands  of  names 
obtained  weekly  as  "prospects"  for 
life  insurance  policies.    But  that 


"ONE-AND-TWO-AND"— Everyone  who  has  visited  New  York  knows 
the  Metropolitan  Tower,  once  the  pride  of  Gotham's  skyscrapers. 
Radio  listeners  everywhere  know  Metropolitan  Life's  Tower  Health 
Exercises  that  emanate  from  its  own  studios  on  the  27th  floor  every 
weekday  morning.  Photo  shows  Arthur  Bagley,  veteran  director,  going 
through  his  routine  to  the  accompaniment  of  Bill  Mahoney's  music. 


has  never  been  the  aim  of  the 
Metropolitan  Insurance  Company 
in  sponsoring  the  Tower  Health 
League  Exercises.  The  Metropoli- 
tan has  leaned  backwards  in  its 
efforts  to  keep  commercialism  out 
of  the  programs.  In  fact,  the 
point  is  emphasized  that  "you 
should  never  hesitate  to  send  in  for 
a  Tower  Health  League  Chart. 
There  will  be  no  solicitation." 
Listeners  apparently  believe  in  this 
frank  statement.  To  the  knowl- 
edge of  Metropolitan  executives, 
no  letter  among  the  1,219,981  re- 
ceived in  over  eight  years  has  ever 
been  used  to  get  new  business. 

Of  course,  examples  of  individual 
initiative  of  Metropolitan  solicitors 
will  be  found.  Some  representa- 
tives, upon  seeing  a  home  with 
an  aerial  on  the  roof,  will  call  and 
leave  a  copy  of  the  Metropolitan 
Cook  Book  or  the  Budget  Book. 
The  Metropolitan  does  not  even 
recommend  this  type  of  approach. 
Its  executives  feel,  in  brief,  that 
the  Tower  Health  League  Exer- 
cises are  separate  and  distinctly 
apart  from  selling  life  insurance 
coverage. 

Bagley  a  Veteran 

ARTHUR  BAGLEY,  described  as 
the  "dean  of  all  continuous  broad- 
casters", entered  his  ninth  year  of 
service  on  April  1,  1933,  and  has 
participated  in  every  one  of  the 
programs  with  the  exception  of 
brief  vacation  periods.  Mr.  Bag- 
ley's  total  time  on  the  air  repre- 
sents approximately  four  months 
of  uninterrupted  broadcasting — 24 
hours  a  day!  For  the  first  two 
years  he  conducted  exercises  for 
two  hours  each  morning  and  in  the 
last  six  years  he  has  held  the  air 
for  an  hour  and  a  quarter  each 
day.  William  Mahoney,  who  plays 
the  piano,  has  been  with  him  for 
the  last  seven  years.  It  is  Bill 
Mahoney's  music  that  keeps  arms 
and  legs  waving  in  proper  cadence. 

Mr.  Bagley's  personality  behind 
the  microphone  "gets  over".  He  is 
an  experienced  physical  director 
and  knows  how  to  conduct  the 
"World's  Largest  Gym  Class".  He 
was  a  physical  director  for  23 
years  and  prior  to  that  time  was 
a  newspaper  reporter.  He  feels 
that  this  valuable  background  has 
helped  him  no  little  in  planning  his 
daily  programs.  He  radiates  an 
"indefinable  something"  that  is  a 
result  of  both  his  personal  phil- 
osophy and  his  business  outlook. 

Romance  of  Radio 

"THERE'S  a  lot  of  romance  in  this 
job,"  he  said.  "Broadcasting  has 
shown  me  that  personal  contacts 
are  not  always  necessary  to  full 
living.  The  contacts  I  have  made 
through  letter-writing  have  been 
the  source  of  immense  pleasure 
and  stimulation  to  me.  Make  no 
mistake  about  radio — it's  not  cold 
and  lifeless.  It  daily  brings  me 
letters  from  people  who  dig  down 
into  their  personal  affairs  and  tell 
me  things  about  themselves  that 
they  would  never  reveal  in  an  in- 
terview. I  sometimes  feel  that  I 
am  touching  America's  pulse  and 
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reaching,  incidentally,  into  the 
homes  of  an  enormous  cross-sec- 
tion of  the  country. 

"The  physical  side  of  broadcast- 
ing is  not  the  only  side.  I  also 
feel  that  I  help  people  to  become 
mentally  stimulated.  I  like  to  be- 
lieve that  I  can  help  to  distract 
listeners'  minds  from  their  every- 
day troubles.  If  a  person  can 
laugh  before  10  o'clock  in  the 
morning,  the  day  is  saved!" 

Although  Arthur  Bagley's  broad- 
casts sound  extemporaneous,  such 
is  not  entirely  the  case.  He  de- 
votes on  the  average  of  four  hours 
to  the  preparation  of  each  75- 
minute  program.  This  does  not  in- 
clude the  time  devoted  to  answer- 
ing his  large  mail. 

Jig-Saw  Continuity 

LOOKING  at  one  of  the  Metro- 
politan continuities,  you  would  be 
struck  with  its  similarity  to  a  jig- 
saw puzzle.  Only  Mr.  Bagley  can 
know  what  the  many  signs,  sym- 
bols and  marks  mean.  Pages  one 
and  four  bear  printed  sections  to 
correspond  with  the  population 
areas  covered  by  the  eight  NBC 
stations.  Beside  each  section  are 
listed  remarks  directly  applicable 
to  listeners  in  those  areas,  short 
one  or  two  sentence  answers  to 
questions  of  general  interest  that 
listeners  write  in  about.  There 
are  marginal  notes  that  are  spark- 
ling examples  of  radio  "copy".  A 
few  examples:  "Aristocrats  of 
health  .  .  .  the  drill  making  better 
health  fashionable  .  .  .  the  daily 
message  of  health,  happiness  and 
long  life  .  .  .  pep-day  class,  lively, 
alert  .  .  .  roses  in  your  cheeks, 
twinkling  eyes,  happy  folks  .  .  ." 
etc. 

Especially  popular  with  Tower 
Health  Leaguers  are  the  daily  bike 
rides  from  city  to  city.  In  a  com- 
paratively few  minutes  a  conti- 
nuity covers  the  intervening  terri- 
tory between  various  points.  These 
"road  maps"  are  so  accurate  and 
true  that  Mr.  Bagley  receives  any 
'  number  of  congratulatory  mes- 
sages from  chambers  of  commerce, 
mayors  and  leading  citizens  thank- 
ing him  for  calling  attention  to 
the  beauties  and  interesting  points 
of  their  localities. 

Mr.  Bagley's  short  closing  an- 
nouncements are  good  examples  of 
terse,  vivid  radio  copy.  A  few 
samples  will  illustrate  the  point: 
"We  hope  you  feel  better  fitted  for 
the  day's  tasks.  The  Metropolitan 
bespeaks  for  you  a  profitable  week- 
end. We  will  look  for  you  Monday 
morning".  And,  "there  you  are, 
happy  people".  "Happy,  healthy 
Tower  Health  Leaguers,  your  Pep- 
Day  Drill  seems  to  have  given  a 
relaxed,  refreshed,  renewed  appear- 
ance. May  the  week-end  bring  to 
you  physical,  mental  and  spiritual 
blessing.    See  you  Monday". 

Mail  Response 

THE  METROPOLITAN  believes 
that  when  it  has  valuable  welfare 
literature  to  send  to  interested 
Tower  Health  League  Exercisers, 
a  mere  mention  of  the  name  of 
the  pamphlet  is  not  sufficient.  The 
script  is  written  to  "sell"  effec- 
tively the  contents  of  each  book 
mentioned  on  the  daily  program 
so  that  the  listener  receives  a  very 
complete  picture  of  just  what  he 
or  she  may  expect  to  receive  when 
writing  in  for  a  copy. 

More  than  50  per  cent  of  the 


CAN  RADIO  SELL  INSURANCE? 

Yes,  Indirectly,  Replies  Executive,  Showing  How  WTIC 
 Backs  Up  Agents  Throughout  Country  


Mr.  Read 


By  DANIEL  A.  READ 
Secretary,  Travelers  Insurance  Co. 

"WHAT  has  Sta- 
tion WTIC  done 
for  The  Travelers 
Insurance  Com- 
panies?" "Is  it 
worth  the  money 
we  have  put  into 
it?" 

These  questions 
you  probably 
would  have  asked 
of  me  some  few 
years  ago  were  you  an  insurance 
official  of  The  Travelers.  And  I, 
constantly  in  touch  with  our  many 
branch  offices  throughout  the 
United  States  and  Canada,  would 
have  told  you,  and  with  enthu- 
siasm, of  the  great  feeling  of  good 
will  and  confidence  which  WTIC's 
voice  inspired  in  thousands  of 
Travelers  agents  located  hundreds 
of  miles  away  from  the  home  office. 

Yes,  you  would  have  asked  me 
questions  such  as  these  rather  cri- 
tically a  while  ago;  but  today  you, 
like  myself,  are  sold  on  the  tre- 
mendous advantage  an  insurance 
company  holds  over  competitive 
institutions  when  it  operates  a 
high-powered  station  of  its  own, 
especially  if  that  insurance  com- 
pany spreads  its  business  tentacles 
over  a  vast  area. 

WTIC's  Purpose 

"HAS  RADIO  sold  any  insur- 
ance?" Rather,  the  question  should 
be,  "Has  it  sold  any  policies  di- 
rectly?" I  do  not  know  and, 
frankly,  I  do  not  care.  Funda- 
mentally, an  insurance  policy  in- 
volves a  high  degree  of  personal 
salesmanship  and  this  in  itself  pre- 
cludes any  substantial  selling  of 
insurance  a  la  mail  order.  Long 
ago  we  came  to  the  conclusion  that 
WTIC  must  stand  as  a  symbol  of 
public  service — unfaltering  as  the 
beacon  which  shines  nightly  with- 
out fail  from  the  Travelers  Tower. 


We  do  not  believe  in  making  WTIC 
a  vocal  battering  ram  for  high 
pressure  sales  talks  on  insurance. 

I  like  to  think  of  an  insurance 
company  as  a  family  doctor — the 
old-fashioned,  practical,  high- 
minded  physician  whose  only  con- 
cern was  the  welfare  of  his  pa- 
tients and  who  gave  not  only  of 
his  knowledge  and  science  but  of 
his  heart. 

Every  pei'son  who  may  read  this 
article  I  am  sure  will  agree  with 
me  when  I  say  that  we  all  like  to 
have  our  policies  with  an  insurance 
company  that  is  strong,  safe  and 
secure — a  true  pillar  of  stability. 
An  insurance  policy  is  an  indica- 
tion of  your  confidence  in  the  com- 
pany that  issued  it. 

Paves  Way  for  Agents 

WE  of  The  Travelers  feel  that 
WTIC  helps  make  the  name  well 
known.  Every  half-hour  the  fol- 
lowing announcement  is  broad- 
cast:  "Station  WTIC,  Hartford, 
Connecticut,  The  Travelers  Insur- 
ance Companies."  On  a  number  of 
occasions  when  touring  I  have 
given  my  address  as  Hartford. 
"Oh,  WTIC!"  was  the  comment. 
And  when  I  have  mentioned  that 
I  was  connected  with  the  company 
operating  WTIC,  a  feeling  of 
friendliness  greeted  me. 

In  other  words,  the  good  will 
which  has  been  built  up  in  people's 
minds  by  listening  to  WTIC  was 
immediately  extended  to  members 
of  The  Travelers  organization. 
And  especially  has  it  benefited 
Travelers  agents  when  interview- 
ing prospective  buyers  of  insur- 
ance. It  has  helped  "break  the 
ice"  during  those  first  few  mo- 
ments of  an  interview,  upon  which 
success  or  failure  so  often  depends. 

Again,  radio  may  not  be  as  ideally 
suited  to  the  sale  of  insurance  as 
it  is  to  cigarettes,  collars,  tooth- 
pastes, scouring  powders  and  shav- 
ing creams. 

We  can  disseminate  information, 
{Continued  on  page  25) 


letters  received  have  as  their  sub- 
ject common  human  ills:  colds, 
overweight  and  underweight;  20 
per  cent  concern  diet;  20  per  cent 
are  about  children  and  about  10 
per  cent  can  be  classified  only  as 
miscellaneous.  So  heavy  is  the 
physical  director's  daily  mail  that 
it  is  necessary  to  employ  a  staff 
of  eight  to  handle  it.  Even  that  is 
occasionally  insufficient  and  there 
have  been  as  many  as  twenty  per- 
sons working  on  the  mail  at  one 
time.  It  depends  upon  the  period 
of  the  year.  More  people  take  ad- 
vantage of  the  Tower  Health 
League  Exercisers  in  the  winter 
time.  The  mail  averages  nearly 
500  letters  on  each  working  day. 
As  high  as  1500  have  been  received 
on  some  days. 

The  number  of  letters  received 
from  April,  1925,  through  April 
12,  1933,  totalled  1,223,500,  and  the 
total  of  Health  Charts  mailed  dur- 
ing the  same  period  was  996,593; 
welfare  literature  mailed  out  to- 
talled 1,201,490  pieces. 

The  significant  fact  in  con- 
nection with  these  figures  is  the 


number  of  Health  Charts  mailed. 
This  figure  of  7,029  for  this  typical 
month  very  probably  represents 
new  listeners.  How  many  radio 
programs  on  the  air  know  that 
after  eight  solid  years  of  75  con- 
tinuous minutes  of  broadcasting 
each  day,  six  days  a  week — 7,000 
are  joining  its  audience  every 
month?  Here  is  proof  of  the  pop- 
ularity of  Metropolitan's  setting- 
up  exercises.  Conversely,  such  sus- 
tained popularity  proves  that  the 
program  planning  inust  be  right 
and  that  Arthur  Bagley  is  filling 
a  need  in  American  lives. 

Who  writes  these  letters  ?  In 
the  first  place,  we  know  that  they 
are  not  just  typical  "fan"  notes 
with  which  the  majority  of  radio 
stations  are  deluged.  A  more  seri- 
ous tone  is  carried  throughout  a 
majority  of  the  letters.  Practi- 
cally all  have  some  word  of  praise 
for  Mr.  Bagley  and  the  job  he  is 
doing  for  Metropolitan  Life.  House- 
wives by  the  thousands  say  they 
are  "keeping  more  fit  by  keeping 
down  the  waistline".  Letters  reach 
Metropolitan  from  all  walks  of  life. 


Networks  Report  Gains 
For  March  Time  Sales 

MARCH  revenues  from  time  sales 
by  NBC  and  CBS  showed  a  sub- 
stantial increase  over  preceding 
months  of  this  year,  reaching  the 
aggregate  amount  of  $3,004,121  as 
compared  to  $2,633,362  in  Febru- 
ary and  $2,804,082  in  January. 
But  the  figure  is  still  very  much 
under  the  March,  1932,  total  of 
$4,300,833,  according  to  National 
Advertising  Records. 

NBC  in  March  had  a  revenue  of 
$1,997,463,  which  compares  with 
$2,864,783  in  March,  1932.  CBS 
the  same  month  had  a  revenue  of 
$1,006,658,  which  compares  with 
$1,436,050  in  March,  1932. 

Practically  all  classifications  of 
advertisers  showed  reduced  expen- 
ditures from  March,  1932,  but  the 
lubricants  and  petroleum  products 
class  increased  more  than  twofold 
from  $425,104  to  $905,016  on  the 
two  networks,  while  radios,  phono- 
graphs and  musical  instruments  in- 
creased from  $78,877  to  $147,242. 


Forhan's  Uses  Spot 

ZONITE  Products  Corp.,  New 
York  (Forhan's  toothpaste)  re- 
turns to  the  air  May  1  after  a 
three-year  lapse  for  a  test  cam- 
paign over  WOR,  WBBM  and 
KNX,  in  a  transcription  series 
placed  by  McCann-Erickson 
through  Scott  Howe  Bowen,  Inc. 
Five  episodes  will  be  given  each 
week  from  Monday  to  Friday  at 
7:30  p.m.  DST.  To  run  for  13 
weeks,  the  series  features  a  drama- 
tization of  the  Count  of  Monte 
Cristo,  produced  by  Earnshaw- 
Young,  Los  Angeles.  If  success- 
ful, it  will  be  placed  nationallj'.  ■ 


Hearst  Series  to  SHB 

SCOTT  HOWE  BOWEN,  Inc.  has 
taken  over  for  the  Hearst  news- 
papers the  production  of  the  series 
dramatizing  features  selected  from 
the  American  Weekly.  Largely  an 
exchange  proposition  between  the 
newspapers  and  stations,  the  pro- 
gram will  be  placed  once  a  week 
during  the  summer  and  twice  a 
week  in  the  fall.  About  130  sta- 
tions will  be  used,  with  the  pro- 
duction in  charge  of  Edward  By- 
ron, recently  named  SHB  produc- 
tion manager. 


23  Get  Oil  Account 

BARNSDALL  REFINERIES,  Inc., 
Tulsa,  Okla.  (B  Square  Oil  Prod- 
ucts) is  using  transcriptions  titled 
"Barnsdall  Balladeers"  on  23  mid- 
dle westei-n  stations.  Placed 
through  Scott  Howe  Bowen,  Inc., 
the  programs  were  produced  by 
Betty  Van  Deventer  in  the  studios 
of  Byers  Recording  Laboratory, 
New  York.  They  feature  Lou 
Katzman's  orchestra,  Veronica 
Wiggins  and  the  Rondeliers  quar- 
tet. 


Fetry  Adds  Two 

ADDITION  of  WOAI,  San  An- 
tonio, and  KVOO,  Tulsa,  is  an- 
nounced by  Edward  Petry  &  Co., 
radio  station  representatives, 
bringing  to  20  the  total  number 
of  stations  represented  by  the 
company. 
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^Buck  Rogers'  Stirs  Imagination^  Sells 

Designed  For  Children,  Serial  Has  Many  Adult  Patrons ; 
Huge  Response  Leads  to  Doubling  of  Outlets 


Mind  Reading  in  2433  A.D. — A  Scene  from  Buck  Rogers 


RADIO  has  dipped  a  pen  into  the  future  in  the  "Buck  Rogers  in  the 
Twenty-fifth  Century"  program,  now  heard  over  ten  CBS  stations,  and 
the  sponsor,  the  Kellogg  Co.,  has  reaped  large  returns  as  shown  by  the 
thousands  of  requests  for  the  "Buck  Rogers"  booklet,  each  one  accom- 
panied by  a  Kellogg  package  top.  The  serial  made  its  debut  last  No- 
vember, and  by  February  the  tremendous  response  led  the  sponsor  to 
double  the  number  of  stations  used.  For  direct  promotion,  grocers  are 
being  supplied  with  striking  display  material  featuring  the  program. 
N.  W.  Ayer  &  Son,  Philadelphia,  handles  the  account.  The  program  is 
one  of  two  children's  programs  recently  approved  by  the  Scarsdale 
(N.  Y.)  Parent-Teachers  Association. 


I  By  EARL  J.  FREEMAN 

V.  P.  in  Charge  of  Advertising 
The  Kellogg  Company 
Battle  Creek,  Mich. 

"BUCK  ROGERS  in  the  Twenty- 
fifth  Century",  the  radio  feature 
sponsored  by  the  Kellogg  Com- 
pany, is  an  unusual  program  for 
a  number  of  reasons.  In  the  first 
place,  while  designed  primarily  for 
children,  its  stirring  episodes  and 
appeal  to  the  imagination  have  at- 
tracted a  host  of  adult  followers. 
In  the  second  place,  while  filled 
with  thrilling  adventures  and  hair- 
breadth escapes,  it  is  free  from 
features  which  have  brought  down 
upon  many  adventure  programs 
the  criticisms  of  mothers  and 
teachers. 

The  story  concerns  a  young  man. 
Buck  Rogers,  a  famous  pursuit 
pilot,  20  years  old  when  the  World 
War  ended.  Engaged  in  surveying 
the  lower  levels  of  an  abandoned 
mine  near  a  large  city,  he  is 
trapped  by  a  cave-in  and  over- 
come by  a  curious  and  unidentified 
radio-active  gas.  Centuries  later  a 
shifting  of  the  strata  once  more 
lets  air  into  the  abandoned  work- 
ings. Buck,  in  all  his  original 
youth  and  vigor,  awakens  from  a 
state  of  suspended  animation  and 
emerges  from  the  mine  to  find 
himself  in  an  utterly  strange 
world — the  super  -  scientific  world 
of  the  twenty-fifth  century. 

Sound  Effect  Problems 

IN  THIS  WORLD,  to  which  Buck 
at  first  finds  it  difficult  to  adjust 
himself,  rocket  ships  zoom  between 
the  earth  and  the  planets  at  in- 
credible speeds.  Jumping  belts 
enable  their  wearers  to  cover  dis- 
tances of  90  feet  with  a  single, 
almost  effortless  leap,  rendering 
aircraft  and  other  vehicles  large- 
ly unnecessary  except  for  great 
speed  or  covering  great  distances. 
Many  of  the  cities  are  in  reality 
one  huge  building  spreading  for 
miles;  with  mazes  of  thorough- 
fares, internal  corridors  and  ex- 
ternal galleries,  along  which  shoot 
amazingly  controlled  floating  cars. 

One  of  the  chief  problems  which 
those  responsible  for  the  produc- 
tion of  the  program  had  to  solve 
was  that  of  creating  the  sound  ef- 
fects of  the  world  of  the  distant 
future.  Much  the  same  problem 
would  have  been  faced  by  anyone 
in  the  fifteenth  century  who  tried 
to  foresee,  and  picture  by  sound 
alone,  our  roaring  subways,  the 
building  of  one  of  our  giant  sky- 
scrapers, or  the  passing  overhead 
of  a  huge  dirigible.  It  was  neces- 
sary first  to  determine  what  sounds 
would  best  convey  to  the  listener 
the  picture  of  machines  that  ex- 
isted only  in  the  imagination.  It 
then  remained  to  discover  how  to 
create  the  sounds. 

Experiments  Half  Year 

THE  EXPERIMENTAL  work 
lasted  six  months.  At  the  end  of 
that  time  a  whole  series  of  un- 
usual sound  machines  had  been 
developed.    Some  of  them  involved 


ingenious  adaptations  of  devices 
whose  makers  never  dreamed  they 
would  be  put  to  such  a  use.  Others 
were  specially  built,  are  highly 
complicated,  and  are  electrically 
controlled  and  operated.  The  turn 
of  a  dial  produces  the  sound  of 
the  landing  of  a  great  rocket  ship 
or  the  muffled  roar  of  traffic  in  a 
twenty-fifth  century  city. 

The  grip  that  "Buck  Rogers  in 
the  Twenty-fifth  Century"  has  upon 
its  growing  host  of  followers  is 
illustrated  by  what  happened  when 
members  of  the  cast  made  a  per- 
sonal appearance  during  a  radio 
show  held  recently  by  a  large 
Brooklyn  department  store.  After 
a  short  talk  by  Buck  and  the 
others  it  was  announced  that  Buck 
would  sign  photographs  of  the 
cast  and  give  them  away  at  a 
nearby  display  booth.  Then  a  near 
riot  started. 

For  fully  half  an  hour  before 
Buck  was  ready  the  booth  was 
literally  mobbed  by  youngsters 
and  by  many  grown-ups,  too.  As 
the  photographs  were  signed  the 
crowd  pressed  in,  jamming  the 
booth  until  there  was  danger  that 
it  would  be  completely  wrecked. 
When  it  was  all  over,  guards  had 
to  hold  the  crowd  back  to  permit 
Buck  to  edge  his  way  out  of  the 
booth.  Still  the  children  would  not 
leave  the  store,  hoping  to  see  Buck 
once  again  on  his  way  out.  Finally 
he  had  to  escape  by  a  freight  ele- 
vator and  make  a  dash  for  the 
car  waiting  for  him  in  the  street 
below. 

A  similar  personal  appearance 
of  the  cast  at  a  New  York  City 
department  store  a  short  time 
later,  drew  to  the  store  one  of  the 
largest  and  most  enthusiastic 
crowds  of  children  that  had  ever 


gathered  within  its  doors. 

A  survey  was  recently  con- 
ducted by  the  Parent-Teachers  As- 
sociation of  the  Fox  Meadow 
School,  Scarsdale,  N.  Y.,  in  con- 
nection with  the  frequently  heard 
criticism  that  many  children's  pro- 
grams have  an  unfortunate  emo- 
tional effect  upon  their  listeners, 
"shattering  their  nerves,  stimu- 
late emotions  of  horror,  and  teach 
bad  grammar".  The  survey  showed 
that  parents,  teachers  and  chil- 
dren are  far  apart  in  their  atti- 
tude toward  the  current  children's 
programs.  Programs  popular  with 
the  children  are  in  many  cases 
rated  "poor"  and  "very  poor"  by 
parents  and  teachers,  while  those 
which  parents  and  teachers  ap- 
prove are  often  not  particularly 
popular  with  the  youngsters. 

Tremendous  Response 

"BUCK  ROGERS  in  the  Twenty- 
fifth  Century"  has  been  carefully 
planned  with  its  influence  upon 
young  people  in  mind.  While  it  is 
as  exciting  as  any  "thriller"  pro- 
gram, it  aims  at  building  charac- 
ter by  presenting  a  constant  ex- 
ample of  courage,  loyalty  and 
self-reliance.  How  successfully 
this  aim  has  been  achieved  is 
shown  by  the  fact  that  it  is  one 
of  two  widely  popular  programs 
appealing  primarily  to  children, 
which  received  the  approval  of 
both  parents  and  teachers  in  the 
Scarsdale  survey. 

Other  evidence  of  the  re- 
ception accorded  the  "Buck  Rog- 
ers'' program  is  afforded  by  the 
thousands  of  requests  for  copies 
of  a  booklet  bearing  the  same  title 
as  the  program  and  describing  the 
background  of  Buck's  amazing  ad- 


ventures in  the  world  of  the  fu- 
ture. The  program  is  broadcast 
every  evening  except  Saturday 
and  Sunday  at  7:15  p.m.,  EST, 
over  ten  stations  on  CBS. 

Since  early  in  February,  the 
booklet  has  been  offered  during 
each  broadcast,  in  return  for  a 
Kellogg  package  top  sent  in  to 
the  Kellogg  Company  —  thus  pro- 
viding a  direct  tie-in  between  the 
program  and  the  grocer's  sales. 


Kasper-Gordon  Studios 
To  Serve  New  England 

FURNISHING  audition  facilities 
to  agencies  and  advertisers,  the 
Kasper-Gordon  studios  have  been 
opened  at  140  Boylston  St.,  Boston, 
to  serve  that  city  and  the  New 
England  territory.  Facilities  also 
include  equipment  for  the  making 
of  electrical  transcriptions,  accord- 
ing to  an  announcement  by  Aaron 
S.  Bloom,  commercial  director,  for- 
merly president  of  the  Advertising 
Guild  of  Boston.  Arrangements 
have  also  been  made  to  run  lines 
to  Boston  stations. 

Among  programs  already  of- 
fered are  "Grumble  &  Grunt,  the 
Two  Tired  Business  Men";  "The 
Battalion  of  Death",  adventure 
serial;  "Adventures  in  Vitamin 
Valley",  children's  program; 
"Snoop  &  Scoop,  the  Ballyhooli- 
gans  of  the  Air",  mystery  satire; 
"Alice  in  Blunderland",  comedy;  a 
dramatization  of  Dumas'  "Three 
Musketeers",  and  a  dramatization 
of  the  "Arabian  Nights". 

Associated  with  the  Kasper-Gor- 
don studios  are  Edwin  H.  Kasper, 
formerly  on  Broadway;  Lucille 
Gordon,  radio  and  concert  singer; 
John  Philbrick,  Broadway  come- 
dian and  Mr.  Bloom,  collaborator 
with  Mr.  Kasper  in  building  radio 
programs. 


NBC  Still  to  Sponsor 
Damrosch  Music  Hour 

ON  ACCOUNT  of  the  "more  opti- 
mistic outlook  for  business",  it 
will  not  be  necessary  for  NBC  to 
call  upon  the  public  for  financial 
support  for  the  Music  Apprecia- 
tion Hour  during  1933  and  1934 
although  several  prominent  foun- 
dations and  public-spirited  persons 
have  offered  to  contribute,  M.  H. 
Aylesworth,  NBC  president,  an- 
nounced April  25.  Replying  to  in- 
quiries concerning  reports  that 
NBC  might  change  its  policy  in 
regard  to  the  Damrosch  program, 
heard  weekly  by  more  than 
6,000,000  school  children,  Mr. 
Aylesworth  said  some  thought  had 
been  given  to  procuring  subscrip- 
tions to  enable  its  continuance  but 
that  improved  conditions  led  to 
dropping  the  idea. 


WJJD  Moves  Studios 

THE  NEWLY  formed  Public  Ser- 
vice Broadcasting  Co.,  Inc.,  which 
has  taken  over  the  operation  of  sta- 
tion WJJD,  Chicago,- former  Loyal 
Order  of  Moose  station,  has  moved 
its  studios  from  the  Palmer  House 
and  has  taken  an  entire  floor  of 
the  20  North  Wells  Building. 
Ralph  Atlass,  also  operator  of 
WJKS,  Gary,  Ind.,  heads  the  com- 
pany. 
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Commission  Alters  Functions, 
Examiners  Slated  For  Release 


Mr.  Brown 

as  heretofore. 


Democrats  Complete 
Vice  Chairman,  Porter 

ALTHOUGH  still 
in  the  dark  as  to 
the  administra- 
tion's plans  con- 
cerning radio  reg- 
ulation, the  Ra- 
dio Commission 
has  reorganized 
its  executive  as- 
signments with  a 
view  to  continu- 
ing in  operation 
At  a  meeting  April 
25  the  Commission  elected  Thad  H. 
Brown,  Republican  second  zone 
commissioner,  to  the  vice  chairman- 
ship. George  B.  Porter,  Iowa  Dem- 
ocrat, was  appointed  acting  gen- 
eral counsel,  with  the  understand- 
ing that  the  post  of  general  coun- 
sel will  not  be  filled  at  present. 

While  official  announcement  was 
not  made,  it  was  understood  April 
29  that  the  Commission's  Demo- 
cratic majority  had  released  all 
three  of  its  examiners  and  that 
it  planned  to  abolish  the  Press 
Section,  headed  by  G.  Franklin 
Wisner,  veteran  newspaperman,  to 
take  effect  May  30. 

The  examiners 
— Chief  Examiner 
Ellis  A.  Yost, 
Elmer  W.  Pratt 
and  Rosel  H. 
Hyde — all  are  Re- 
publicans.  Al- 
though the  Com- 
mission claims 
these  deletions 
will  be  made  nec- 
essary by  the  cut 
in  appropriations,  it  was  apparent 
that  the  real  desire  is  to  create 
openings  for  patronage  reasons. 

It  is  not  certain  that  all  these 
changes  will  become  finally  effec- 
tive, since  efforts  are  being  made 
to  save  the  jobs  in  each  instance. 
It  has  been  indicated  that  Mr. 
Hyde  might  be  transferred  to  a 
clerkship,  rather  than  released  out- 
right. 

Ralph  L.  Walker  and  George  H. 
Hill,  both  attorneys  in  the  legal 
division,  are  slated  for  elevation 
to  examinerships.  The  vacancies 
in  the  legal  division  thus  created 
could  be  filled  with  Democrats. 

In  revising  assignments  of  ex- 
ecutive duties  to  individual  com- 
missioners, the  Commission  placed 
James  H.  Hanley,  newly  appointed 
Democratic  fourth  zone  member  in 
charge  of  the  legal  division.  Chair- 
man Sykes,  who  formerly  held  that 
assignment,  assumes  supervision 
of  administrative  matters.  Vice 
Chairman  Brown  continues  in 
charge  of  the  field  force,  and  Com- 
missioner Starbuck  retains  super- 
vision over  the  engineering  divi- 
sion. Commissioner  Lafount  re- 
mains supervisor  of  the  press  ser- 
vice and  has  the  additional  super- 
vision of  the  examiners'  division. 

Saving  on  Legal  Aides 

MR.  PORTER,  who  has  been  an 
assistant  general  counsel  since 
November,  1931,  replaces  Ben  S. 
Fisher,  Oregon  Republican,  as  act- 
ing chief  counsel.  Mr.  Fisher  has 
held  the  assignment  since  Duks  M. 


Mr.  Porter 


Control ;  Brown  Named 
Acting  Chief  Counsel 

Patrick  resigned  the  general  coun- 
selship  March  1.  Mr.  Fisher  re- 
verts to  his  regular  status  of  as- 
sistant counsel. 

In  line  with  the  administration's 
economy  program,  the  Commission 
will  not  fill  the  general  counselship 
for  the  time  being.  The  post  pays 
$10,000  a  year,  whereas  an  assis- 
tant draws  but  $7,500  base  pay, 
although  all  government  salaries 
now  are  reduced  15  per  cent. 

The  Commission  shortly  is  ex- 
pected to  announce  a  number  of 
staff  cuts  made  necessary  by  the 
$140,000  slash  in  appropriations 
ordered  by  the  Budget  Bureau. 
While  major  economies  will  be  ef- 
fected among  the  field  force,  it  is 
now  planned  to  abolish  the  press 
service  and  to  release  certain  ex- 


aminers stationed  in  Washington. 
How  many  employes  will  be  re- 
leased has  not  yet  been  decided. 

No  Word  on  Transfer 

MEANWHILE,  no  further  word 
has  been  forthcoming  either  from 
the  White  House  or  the  Commerce 
Department  regarding  reports  that 
the  Commission  would  be  abolished 
and  its  functions  transferred  to 
the  Commerce  Department  as  a 
part  of  a  proposed  transportation 
bureau.  A  reorganization  plan 
was  submitted  to  President  Roose- 
velt by  Secretary  of  Commerce 
Roper  on  April  11.  It  was  learned 
definitely,  however,  that  the  Roper 
plan  includes  radio  and  that  if  it 
is  approved  as  drafted,  the  regu- 
lation of  radio  would  revert  to  the 
Department  of  Commerce. 

It  was  understood  that  protests 
against  any  change  in  the  present 
form  of  regulating  radio  have  been 
made  at  the  White  House.  At  the 
time  Secretary  Roper  submitted 
his  plan,  it  was  said  President 
Roosevelt  mighj^'see  fit  to  put  it 
in  effect  by  an  executive  order. 
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'PAINLESS  ADVERTISING"  TESTED 

WOR  Program  Maestro  Proves  Subtle  Appeal  Value 
 In  Experiments  On  Sustaining  Program  


IN  COOPERATION  with  WOR, 
Newark,  Raoul  Mario,  former  mo- 
tion picture  director  and  until  re- 
cently an  executive  program  direc- 
tor of  that  station,  has  just  con- 
cluded an  interesting  six-week  ex- 
periment in  what  he  terms  "pain- 
less advertising".  These  tests, 
which  have  proved  remarkably  suc- 
cessful, were  made  in  connection 
with  the  dramatic  series  "Isles  of 
Romance",  which  Mario  and  an  ex- 
perienced group  of  players  have 
been  broadcasting  from  WOR  on 
Sunday  and  Tuesday  evenings. 

Although  a  sustaining  program, 
a  deliberate  effort  was  made  to 
secure  response  from  the  listening 
audience,  precisely  as  a  sponsor 
would  desire.  But  in  each  instance, 
the  pseudo-commercial  announce- 
ments were  confined  to  just  a  few 
seconds  at  the  close  of  the  enter- 
tainment. 

Type  of  Program 

AT  THE  opening  of  each  episode 
Mario  was  introduced  as  a  sea- 
soned traveller  who  had  visited 
picturesque  and  interesting  spots 
throughout  the  world.  Then,  after 
his  brief  narration  of  some  un- 
usual incident  of  one  of  his  visits 
to  a  tropical  island,  the  program 
swung  into  a  dramatic  presenta- 
tion of  a  thrilling  story  against 
that  island's  background.  Each  of 
these  playlets  was  a  romantically 
appealing  episode  expertly  acted 
with  appropriate  musical  accom- 
paniment, and  although  there  was 
no  direct  urge  or  open  suggestion 
that  the  listener  visit  the  locale  of 
the  program,  that  desire  was  clev- 
erly created  by  innuendo.  At  the 
program's  close  an  announcer  of- 
fered to  send  without  cost  a  book- 
let containing  the  series'  episodes 
written  in  story  form. 

Responses  to  this  offer  exceeded 
all  expectations.  Many  of  the  re- 
plies  were  written  on   bank  and 


business  letterheads  and  on  mono- 
grammed  private  stationery.  A 
number  praised  the  station's  policy 
of  raising  the  standard  of  its  plays 
and  offered  to  remit  any  cost  to 
which  the  station  might  be  put  in 
sending  the  booklet. 

"All  of  this  conclusively  shows 
that  indirect  appeal  is  far  more 
forceful  than  blatant  commercial 
announcements,"  said  Director 
Mario.  "Also  that  quality  enter- 
tainment draws  and  interests  a 
Quality  audience.  I  agree  with  Ed 
Wynn  that  the  public  is  heartily 
sick  of  long-winded  radio  adver- 
tisements and  that  the  successful 
program  of  the  future  must  con- 
fine its  commercials  to  not  more 
than  thirty  seconds.  Of  course  the 
strictly  indirect  appeal  we  have 
employed  in  'Isles  of  Romance' 
would  not  serve  in  every  case — for 
instance  that  of  a  soap  manufac- 
turer where  the  mention  of  a 
trade-marked  name  is  essential. 
But  to  stimulate  a  desire  to  travel, 
let  us  say,  our  method  would  be 
ideal. 

"It  seems  to  me  that  our  broad- 
casting of  'Isles  of  Romance*  serves 
to  demonstrate  the  fact  that  the 
shorter  the  commercial  appeal  and 
the  stronger  the  indirect  appeal 
the  greater  will  be  the  advertiser's 
return." 

A  former  stage,  screen  and  ra- 
dio actor,  Mario  has  a  score  of 
broadcast  hits  to  his  credit,  includ- 
ing "The  Sunshine  Discoverers' 
Club",  "Inside  StuflF"  and  similar 
successes.  At  present  Mario  is 
cruising  in  the  West  Indies  with  a 
distinguished  group  of  writers,  di- 
rectors, actors  and  actresses  as  his 
guests.  The  purpose  of  the  cruise, 
Mario  announced,  is  to  secure  ac- 
curacy and  color  for  the  back- 
grounds of  future  episodes  of 
"Isles  of  Romance",  which  he  pro- 
poses to  prepare  and  rehearse 
while  aboard  the  yacht  and  to 
broadcast  upon  his  return. 


Commission  Investigates 
60  Unlicensed  Stations 
Prior  to  Court  Action 

ABOUT  60  unlicensed  broadcast- 
ing stations,  of  which  one  half  are 
in  Texas  and  many  in  Pennsyl- 
vania, have  been  reported  to  the 
Radio  Commission  and  are  being 
investigated  by  the  Commission's 
field  force  in  collaboration  with  the 
Department  of  Justice,  according  to 
official  information  made  available 
April  26.  Ben  S.  Fisher,  assistant 
general  counsel,  has  been  in  charge 
of  criminal  prosecutions  for  the 
last  two  years,  and  has  "brought 
about  nearly  a  score  of  convictions, 
including  seven  broadcasting  cases 
and  12  short  wave  cases  having 
to  do  with  rum  running  operations. 

With  the  policy  established  of 
prosecuting  all  cases  to  the  limit, 
the  Commission  is  cooperating 
with  United  States  attorneys  in 
the  particular  districts  involved. 
Convictions  have  been  obtained  on 
the  legal  ground  that  all  radio 
transmission  is  interstate  com- 
merce, subject  to  the  Commission's 
jurisdiction,  and  that  even  the 
smallest  station  causes  interfer- 
ence to  receiving  sets  outside  the 
state,  thus  violating  the  radio  act. 
The  penalty  is  $5,000  and/or  five 
years  in  prison. 

The  Commission  plans  at  once 
to  begin  prosecutions  in  Texas. 
In  other  states  some  30  unlicensed 
broadcasting  stations  are  being  in- 
vestigated by  the  inspectors  in  the 
field,  and  as  soon  as  sufficient  evi- 
dence is  procured  the  cases  will  be 
turned  over  to  the  Department  of 
Justice  for  prosecution.  Commis- 
sion experts  assist  in  the  trial  of 
such  cases.  At  present,  the  rec- 
ords show,  two  cases  involving  il- 
licit broadcast  stations  and  nine 
having  to  do  with  operation  of  un- 
licensed short  wave  stations  are 
pending  in  the  courts. 


Beauty  Account 

CRYSTAL  Corp.,  New  York  (Out- 
door Girl  beauty  products)  during 
the  week  of  April  30  initiates  a 
radio  campaign  in  the  Chicago  and 
Philadelphia  territories  that  will 
be  expanded  to  other  selected  sta- 
tions through  the  summer.  Pro- 
gram is  "The  Outdoor  Girl  Musi- 
cal Gazette,"  an  adaptation  of  the 
technique  of  newspaper  headlines 
to  topical  songs,  with  dialogue  and 
music  by  Frank  Novak,  Eileen 
Douglass,  Leila  Vaughn,  Ray  Clark 
and  Hugh  Conrad,  the  latter  as 
announcer.  Production  for  World 
Broadcasting  System  was  by  Betty 
Van  Deventer.  United  Advertising 
Agency,  New  York,  handles  ac- 
count. 


WCGU  Now  WARD 

CALL  letters  of  WCGU,  Brooklyn, 
N.  Y.,  have  been  changed  to 
WARD,  presumably  to  represent 
the  fifth  ward  in  which  it  is  lo- 
cated. The  station  is  now  con- 
trolled by  Rabbi  Aaron  Kronen- 
berg,  well  known  Jewish  announcer 
in  the  metropolitan  area,  and  Mor- 
ris Meyers,  New  York  attorney.  It 
is  not,  however,  operated  as  a 
church  station.  C.  G.  Unger,  for- 
mer owner,  is  no  longer  connected 
with  it  in  any  capacity. 
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GermanRevolutionandBroadcasting* 

Hitler  Regime  Commandeered  System  Prior  to  Election; 
Now  Uses  It  As  National  Propaganda  Medium 


Germany's  Magnificent  New  "Broadcasting  House" 


ONCE  BEFORE  wireless  listeners 
were  enabled  to  "witness"  a  na- 
tional revolution.  In  the  1930 
Spanish  revolution  the  microphone 
played  no  small  part  in  enlighten- 
ing the  population  on  current 
events.  But  the  organisers  of  the 
German  revolution  of  March,  1933, 
knew  how  to  put  broadcasting 
completely  at  the  service  of  their 
aim.  Every  day  the  Government 
"commandeered"  time  for  several 
special  transmissions.  Each  mem- 
ber of  the  National  Government 
addressed  the  people  through  the 
microphone  on  several  occasions, 
and  not  only  were  the  speeches 
relayed  by  all  German  stations 
and,  in  many  instances,  by  the 
Austrian  stations  as  well,  but  the 
very  efficient  organisers  of  the 
National-Socialist  party  saw  to  it 
that  numerous  loudspeakers  were 
placed  in  prominent  positions,  so 
that  the  speeches  of  the  Ministers 
could  be  heard  by  practically  the 
whole  of  the  German  people.  And 
in  addition  to  that,  the  most  im- 
portant addresses  were  recorded 
and  the  broadcast  repeated  several 
times  during  the  day,  and  at  night 
by  the  Zeesen  short-wave  station. 
Regular  programme  arrangements 
were  disregarded;  politics  reigned 
supreme. 

German  broadcasting  has  now- 
entered  calmer  waters  and  pro- 
gramme arrangements  are  adhered 
to. 

Use  in  Election 

IT  WAS  on  Jan.  30  that  broadcast- 
ing was  for  the  first  time  put  at 
the  disposal  of  the  Nazi  party, 
when  President  Hindenburg  an- 
nounced the  formation  of  a  Hitler 
Government.  On  that  evening 
Captain  Goring's  voice  was  heard 
for  the  first  time,  and  during  the 
following  weeks  he  frequently 
spoke  to  the  German  people  over 
the  microphone.  The  period  from 
January  30  to  March  -5,  the  day 
of  the  election,  was  a  time  of  in- 
tense electioneering  propaganda. 
And  when  finally  the  election  re- 
sults showed  an  enormous  increase 
in  the  votes  of  the  National-Social- 
ist party,  political  broadcasts  fol- 
lowed each  other  in  quick  succes- 
sion. The  torchlight  processions, 
in  celebration  of  the  Hitler  victory, 
which  took  place  throughout  the 
whole  of  Germany  were  described 
in  minute  detail.  These  celebra- 
tions reached  their  culminating 
point  with  the  opening  ceremonies 
of  the  Reichstag  at  Potsdam  and 
the  first  session  held  at  the  Kroll 
Opera  House. 

On  March  21,  the  day  the  Reich- 
stag was  opened,  the  entire  day's 
programmes  of  all  German  sta- 
tions— from  6.30  a.m.  till  late  at 
night — consisted  solely  of  the  de- 
scription of  these  events.  Excel- 
lent reporters — some  of  whom 
were  quite  new  to  the  microphone 
— gave  vivid  pictures  of  the  en- 
thusiasm at  Potsdam  and  of  the 


*Reprinted  from  the  April  14  issue 
of  World-Radio,  London,  published  by 
the  BBC. 


ceremonial  at  the  Garrison  Church, 
where  President  Hindenburg  and 
Chancellor  Hitler  delivered 
speeches.  During  the  afternoon 
the  -opening  session  of  the  newly- 
elected  Reichstag  was  relayed,  the 
first  time  that  proceedings  from 
the  German  Parliament  had  been 
heard  by  wireless  listeners.  This 
was  followed  by  a  commentary  on 
an  enormous  torchlight  procession 
in  which  all  patriotic  organisations 
participated,  and  the  day's  celebra- 
tions were  brought  to  a  close  with 
the  relay  from  the  State  Opera  of 
the  Third  Act  of  The  Master- 
singers,  in  the  presence  of  a  dis- 
tinguished audience,  including  the 
whole  Cabinet  and  the  Diplomatic 
Corps.  The  first  "working"  ses- 
sion of  the  Reichstag  on  the  fol- 
lowing day  was  also  relayed  by 
all  stations.  Chancellor  Hitler's 
declaration  of  policy  was  recorded 
and  rebroadcast  several  times  by 
all  stations.  In  short,  never  be- 
fore, since  the  inception  of  broad- 
casting, has  the  whole  German  na- 
tion been  able  to  follow  the  activi- 
ties of  the  Government  to  that 
extent. 

Jazz  is  Barred 

IT  IS  perhaps  quite  natural  that 
the  National  Revolution  should 
have  influenced  the  whole  broad- 
casting system,  including  the  pro- 
gramme policy.  Thus,  radio  plays 
and  concerts  are  devoted  entirely 
to  national  events  and  to  past 
Prussian  history.  The  playing  of 
jazz  music  has  been  prohibited. 
The  Berlin  Programme  Director 
has  declared  that  this  "nigger" 
music  should  no  longer  be  heard 
over  the  wireless.  Many  military 
bands,  playing  old  military 
marches,  and  plays  around  Fred- 
erick the  Great  and  the  1813  war 
of  liberation,  form  an  important 
part  of  the  programmes.  Jewish 
literature  has  entirely  disappeared; 
Jewish  conductors  and  composers 
are  no  longer  considered. 

The  revolution  in  Germany  had 
another  consequence  so  far  as 
broadcasting  is  concerned.  The 
most  prominent  men  in  German 
broadcasting  are  no  longer  in  their 
positions.  Herr  Schaffer,  a  Jew 
and  the  former  Chief  Engineer  of 


the  R.R.G.,  was  also  sent  on  leave; 
he  committed  suicide  a  few  days 
later.  In  addition,  many  orchestral 
conductors,  musicians,  and  subordi- 
nate officials  have  been  dismissed, 
and  it  is  generally  believed  that 
further  dismissals  are  yet  to  fol- 
low. 

One  other  fundamental  change: 
hitherto  broadcasting  came  under 
the  jurisdiction  of  the  Post  Office 
so  far  as  the  technical  and  finan- 
cial side  was  concerned,  and  all 
matters  of  programme  routine, 
policy,  and  personnel  were  dealt 
with  by  the  Ministry  of  the  Inte- 
rior. By  a  new  decree  the  whole 
of  broadcasting  is  now  dealt  with 
by  the  newly-formed  Ministry  for 
the  Enlightenment  of  the  People 
and  Propaganda.  Dr.  Goebbels, 
the  former  propaganda  chief  of 
the  National-Socialist  party,  has 
been  appointed  to  the  new  Min- 
istry. In  an  interview  with  press 
representatives  the  new  Minister 
declared  that  he  would  do  his  ut- 
most to  infuse  the  national  culture 
spirit  into  broadcasting,  and  to 
eliminate  from  it  all  those  who  did 
not  work  with  that  end  in  view. 
He  also  stated  that  one  thing  could 
not  be  said  of  the  National  Social- 
ists, that  they  were  tedious.  Broad- 
casting, too,  should  be  made  free 
from  tediousness. 

The  .position  of  German  broad- 
casting is  as  yet  not  quite  settled; 
the  next  few  weeks,  no  doubt,  will 
bring  further  important  decisions. 

In  order  to  facilitate  the  re- 
organisation of  the  Reichs-Rund- 
funk-Gesellschaft  the  Managing 
Director  of  the  company.  Dr.  Kurt 
Magnus,  has  tendered  his  resigna- 
tion, which  has  been  accepted  by 
the  Broadcasting  Commissioner, 
Dr.  Krukenberg,  and  which  has 
taken  effect  at  once.  Dr.  Magnus, 
after  winding  up  his  affairs  at  the 
Funkhaus,  will  retire  into  private 
life;  his  knowledge  and  experience 
as  a  lawyer,  however,  will  still  be 
available  to  German  broadcasting. 
The  joint  Managing  Director  of 
the  R.R.G.,  Ministerialrat  Giesecke, 
will  also  resign  from  his  position. 
However,  in  order  that  his  valu- 
able assistance  in  matters  affect- 
ing international  broadcasting  co- 


operation shall  still  be  available, 
Herr  Giesecke  will  be  attached  as 
Special  Commissioner  to  the  R.R.G. 
The  management  will  now  be  taken 
over  by  Broadcasting  Commis- 
sioner Dr.  Krukenberg  and  Minis- 
terialrat Leberke.  The  latter  has 
been  a  departmental  chief  in  the 
R.R.G. 

Dr.  Magnus  was  co-founder  of 
the  first  German  broadcasting  com- 
pany, the  Berlin  Funkstunde,  and 
acted  as  chairman  until  1926.  He 
was  the  first  man  to  see  the  urgent 
need  for  co-operation  among  the 
individual  German  broadcasting 
companies  and  he  loosely  grouped 
them  by  forming  the  Reichsfunk- 
verband.  In  1925  the  officials  rec- 
ognized the  advantages  of  some 
central  control  and  the  Reichsfunk- 
verband  became  the  Reichs-Rund- 
funk-Gesellschaft,  with  Dr.  Magnus 
as  Managing  Director.  He  was 
also  on  all  the  boards  of  the  Ger- 
man regional  companies,  excepting 
the  Bavarian. 

No  Longer  Open  Forum 

THE  REASON  for  Dr.  Magnus' 
resignation  may  be  given  in  his 
own  words:  "The  present  revolu- 
tion in  Germany  has  done  away 
with  the  old  idea  that  broadcast- 
ing is,  or  should  be,  an  unpolitical 
instrument  of  entertainment  and 
education.  It  has  also  done  away 
with  the  idea  that  German  broad- 
casting should  or  might  be  used 
as  an  open  forum  for  all  points  of 
view,  political  or  otherwise.  The 
new  Minister  for  the  Enlighten- 
ment of  the  People  and  for  Propa- 
ganda, Dr.  Goebbels,  wishes  to  use 
German  broadcasting  as  a  means 
to  an  end.  The  German  people 
are  to  be  awakened  from  their 
political  lethargy,  they  are  to  be 
won  over  to  the  idea  of  national 
socialism,  to  be  incorporated  in  the 
ranks  of  Herr  Hitler's  enthusiastic 
followers.  Dr.  Goebbels  himself 
has  spoken  of  broadcasting  as  'that 
wonderful  and  intricate  instrument 
for  the  influencing  of  the  masses.' 
He  desires  to  use  this  instrument 
for  the  propagation  of  an  idea. 

"I  belong  to  the  new  Germany, 
the  Germany  of  Herr  Hitler,  of 
the  Steel  Helmets,  of  Herren  von 
Papen  and  Seldte,  but  I  have  helped 
to  build  this  intricate,  this  delicate 
instrument,  and  have  made  use  of 
it  in  the  now  obsolete,  unpolitical 
way.  I  am  not  far  from  Dr.  Goeb- 
bels, but  there  is  a  short  distance 
between  us.  I  cannot  in  all  mat- 
ters see  eye  to  eye  with  him,  al- 
though in  general  lines  we  think 
alike.  It  is  for  that  reason,  for 
the  reason  that  Dr.  Goebbels  re- 
quires a  man  in  my  place  who  is 
with  him  in  every  smallest  thing, 
that  I  have  decided  to  resign  my 
post.  I  could  perhaps  have  re- 
mained and  have  taken  a  back 
seat,  but  I  did  not  choose  to  do 
that." 


BBC  Sends  Envoy 

TO  ESTABLISH  a  close  liaison 
between  the  British  Broadcasting 
Corp.  and  Dominion  and  Colonial 
radio  services,  Malcolm  Frost,  spe- 
cial envoy  of  the  BBC,  left  London 
April  15  en  route  to  Auckland, 
New  Zealand.  He  was  to  stop  first 
in  New  York  and  Ottawa  to  con- 
fer with  U.  S.  and  Canadian  radio 
officials.  Arriving  in  Auckland 
May  19,  he  then  goes  to  Australia, 
Shanghai,  Hong  Kong,  Malay 
States,  Ceylon  and  India. 
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Canada  Allocates 
With  Mexico  Wave 
Conference  in  Mind 

Orders  Reallocation  asCKOK, 

Now  CKLW,  Keeps  Wave 

By  JAMES  MONTAGNES 

OTTAWA,  Ontario— Canadian  list- 
eners have  been  twirling  their  ra- 
dio dials  since  April  16  in  quest 
of  their  favorite  local  and  distant 
stations  because  of  the  sweeping 
reallocation  ordered  into  effect  that 
day  by  the  Canadian  Radio  Com- 
mission. In  some  quarters,  as  in 
Ottawa,  there  have  been  wide  ex- 
pressions of  disapproval  of  the 
changes  since  some  of  the  new  as- 
signments block  out  certain  Amer- 
ican stations,  especially  on  not-so- 
new  receivei's. 

The  reallocation  left  some  sta- 
tions untouched.  Most  retained 
their  former  powers,  whether  or 
not  their  former  wave  lengths 
were  shifted  elsewhere.  All  "phan- 
tom" call  letters  were  eliminated, 
thus  reducing  the  log  of  Canadian 
stations  by  more  than  a  dozen. 
Only  a  few  stations  were  actually 
eliminated. 

New  Setup  of  CKOK 

AMONG  the  important  changes 
ordered  into  effect,  as  of  April  24, 
was  the  consolidation  of  CKOK, 
Windsor,  Ont.,  with  CJGC,  London, 
Ont.  There  had  been  considerable 
agitation  in  Parliament  about  al- 
leged American  ownership  interests 
in  CKOK.  The  two  stations  are 
to  be  merged  under  a  new  com- 
pany, all-Canadian  in  capital,  and 
will  operate  as  CKLW.  Studios 
will  be  maintained  in  both  Windsor 
(presumably  the  Detroit  studios 
across  the  river  are  to  be  retained) 
and  London,  but  the  transmitter  of 
CKOK  will  be  used. 

Like  the  old  CKOK,  the  new 
CKLW  will  continue  to  use  the  540 
kilocycle  clear  channel  indefinitely. 
This  was  decided  upon  by  the  Com- 
mission after  efforts  to  shift  the 
station  to  the  clear  channel  of  840 
kilocycles,  now  assigned  CKGW, 
Toronto,  had  aroused  a  storm  of 
protest.  The  Canadian  Commission 
has  indicated  CKLW  will  be  con- 
tinued on  540  "until  another  place 
can  be  found  for  it." 

For  the  most  part,  the  April  re- 
allocation was  designed  to  conform 
with  the  U.  S.  -  Canadian  wave 
agreement  of  May,  1932,  concluded 
to  the  satisfaction  of  both  coun- 
tries by  their  radio  experts  through 
the  intermediary  of  Canada's  Min- 
ister to  Washington,  W.  D.  Her- 
ridge.  [Complete  details  of  the 
U.  S.  -  Canadian  wave  agreement 
were  published  in  the  May  15,  1932, 
issue  of  Broadcasting.] 

Preparing  for  Parley 

IT  IS  FELT  here  that  the  new  al- 
location arrangement  is  an  excel- 
lent preparation  for  the  forth- 
coming  North  American  wave 
length  conference  at  Mexico  City. 
It  is  thought  possible  that  Canada, 
by  eliminating  some  stations  and 
changing  waves  and  powers  of 
others  to  bring  its  broadcasting 
into  orderly  line  with  the  United 
States,  may  obtain  more  conces- 
sions at  the  North  American  parley. 
The  Canadian  Radio  Commission 
(  Continued  on  page  28) 


New  Canadian  Allocations 


(As  Ordered  in  Effect  April  16  by  Canadian  Radio  Commission) 

Call         ¥      i-  I  •  Power 

Letters       Location  Licensee  ^^^^^^^ 

540  Kilocycles  (Canadian  Exclusive) 

CKLW   Windsor,  Ont.  Western  Ontario  Broadcasting  Co.  5,000 

580  Kilocycles  (U.  S.-Canadian  Shared) 

CKUA   Edmonton,  Alta.  University  of  Alberta  500 

CHMA  Edmonton,  Ala.  Christian  and  Missionary  Alliance  250 

CJOC     Lethbridge,  Alta.  H.  R.  Carson  100 

CKCL    Toronto,  Ont.  H.  Gooderham  &  Sons 

CRCA    Moncton,  N.  B.  Canadian  Radio  Commission 

600  Kilocycles  (U.  S.-Canadian  Shared) 

CFCF    Montreal,  Que.  Canadian  Marconi  Co. 

630  Kilocycles  (U.  S.-Canadian  Shared) 

CJGX    Yorkton,  Sask.  Winnipeg  Grain  Exchange 

CFCY    Charlottetown,  P.  E.  I.   Island  Radio  Broadcasting  Co.,  Ltd.  500 

645  Kilocycles* 

CKCR    Waterloo,  Ont.  W.  O.  Mitchell  &  G.  Liddle 

CHRC    Quebec  City  CHRC,  Ltd. 

690  Kilocycles  (Canadian  Exclusive) 

CJCJ     Calgary,  Alta.  Albertan  Publishing  Co.,  Ltd. 

CFAC    Calgary,  Alta.  Calgary  Herald 

CFRB    Toronto,  Ont.  Rogers  Majestic  Corp.,  Ltd. 

730  Kilocycles  (Canadian  Exclusive) 

CKAC    Montreal,  Que.  La  Presse  Publishing  Co.,  Ltd. 

CJCA     Edmonton,  Alta.  Edmonton  Journal 

780  Kilocycles  (U.  S.-Canadian  Shared) 

CHWK  Chilliwack,  B.  C.  Chilliwack  Broadcasting  Co.,  Ltd 

CKPR    Port  Arthur,  Ont.  Dougall  Motor  Car  Co.,  Ltd. 

840  Kilocycles  (Canadian  Exclusive) 

CKGW  Toronto,  Ont.  Gooderham  &  Worts,  Ltd. 

880  Kilocycles  (U.  S.-Canadian  Shared) 

CJRM    Moose  Jaw,  Sask.  J.  R.  Richardson  &  Sons,  Ltd. 

CJRW    Fleming,  Sask.  J.  R.  Richardson  &  Sons,  Ltd. 

CRCO    Ottawa,  Ont.  Canadian  Radio  Commission 

CJCB     Sidney,  N.  S.  N.  Nathanson 

890  Kilocycles  (U.  S.-Canadian  Shared) 

CFQC    Saskatoon,  Sask.  Electric  Shop,  Ltd. 

CHML   Hamilton,  Ont.  Maple  Leaf  Radio  Co.,  Ltd. 

910  Kilocycles  (Canadian  Exclusive) 

CKY      Winnipeg,  Man.  Manitoba  Telephone  System 

915  Kilocycles* 
CFRC    Kingston,  Ont.  Queens  University 

930  Kilocycles  (U.  S.-Canadian  Shared) 
CKX      Brandon,  Man.  Manitoba  Telephone  System 

CFCH    North  Bay,  Ont.  Northern  Supplies,  Ltd. 

CKPC    Preston,  Ont.  Cyrus  Dolph 

CFLC    Prescott,  Ont.  Radio  Ass'n  of  Prescott 

960  Kilocycles  (Canadian  Exclusive) 

Unassigned 

1010  Kilocycles  (U.  S.-Canadian  Shared) 

CKCD    Vancouver,  B.  C.  Vancouver  Daily  Province 

CHWC  Regina,  Sask.  R.  H.  Williams  &  Sons,  Ltd. 

CKCK    Regina,  Sask.  Leader-Post,  Ltd. 

CKCO    Ottawa,  Ont.  Dr.  G.  M.  Geldert 

CKOC    Hamilton,  Ont.  Wentworth  Radio  Br'dcast'g  Co.,  Ltd.  500 

CKIC     Wolfville,  N.  S.  Acadia  University  50 

1030  Kilocycles  (Canadian  Exclusive) 


100 
500 

500 

500 


100 
100 

500 
500 
10,000 

5,000 
500 

100 
100 

5,000 

500 
500 
500 
50 

500 
50 

5,000 

100 

500 
100 
100 
100 


100 
500 
500 
100 


CFCN    Strathmore,  Alta. 
CKNC    Toron^^o,  Ont. 
CFBO    St.  John,  N.  B. 


W.  W.  Grant  &  H.  G.  Love 
Canadian  National  Carbon  Co. 
C.  A.  Munroe,  Ltd. 


1050  Kilocycles  (U.  S.  Clear,  Now  Partly  Shared) 


CHNS    Halifax,  N.  S. 


Maritime  Broadcasting  Co.,  Ltd. 


1100  Kilocycles  (U.  S.  Clear,  Now  Partly  Shared) 


CRCV    Vancouver,  B.  C. 


10,000 
100 
500 

500 

500 


Canadian  Radio  Commission 
1120  Kilocycles  (U.  S.-Canadian  Shared) 

CFJC     Kamloops,  B.  C.       '       Review  Publishing  Co.,  Ltd.  100 

CFCA    Toronto,  Ont.                 Star  Publishing  &  Prtg.  Co.,  Ltd.  100 

CHLP    Montreal,  Que.               La  Patrie  Publishing  Co.,  Ltd.  100 

CHGS    Summerside,  P.  E.  I.       R.  T.  Holman,  Ltd.  100 

1200  Kilocycles  (U.  S.-Canadian  Shared) 

CKOV  Kelowna,  B.  C.  J.  W.  B.  Brown  100 
 t  Moose  Jaw,  Sask.  Moose  Jaw  Radio  Ass'n  25 

1210  Kilocycles  (U.  S.-Canadian  Shared) 

CJOR     Vancouver,  B.  C.             G.  C.  Chandler  500 

CFCO    Chatham,  Ont.                John  Beardall  100 

CKMC   Cobalt,  Ont.                    R.  L.  MacAdam  100 

_     _  .  _t  Hull,  Que.                       Dr.  Chabot  100 

CFNB    Fredericton,  N.  B.          J.  S.  Neil  &  Sons,  Ltd.  50 

1310  Kilocycles  (U.  S.  and  Canadian  Local) 

CKCV    Quebec  City  Vandry,  Inc.  50 

CHCK    Charlottetown,  P.  E.  I.    W.  E.  Burke  &  J.  A.  Gesner  100 

1410  Kilocycles  (U.  S.  Regional  and  Canadian  Local) 

CKFC    Vancouver,  B.  C.  United  Church  of  Canada  50 

CKMO   Vancouver,  B.  C.  Sprott-Shaw  Radio  Co.  100 

1430  Kilocycles  (U.  S.  Regional  and  Canadian  Local) 

CFCT    Victoria,  B.  C.  Victoria  Broadcasting  Ass'n  50 

*Mid-channels    are    temporary    assignments,    according    to  Canadian 

Radio  Commission. 

tCall  letters  as  yet  unassigned. 
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Hockey  Broadcast 
Offers  New  Field 
For  U.  S.  Sponsors 

Success  of  General  Motors 
In  Canada  Points  Way 

By  C.  M.  PASMORE 
Director  of  Broadcast  Advertising, 
Campbell-Ewald,  Ltd.,  Canada 
Toronto,  Ontario 

WITH  the  growth 
of  interest  in 
hockey  in  the 
United  States, 
the  possibilities 
of  this  sport  for 
commercial 
broadcas  ting 
must  be  serious- 
ly considered  by 
American  s  p  o  n- 
sors  for  the  1933- 
34  season.  In  the  major  cities  of 
Canada,  where  practically  every 
game,  amateur  and  professional,  is 
put  on  the  air,  a  recent  survey 
showed  that  the  General  Motors 
hockey  broadcasts  outstripped  all 
other  programs  in  popularity. 
During  the  recent  Toronto-Boston 
series  for  the  major  league  cham- 
pionship, one  crucial  game  was 
carried  by  nine  stations  in  New 
England  and  21  in  Canada. 

Seventeen  of  the  largest  Ameri- 
can cities  boast  one  or  more  teams 
in  the  four  main  professional 
hockey  leagues;  and  many  other 
cities  and  towns  have  strongly 
supported  amateur  squads.  In 
Boston  alone,  for  example,  the 
Bruins  drew  over  400,000  paid  ad- 
missions during  the  season  just 
closed.  And  other  cities  were  not 
far  behind. 

Ideal  for  Broadcasting 

HOCKEY,  in  this  writer's  opinion, 
is  of  all  sports  the  most  suitable 
for  broadcasting.  It  is  played  at 
an  hour  when  the  largest  listening 
audience  is  on  the  air.  It  is  light- 
ning fast,  teeming  with  thrills,  and 
characterized  by  fierce  and  frequent 
physical  contact.  There  are  none  of 
the  long  waits  that  mar  a  football 
game.  Everything  is  action.  That 
is  why  hockey  broadcasts  in  Can- 
ada have  built  up  an  audience 
largely  composed  of  people  who 
are  not  hockey  fans.  They  are 
simply  entertainment-seekers — in 
other  words  typical  radio-set 
owners. 

Up  until  the  start  of  the  1931- 
32  season  the  broadcasting  of 
hockey  was  handled  in  much  the 
same  way  as  the  ordinary  spon- 
sored football  broadcast — simply  a 
mention  of  the  sponsor's  name  or 
product  by  the  sports  announcer 
after  each  period.  Intermissions 
were  deadly  dull.  General  Motors 
Products  of  Canada,  Ltd.,  decided, 
however,  to  undertake  a  series  of 
hockey  programs  that  should  be 
handled  with  just  as  much  care 
as  any  other  commercial  hour. 

Utilizes  Intermissions 

AS  NOW  constituted,  the  broad- 
cast begins  with  a  stirring  theme 
song,  into  which  is  injected  a  ref- 
eree's whistle,  a  crowd  roar,  and 
the  announcer's  sharp  exclamation, 
"General  Motors  Hockey  Broad- 
(   Continued  on  page  25) 
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^"^Hoine  Folk''  Appeal  of  Small  Station 

Local  Talent  Has  Following  That  Insures  Coverage; 
Transcriptions  Offer  Alternative  at  Low  Cost 


THE  PLACE  of  the  small  town  broadcasting  sta- 
tion in  the  national  advertising  field  is  discussed 
herewith  by  a  manager  of  such  a  local  outlet.  Mr. 
Baker,  an  experienced  newspaper  man  before  enter- 
ing the  radio  field,  contends  that  the  low -power 
rural  station  plays  a  role  in  its  community  similar 
to  that  of  the  daily  or  weekly  newspaper.  While 
Mary  Jones'  singing  would  never  get  beyond  the 
audition  room  in  a  metropolis,  it  delights  the 
home- town  folks  who  know  her  personally.  As  a 
result  the  local  station  is  tuned  in  even  when  a 
network  program  is  available. 


By  R.  R.  BAKER 
Manager,  WTRC,  Elkhart,  Ind. 

MR.  CITY  FELLER,  meet  Mary 
-  Jones. 

Mary  is  the  daughter  of  old  Bill 
Jones.  The  Jones'  place  is  over  by 
Mitchell's  Corners.  Right  smart 
quarter-section  it  is,  too.  Guess 
Bill  has  done  pretty  well.  One  of 
the  girls  married  Sam  Giddings, 
who  is  doing  fine  in  law  at  the 
county  seat.  Another  girl  is  teach- 
ing school.  One  of  the  boys,  young 
Bill,  was  graduated  in  a  farm 
course  at  the  state  university  and 
is  helping  out  the  old  man  between 
times  while  working  for  the  county 
1  farm  bureau.  Don't  know  what 
became  of  the  other  boy.  He  went 
away  somewhere.  Maybe  he  is 
now  one  of  the  many  advertising 
executives  in  the  Big  Town  and 
has  forgotten  all  about  the  home 
folks. 

Now  we  come  to  Mary. 

V  Home-Town  Talent 

MARY  SINGS.  She  has  sung  ever 
since  she  was  old  enough  to  lisp. 
She  sang  first  in  Sunday  school, 
then  in  the  consolidated  school  and 
the  Mitchell's  Corners  church  choir. 
Later  she  had  voice  training  and 
was  away  quite  a  spell.  The  first 
time  folks  around  here  heard  her 
sing  after  she  returned  home  was 
at  the  Music  Fiesta  last  fall  when 
6,000  people  from  all  around  this 
section  brought  her  back  for  three 
encores. 

i^.She  sang  even  better  at  the 
Jones  family  reunion  last  winter. 
Over  a  hundred  of  the  Jones  con- 
nections were  present.  She  sang 
the  old  songs  just  as  good  as  any- 
body anywhere.  Folks  like  Mary. 
They  like  her  personally  and  they 
like  her  singing.  She  has  a  you- 
and-I  sort  of  voice,  just  like  she 
was  singing  to  you  alone  with  no- 
body else  around.  It  hits  you  right 
where  you  live. 

Mary  is  singing  over  the  radio 
now,  on  her  home  town  station. 
She  is  entertaining  thousands  each 
time  she  goes  on  the  air.  Mary 
may  not  be  another  Kate  Smith; 
but  when  she  sings  you  can  bet 
nearly  every  radio  in  range  of  the 
station  is  tuned  in. 

On  All  Small  Stations 

NOW  THAT  we  have  met  Mary 
let's  analyse  the  situation  a  little 
as  it  applies  to  the  station  over 
which  Mary  sings.  Mary's  counter- 
part may  be  found  on  practically 
every  small  radio  station  in  the 
country.  What  I  am  about  to  re- 
late applies  with  equal  truth  to 
the  great  majority  of  small  sta- 
tions. If  talent  is  good  enough  to 
be  heard  over  the  small  station, 
it  has  already  secured  a  large  per- 
sonal following  in  connection  with 
church,  school,  lodge  or  other  as- 
semblages. Such  talent  carries  a 
direct  person-to-person  appeal  that 
is  not  possible  on  the  larger  sta- 
tions. If  the  program  director  is 
careful  in  making  the  selections 
and  observes  the  proper  rotation. 


nearly  every  large  social  organi- 
zation within  the  radius  of  the 
small  station  can  be  covered  in  a 
comparatively  brief  period. 

About  half  of  our  talent  is  the 
pick  of  the  best  in  the  neighbor- 
ing towns.  This  is  exclusive  of 
our  regular  weekly  community  pro- 
grams. No,  they  are  not  Eddie 
Cantors,  Ed  Wynns,  nor  yet  the 
Boswell  Sisters,  but  they  are  Tom, 
Dick  and  Harry,  and  Susie,  Jennie 


By  G.  O.  SHEPHERD 
Director,  WWNC,  Asheville,  N.  C. 

To  the  Editor  of  Broadcasting: 

Although  radio  is  eleven  years 
old,  it  becomes  increasingly  evi- 
dent that  only  a  few  advertising 
agencies  have  any  definite  idea  of 
what  it  is  all  about.  There  are 
agencies  able  and  willing  to  do  a 
good  job,  when  it  comes  to  using 
the  new  medium,  but  considering 
the  large  number  of  firms  handling 
advertising  matters,  there  are  sur- 
prisingly few  that  exhibit  any  sort 
of  intelligence  in  their  contacts 
with  radio  stations. 

Just  the  other  day,  while  glanc- 
ing through  one  of  our  local 
dailies,  I  noticed  an  advertisement 
appearing  over  the  signature  of  a 
firm  whose  name  was  somehow  fa- 
miliar. Curiosity  prompted,  and  I 
read  the  ad.  It  was  a  small  one, 
four  inches  in  .a  single  column — 
but  at  national  rates  it  represented 
a  fairly  sizeable  piece  of  change, 
and  it  proved  interesting  to  me 
because  as  soon  as  I  read  it,  cer- 
tain circumstances  came  to  mind. 
And  these  lead  me  into  my  story. 

The  firm  signing  the  advertise- 
ment manufactures  a  widely  dis- 
tributed article  which  has  its 
greatest  demand  during  the  Easter 
season.  Each  year,  during  the 
weeks  just  prior  to  Easter  Sunday, 
a  special  campaign  on  behalf  of 
this  firm's  merchandise  is  con- 
ducted.   For  the  last  three  years, 


and  Margie  to  their  home  town 
friends,  and  most  of  them  are  good 
enough  to  attract  listeners  all  over 
our  territory  solely  through  the 
merit  of  their  programs.  And  the 
same  is  true  on  most  small  town 
stations. 

All  this  talent  is  a  composite 
Mary  Jones.  Collectively,  they 
have  thousands  of  friends  with 
whom  they  are  on  a  "Hello,  Pete" 
or  "How  are  you,  Nell?"  basis. 


I  believe,  radio  has  been  used, 
along  with  newspapers.  The  usual 
plan  was  followed  this  year — three 
programs,  transcribed  to  take  fif- 
teen minutes,  and  the  four-inch 
ads  inserted  in  a  large  list  of 
papers,  to  run  three  times.  The 
advertisements  were  not  devoted 
to  advertising  the  product,  but 
were  in  the  form  of  invitations  to 
the  listening  public,  suggesting 
that  they  "tune-in"  the  special 
programs — three  of  them,  spotted 
on  an  afternoon  (daytime — this  is 
important)  spot. 

So  far,  you'll  probably  wonder 
where  any  criticism  could  be  di- 
rected at  such  a  campaign — and, 
as  far  as  yours  truly  is  concerned, 
the  plan  is  not  being  criticised. 
As  a  plan  it  was  excellent — pro- 
viding really  ideal  tie-up  between 
newspapers  and  radio.  Listeners, 
seeing  the  ad-invitation,  would 
thus  want  to  hear  the  program 
and,  hearing  the  program,  they'd 
get  the  advertising  argument. 
Right!    So  far — so  good. 

Now  our  commercial  depart- 
ment, remembering  this  campaign 
from  the  previous  year,  had  put 
its  best  efforts  forward  to  sell  the 
agency  on  the  idea  of  spotting  the 
transcriptions  on  our  station.  Let- 
ters to  which  much  care  had  been 
given  went  forward.  But  said 
agency  did  not  so  much  as  ac- 
knowledge their  receipt.  Now  we 
(Continued  on  page  21) 


They  carry  a  person-to-person  ap- 
peal that  cannot  be  duplicated  on 
the  Big  Time. 

In  short,  we  on  the  smaller  ra- 
dio stations  are  just  plain  folks, 
neighborly  folks, '  whether  talking 
over  the  back  yard  fence  or  send- 
ing our  talent  to  the  smaller  com- 
munities for  a  free  concert.  It 
unites  the  entire  area  into  one  big 
family.  It  is  their  station.  They 
tune  us  in  when  we  go  on  the  air 
in  the  morning  and  let  'er  flicker. 
We  are  the  "daily  paper"  of  the 
air,  the  intensive  coverage  in  our 
respective  areas,  as  the  national 
hook-ups  are  the  Saturday  Eve- 
ning Posts  or  the  American  Mag- 
azines of  the  air.  The  national 
advertiser  should  give  us  as  much 
consideration  in  our  field  as  he 
does  the  daily  newspaper  in  its 
field.  It  is  not  only  good  business 
but  common  sense. 

Transcription  Alternative 

IF  THE  national  advertiser  does 
not  desire  to  avail  himself  of  the 
pulling  power  of  selective  small 
station  radio  talent,  he  can  at  least 
"roll  his  own"  with  electrical  tran- 
scriptions. There  has  been  a  re- 
markable advance  in  this  type  of 
entertainment  in  the  past  year — 
at  a  reduced  cost.  But  transcrip- 
tion firms,  at  least  a  few  of  them, 
seem  to  have  been  working  on  the 
principle  of  trying  to  get  all  the 
traffic  will  bear.  About  a  year  ago 
I  was  quoted  $60  for  a  15-minute 
transcription,  $780  for  the  series 
of  thirteen.  That  was  the  initial 
price.  The  final  price  was  $20. 
Today  equally  as  good  transcrip- 
tions are  available  for  as  little 
as  $5. 

If  transcription  companies 
can  afford  to  sell  entertainment 
at  $5  to  small  radio  stations  direct 
on  a  more  or  less  hit  or  miss  basis, 
what  an  attractive  price  they 
should  be  able  to  make  a  national 
advertiser  who  would  order  several 
hundred  for  intensive  coverage 
through  the  small  station!  In 
many  instances  the  cost  could  be 
split  50-50  with  the  manufacturer's 
local  representative. 

Service  Not  Duplicated 

PLEASE  note  that  the  small  radio 
station  coverage  is  not  duplicated. 
The  small  radio  station  does  not 
possess  sufficient  power  to  overlap 
into  the  next  small  station's  broad- 
cast area  as  a  rule. 

Let's  put  it  another  way.  Sup- 
pose a  national  magazine  has  a 
circulation  of  a  million.  Suppose 
this  magazine  decided  to  print  five 
million  copies  so  it  could  send  five 
copies  to  each  subscriber  for  the 
price  of  one  copy — if  the  subscriber 
chose  to  take  them.  Would  you, 
Mr.  Advertiser,  pay  five  times  as 
much  for  your  advertising?  Then 
why  do  you  ignore  exclusive  radio 
circulation,  particularly  during  the 
day  when  comparatively  few  radio 
fans  have  any  choice  as  to  chain 
programs.  But  when  Mary  sings — ! 


Educators  Meet 

"FUTURE  of  Educational  Broad- 
casting in  the  United  States"  is 
the  general  subject  of  this  year's 
annual  assembly  of  the  National 
Advisory  Council  on  Radio  in  Edu- 
cation in  New  York,  May  19,  un- 
der the  direction  of  Levering  Ty- 
son. 


AN  AGENCY  ON  THE  CARPET 

Letter  to  Broadcasting  Contends  Advertiser's  Money  Was 
 Wasted  By  Haphazard  Station  Choice  


May  1,  1933  •  BROADCASTING 


Page  13 


Lapel  Mike  for  Department  Stores  LT'fKitTwus 


WQAM  Introduces  Idea  on  Miami  Shopping  Program; 
Crowds  Follow  Radio  Voice  on  Merchandising  Tour 


WQAM,  Miami,  steps  forward  to 
claim  the  distinction  of  being  the 
first  station  to  use  the  new  lapel 
microphone  successfully  in  depart- 
ment store  merchandising.  Bur- 
dine's,  of  Miami,  is  the  client,  and 
Enid  Bur,  radio  voice  of  this  fa- 
mous store,  is  the  personality  that 
"sold"  the  idea  to  her  sponsors  and 
to  the  public. 

As  everyone  in  the  business  of 
broadcasting  knows,  no  unique 
method  of  broadcasting  amounts  to 
much  unless  there  is  a  distinctive 
personality  mixed  up  in  it  some- 
where. Burdine's  is  particularly 
fortunate  in  having  had  as  its 
radio  contact  with  the  public  for 
the  last  two  years  over  WQAM  a 
woman  with  a  warm  and  colorful 
voice  to  reflect  the  friendly  spirit 
of  the  store. 

Intimate  Radio  Chats 

ENID  BUR  (her  real  name  is  Ruth 
Robertson  and  her  pseudonym  a 
simple  anagram)  has  a  large  fol- 
lowing for  her  daily  15-minute 
morning  broadcasts.  Although 
they  have  previously  originated  in 
the  studio,  her  talks  have  been  per- 
sonalized so  as  to  appear  as  indi- 
vidual chats  with  each  listener.  She 
"drops  in"  on  her  radio  friends, 
with  an  occasional  reversal  when 
they  stop  in  at  her  home  to  pass 
the  time  of  day.  Hers  is  a  highly 
personal  method  of  merchandising 
when  she  mentions  a  bargain,  go- 
ing from  one  thrifty  shopper  to 
another. 

Fred  W.  Borton,  president  of 
WQAM,  suggested  the  lapel  micro- 
phone idea  to  Enid  Bur,  who 
turned  the  trick  with  her  sponsors. 
Other  stores  had  used  direct  broad- 
casts, but  Burdine's  with  the  per- 
sonal element  strong  in  every  piece 
of  copy,  had  previously  rejected 
the  idea  because  of  its  dislike  of 
direct  radio  advertising.  The  in- 
formality of  the  lapel  microphone 
and  the  flexibility  of  its  use  earned 
it  a  trial. 

Store  Fully  Wired 

THE  FIRST  of  the  new  series  of 
broadcasts  was  advertised  on  the 
air  and  in  the  department  store's 
newspaper  copy.  Radios  with  loud- 
speakers were  installed  in  various 
parts  of  the  store.  WQAM  ar- 
ranged outlets  on  all  four  floors, 
provided  an  engineer  and  a  page 
boy  to  follow  Enid  Bur  and  carry 
the  microphone  lines.  Hundreds  of 
people  attended,  and  remember, 
this  was  9:45  on  a  week-day  morn- 
ing. The  first  broadcast  took  place 
in  the  gift  department,  never  a 
very  busy  place. 

As  the  familiar  Burdine  theme 
music  was  heard  over  the  air  from 
the  WQAM  studios,  there  was  a 
buzz  of  comment  from  the  spec- 
tators— and  then  quiet,  as  the 
music  ceased.  Enid  Bur  stepped 
out  from  behind  a  counter,  the 
lapel  microphone  in  the  center  of 
an  attractive  shoulder  corsage,  and 
began  to  talk,  moving  from  one 
display  to  another.  Few  of  the 
spectators  seemed  to  notice  the 
microphone     or     the  connecting 


Department  Store  Shopping  With  Lapel  Microphone 


wires.  The  loudspeakers  carried 
the  program  perfectly  to  all  parts 
of  the  store  and  the  listeners  in 
their  homes  caught  the  subdued  air 
of  store  activity. 

Publicity  Draws  Crowds 

NEWS  photographers  were  on 
hand  and  considerable  publicity 
followed.  On  succeeding  days  the 
crowds  increased,  with  correspond- 
ing increased  sales  immediately 
following  the  program.  Each  day 
the  program  was  centered  in  a  dif- 
ferent department,  and  soon  the 
audience  was  participating  in  the 
program.  To  Enid  Bur's  "Good 
morning",  there  would  come  over 
the  air  the  booming  response  of 
the  spectators.  Frequently,  as  she 
went  along  the  aisles.  Miss  Bur  en- 
gaged in  conversation  with  repart- 
ment  heads.  The  continuity  was 
mostly  impromptu,  along  prepared 
lines,  and  dealt  with  new  merchan- 
dise and  special  offers. 

On  one  occasion,  hats  were  be- 
ing discussed  and  the  audience  was 
showing  a  decided  interest.  Sud- 
denly Enid  Bur  paused  in  her  talk 
and  said  "I'm  going  to  buy  a  hat 
this  morning,  if  you'll  help  me  se- 
lect it."  The  guests  moved  closer 
and  gave  vent  to  varied  expres- 
sions, as  one  hat  after  another  was 
tried  on.  Then  Miss  Bur  asked 
which  one  they  liked  best.  The 
majority  replied  that  they  pre- 
ferred the  second  one.  "Why?", 
asked  Miss  Bur,  and  the  air  was 
filled  with  logical  reasons.  So  the 
second  hat  was  donned  again, 
there  was  applause,  the  sales  slip 
was  made  out  and  the  sale  com- 
pleted. 

Permits  Direct  Merchandising 

BURDINE'S  is  known  throughout 
Florida  as  "The  Friendly  Store", 
and  these  lapel  microphone  broad- 
casts are  reflecting  the  atmosphere 
of  friendliness.  The  results  are 
varied.  Sales-people  are  stimu- 
lated, the  guests  who  come  pri- 
marily to  see  and  hear  the  broad- 
casts remain  to  shop.  Word-of- 
mouth  publicity  spreads  through- 
out the  city.   The  listeners  at  home 


come  in  to  see  the  things  of  which 
Enid  Bur  has  spoken,  with  the  de- 
sire to  buy  already  created.  Actual 
direct  merchandising  that  would 
sound  crude  in  a  studio  program 
goes  over  the  air  as  naturally  and 
with  as  much  listening  interest  as 
a  news  event. 

Needless  to  say,  these  lapel 
microphone  broadcasts  require 
more  time  and  ingenuity  in  prepa- 
ration than  straight  studio  con- 
tinuity, but  they  also  get  more  at- 
tention, and  by  tests,  have  stimu- 
lated more  trade.  Daily  radio  pro- 
grams over  WQAM,  not  straight 
merchandising  talks,  nor  entertain- 
ment, but  friendly  and  intimate 
programs  direct  from  the  aisles  of 
the  store,  used  as  a  supplement  to 
newspaper  advertising,  have  won  a 
permanent  place  in  the  Burdine 
budget.  In  closing,  we  reiterate 
our  contention  that,  regardless  of 
the  method  of  department  store 
broadcasting,  the  contact  with  the 
public  must  be  through  a  distinc- 
tive personality,  and  Enid  Bur  is 
just  that. 


Plymouth  Broadcast 

TO  ANNOUNCE  its  new  line  of 
Plymouth  cars,  Plymouth  Motor 
Corp.,  Detroit,  Chrysler  subsidiary, 
used  a  56-station  CBS  network 
April  21  in  a  one-hour  variety 
broadcast.  Placed  through  J. 
Stirling  Getchell,  Inc.,  New  York 
agency,  the  program  featured  How- 
ard Barlow's  symphony  orchestra 
and  included  dramatizations  of  the 
year's  biggest  news  events  a  la 
"March  of  Time".  Metropolitan 
newspapers  on  April  20  and  21 
carried  800-line  ads  calling  atten- 
tion to  the  broadcast.  Local  deal- 
ers in  some  cities  tied  into  the 
national  campaign  with  spot  an- 
nouncements. The  campaign  was 
similar  to  that  adopted  by  Ply- 
mouth last  November  when  deal- 
ers were  addressed  via  radio  by 
the  company's  officials  to  acquaint 
them  with  the  new  model."  Ply- 
mouth is  believed  to  be  preparing 
for  a  regular  network  program. 


JAMES  C.  HAN- 
RAHAN  has  been 
appointed  execu- 
tive vice  presi- 
dent of  the  Iowa 
Broadcasting  Co., 
subsidiary  of  The 
Des  Moines  Reg- 
ister AND  Trib- 
une, operating 
KSO,  Des  Moines, 
and  WIAS,  Ot- 
tumwa.  Mr.  Hanrahan,  who  has 
been  connected  with  the  Register, 
AND  Tribune  for  seven  years,  re- ' 
turned  to  Des  Moines  in  April 
after  spending  nine  months  in 
Washington  on  a  leave  of  absence 
from  his  duties  as  promotion  man- 
ager of  the  two  papers.  While  in 
Washington  he  was  assistant  to 
Gardner  Cowles,  a  director  until 
last  month  of  the  Reconstruction 
Finance  Corporation  and  publisher 
of  the  two  Des  Moines  papers.  Mr. 
Hanrahan  also  had  charge  of  the 
publicity  division  of  the  R.  F.  C.i 
William  C.  Gillespie,  KSO  man-' 
ager  and  Phil  Hoffman,  WIAS 
manager,  will  continue  in  their 
present  capacities,  Mr.  Hanrahan 
has  announced.  John  H.  Heiney, 
for  several  years  a  member  of  the 
Indianapolis  News  editorial  staff 
and  more  recently  associated  with 
Mr.  Hanrahan  at  the  R.  F.  C,  has 
joined  his  staff. 


Congressional  Inquiry 
Of  Radio  is  Demanded 

A  RESOLUTION  condemning  the 
use  of  broadcasting  for  advertising 
purposes  and  asking  that  Congress 
investigate  broadcasting  "with  a 
view  to  better  discrimination  as 
to  what  persons  or  organizations 
should  be  licensed  to  control  public 
air  channels  on  what  grounds  and 
for  what  purposes"  was  adopted 
by  the  National  Paper  Trade  Asso- 
ciation of  the  United  States  at  its 
recent  annual  convention.  A  copy 
of  the  resolution  was  sent  to  the 
Radio  Commission  April  17  by  A. 
H.  Chamberlain,  executive  secre- 
tary. 

In  his  letter  Mr.  Chamberlain 
stated  the  association  comprises 
upwards  of  500  merchant  distribu- 
tors of  paper  and  allied  lines,  rep- 
resenting all  sections  of  the  coun- 
try.   The  resolution  follows: 

"WHEREAS,  Many  abuses  have 
sprung  up  in  connection  with  radio 
advertising  in  its  use  as  an  adver- 
tising medium  which  is  conducted 
on  the  public  channels  of  air  com- 
munication not  open  to  free  com- 
petition, but  enjoying  partial  mo- 
nopolies under  Federal  grants,  be 
it 

"RESOLVED,  That  the  National 
Paper  Trade  Association  call  upon 
Congress  to  institute  a  complete 
investigation  of  the  broadcasting 
structure  of  this  country  with  a 
view  to  better  discrimination  as 
to  what  persons  or  organizations 
should  be  licensed  to  control  pub- 
lic air  channels  on  what  grounds 
and  for  what  purposes,  and 

"RESOLVED,  That  we  pledge 
our  cooperation  in  a  suitable  joint 
action  toward  putting  proper  limits 
on  the  commercial  use  of  radio 
channels  for  advertising  rather 
than  the  functions  of  public  ser- 
vice and  "benefit  in  which  they 
should  be  employed." 
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It  tak 


es 


\pom 


to  sell 
this  market 

economically 

and  one  "50  KW,"  WOC-WHO 

does  the  wKole  job  at  rock-bottom  cost 


I  OWA  presents  an  unusual  situation  in  radio 
coverage — and  an  unusual  advantage  to  the 
radio  advertiser. 

The  total  radio  power  output  licensed  for 
commercial  broadcasting  in  Iowa  is  54,000 
watts  for  evening  hours.  Of  this,  92  per  cent 
—or  50,000  watts— is  used  by  WOC-WHO, 
The  remaining  4,000  watts  are  divided  among 
the  ten  other  commercial  radio  stations  in 
the  state. 

The  area  served  by  WOC-WHO  is  really  a 
composite  market,  including  more  than  a 
score  of  sizable  cities  and  hundreds  of  small 
towns.  The  only  way  to  cover  such  a  ter- 
ritory effectively — and  economically — is  with 


a  high-powered  station  delivering  consistent 
service  and  a  strong  signal  day  or  night. 

Considering  its  power  and  the  size  of  its 
audience,  you  will  be  astonished  by  the  low 
cost  at  which  WOC-WHO  can  do  your  selling 
job  in  this  important  territory.  Write,  wire 
or  phone  for  new  low  rates  that  make  the 
WOC-WHO  market  an  outstanding  place  to 
go  after  increased  business  right  now. 

CENTRAL  BROADCASTING  CO. 


Davenport 
1002  Brady  Street 
Phone  Kenwood  5140 


Des  Moines 
914  Walnut  Street 
Phone  3-3251 


J 


ONE  STATION,  WOC-WHO 

Iowa  has  ten  commercial  radio  stations  with  total  evening  power  of  4,000  watts       mmm^  WITH  50,000  WATTS 
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CHICAGO 


All  of  the  facilities  of  the  NBC 
Chicago  headquarters  are  avail- 
able to  advertisers  using  radio 
stations  WMAQ  and  WENR.  Lo- 
cated in  the  Merchandise  Mart, 
one  of  the  largest  buildings  In 
the  world,  the  NBC  studios  and 
offices  are  the  last  word  in  modern 
equipment  and  efficiency. 


LOCAL  S 
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NEW    YORK  •  CHIC  All 

WEAF      &      WJZ  WMAQ  &  Will 

BOSTON  •  WBZ  SPRINGFIELD.  MASS.  •  WBZA  SCji 
PITTSBURGH   •    KDKA        CLEVELAND   •   WTAM  DENVE 

One    Contact    For    Seventeen    Stations  SI 
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of  Advertisers  Choose 


WMAQ 


r  OR 


WENR 


In  this  tremendous  market  it  is  only  a  question  of  choosing  the  area  which 
best  fits  your  distribution.  For  complete  coverage  of  Chicago's  metropolitan 
area,  plus  the  rich  and  populous  region  surrounding  Chicago  use  WMAQ. 
For  equally  effective  metropolitan  coverage,  plus  a  wider  area  made 
possible  by  WENR's  50,000  watt  transmitter,  the  choice  is  obviously  WENR. 
Both  stations  enjoy  a  popularity  and  prestige  which  assure  a  maximum 
audience  at  all  times.  And  each  station  can  point  to  exceptional  suc- 
cesses in  results  gained  for  advertisers. 

We  have  prepared  maps  showing  the  markets  of  these  two  stations 
which  are  not  only  dependable  indications  of  coverage  but  also  give  you  a 
clear  idea  of  the  scope  of  influence  each  station  has.  If  you  will  write  to 
our  nearest  office  we  will  be  glad  to  send  you  copies  of  these  maps,  rates 
and  other  pertinent  information. 


RVICE  BUREAU 

SAN  FRANCISCO 

KPO,        K60       &  KYi 
•  W6Y        WASHINGTON.  D.G.  •  WRC  &  WMAL 
PORTLAND,  ORE.    •    KEX        SPOKANE    •  KGA 

ilifies    Localized  Broadcasting 
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The  Press  Row 

IN  ALL  their  deliberations,  the  editors  and 
publishers  gathered  at  the  A. P.  and  A.N. P. A. 
radio  sessions  appeared  to  give  scant  thought 
to  the  fact,  well  known  to  those  newspapers 
that  have  approached  the  radio  problem  in- 
telligently, that  radio  might  be  enlisted  by 
them  as  a  promotional  medium  to  gain  circu- 
lation, lineage  and  prestige.  In  other  words, 
they  ignored  utterly  the  value  of  time  on  the 
air  to  them — time  that  holds  tremendous  ad- 
vertising possibilities  for  them  and  time  that 
many  broadcasters  have  offered  them  freely 
on  an  exchange  basis. 

Being  in  the  advertising  business  them- 
selves, the  publishers  nevertheless  overlook  the 
best  possible  advertising  medium  at  a  news- 
paper's command ! 

We  know  of  newspapers  that  have  built  cir- 
culation through  their  radio  tieups.  We  know 
of  some  that  have  made  "spotlight"  lineage 
pay  them  a  neat  income — a  species  of  space 
accounts  that  all  too  many  newspaper  adver- 
tising departments  are  overlooking  in  spite 
of  the  excellent  selling  point  they  can  offer 
radio  sponsors  in  pointing  out  how  they  can 
build  audience  for  a  particular  program.  As 
for  prestige,  there  can  be  no  question  about 
the  prestige  value  of  broadcasting  by  any 
publication;  viz.,  the  Time  magazine  series, 
which  also  brought  direct  results  in  the  way 
of  circulation  and  advertising. 

The  newspaper  publishing  business  is  too 
accustomed  to  having  things  its  own  way— 
to  having  advertising  as  well  as  news  gravi- 
tate toward  it.  When  this  lively  thing  called 
radio  appeared,  aggressive  and  productive,  the 
publishers  were  wont  to  deride  and  make  light 
of  it  as  did  the  railroads  the  buses  and  air- 
planes to  their  later  regret. 

The  A.P.  resolution  excluding  its  news  from 
the  networks  and  limiting  local  news  broad- 
casts was  obviously  inspired  by  the  bitterness 
engendered  by  economic  conditions.  Radio  has 
been  charged  with  flourishing  at  the  expense 
of  the  advertising  budgets  that  might  other- 
wise go  largely  to  newspapers.  Figures  show- 
ing that  radio's  encroachments  have  actually 
been  mostly  on  billboard  and  direct  mail  bud- 
gets, and  that  radio  represents  only  a  meager 
percentage  of  the  loss  the  depression  has  made 
newspapers  suffer,  apparently  will  not  per- 
suade short-sighted  publishers. 

If  there  must  be  competition  in  news,  radio, 
as  Publisher  Ochs  of  the  New  York  Times 
asserted  at  the  A.P.  meeting,  will  find  a  way 
to  get  that  news.  Formation  of  a  radio  press 
association  may  follow,  although  we  incline 
to  the  belief  that  the  A.P.  resolution  will  soon 
be  amended  after  the  present  experiment  has 
proved  its  inefRcacy.    It  is  significant  to  note 


how  little  perturbation  in  the  radio  ranks  both 
the  A.P.  and  A.N. P. A.  decisions  have  caused. 
Publishers,  we  predict,  will  soon  come  to  the 
conclusion  that  it  is  more  advantageous  to 
them  to  utilize  radio  and  cooperate  with  it 
than  to  hamstring  it. 


Playing  Politics 

DISMISSALS  face  a  number  of  tried  and  true 
specialized  employes  of  the  Radio  Commission. 
The  dismissals  are  being  made  in  the  magic 
name  of  economy.  But  is  economy  really  the 
motive  ?  Never  lily  white  where  politics  is 
concerned,  the  Commission  is  now  playing  poli- 
tics with  personnel,  for  no  sooner  will  these 
men  vacate  their  posts  than  certain  good 
Democrats  are  slated  to  get  equivalent  places 
on  the  Commission  staff.  That  these  Demo- 
crats have  no  specialized  knowledge  of  radio 
and  will  replace  men  who  have  performed  non- 
political  functions  honestly  and  diligently,  does 
not  seem  to  matter. 

We  refer  specifically  to  the  scheduled  clean- 
out  of  the  examiners'  division  and  the  aboli- 
tion of  the  press  section,  not  to  mention  sev- 
eral technical  specialists  and  clerks  that  are 
slated  to  go.  For  a  quasi-judicial  body  like 
the  Radio  Commission  to  bend  the  knee  to  the 
political  whip  as  it  is  doing  is  a  sad  com- 
mentary on  governmental  bureaucracy.  Staff 
cuts  are  incumbent,  of  course,  under  the  cur- 
tailed budget — accepted  by  the  Commission 
without  a  murmer  of  protest — but  the  dismis- 
sal of  trained  specialists  to  make  way  for 
political  job-winners  is  inexcusable  even  in 
the  heartless  game  of  politics. 

We  know  of  quite  a  few  Commission  super- 
numeraries, high  and  low,  who  might  better 
be  dismissed  for  the  sake  of  efficiency  as  well 
as  economy.  What  a  retribution  of  justice  if 
the  very  men  who  have  ordered  these  changes 
shortly  find  themselves  out  in  the  cold  while 
the  Commission's  trained  rather  than  political 
staff  is  retained  by  the  Department  of  Com- 
merce ! 


Inspired  By  Envy 

THE  NATIONAL  Paper  Trade  Association 
has  joined  the  ranks  of  envious  educators  and 
newspapers  in  denouncing  broadcast  advertis-' 
ing  and  in  demanding  that  Congress  reallo- 
cate radio  facilities  among  more  public-minded 
institutions,  viz.,  their  own.  Their  resolution, 
carried  elsewhere  in  this  issue,  is  obviously 
inspired  by  the  disgruntled  newspaper  minority 
and  the  trade  unions  associated  with  the  print- 
ing press.    No  further  comment  is  necessary! 


The  RADIO 
BOOK  SHELF 

A  CLASSIFIED  summary  of  the  United 
States  Census  Bureau's  1930  statistics  for 
cities  of  10,000  population  or  more  has  been 
compiled  by  the  E.  Katz  Special  Advertising 
Agency  and  published  in  "Nine  Hundred  and 
Fifty-four  Cities"  (New  York  office;  $3). 
Designed  for  the  use  of  advertising  agencies, 
sales  managers  and  radio  stations,  the  bro- 
chure contains  all  marketing  information 
available  from  government  sources  pertaining 
to  the  cities  covered. 


A  COMPREHENSIVE  theoretical  treatment 
of  the  fundamentals  of  thermionic  emission 
and  of  the  vacuum  tube  is  provided  in  the 
newly  published  "Theory  of  Thermionic 
Vacuum  Tubes"  by  E.  Leon  Chaffee,  pro- 
fessor of  physics  at  Harvard  University  (Mc- 
Graw-Hill Book  Co.,  New  York;  $6).  Based 
on  the  author's  lecture  notes  for  a  course 
given  at  Harvard  since  1922,  the  book  is  to 
be  followed  by  a  second  volume  covering  Prof. 
Chaffee's  remaining  material  on  vacuum  tubes. 


"LAUGHS,  giggles,  coughs  and  sneezes  are 
no  longer  unpardonable  sins  in  the  radio  stu- 
dio," avers  Orrin  E.  Dunlap,  Jr.,  radio  editor 
of  the  New  York  Times  in  an  article  in  the 
Sunday  Times  Magazine  of  April  23.  The 
article  takes  you  inside  the  theater-studios  for 
the  Eddie  Cantor,  Ed  Wynn,  Jack  Pearl  and 
like  performances,  telling  how  such  artists  are 
stimulated  by  visible  audiences  and  their  ap- 
plause, which  Mr.  Dunlap  says  is  not  particu- 
larly bothersome  to  the  non-visible  audience. 


SUCCESS  stories  of  spot  broadcasting  and 
sundry  news  about  the  Scott  Howe  Bowen 
organization  are  carried  in  a  folder  to  be  "pub- 
lished at  regular  intervals"  by  Scott  Howe 
Bowen,  Inc.,  New  York,  for  distribution  among 
agencies  and  advertisers.  The  first  issue  con- 
tains the  first  of  a  series  of  short  articles  on 
spot  broadcasting  in  relation  to  other  forms 
of  radio  advertising  by  Norman  Craig,  former 
agency  executive. 


TALKS  by  Harvey  S.  Firestone,  Jr.,  vice  pres- 
ident of  the  Firestone  Tire  &  Rubber  Co.,  de- 
livered each  Monday  night  on  the  NBC-WEAF 
network  from  September,  1931,  to  September,- 
1932,  have  been  reprinted  in  book  form  in 
response  to  numerous  requests  for  copies  from 
listeners. 


Advertising  Waste 

A  FLAGRANT  instance  of  the  lack  of  judg- 
ment on  the  part  of  an  advertising  agency  in 
selecting  stations  for  local  coverage  is  cited 
in  this  issue  in  a  letter  of  complaint  from  the 
director  of  WWNC,  Asheville,  N.  C.  The 
agency  used  a  newspaper  tie-in  display  in 
Asheville  to  call  attention  to  a  radio  program 
on  a  station  600  miles  away  and  operating 
on  the  same  channel  as  WWNC  but  with  only 
one-fourth  the  power.  Obviously,  the  program 
could  not  possibly  reach  Asheville  with  WWNC 
on  the  air.  As  the  writer  points  out,  the  ad- 
vertiser, not  knowing  of  the  agency's  failure 
to  coordinate  radio  and  newspaper  advertising, 
may  decide  next  year  that  the  radio  appro- 
priation, at  least  for  that  vicinity,  has  been 
wasted.  And  so  radio  gets  an  undeserved  black 
eye  on  account  of  an  agency's  ignorance.  The 
WWNC  director  does  well  to  smoke  out  such 
an  offender. 
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We  Pay  Our  Respects  to — 


GEORGE  DEWEY  HAY 


CONTRARY  to  a  popular  belief 
among  many  of  the  followers  of 
radio's  Old  Guard  of  pioneer  an- 
nouncers, Bill  Hay  of  Pepsodent 
fame  and  George  Dewey  Hay, 
known  throughout  the  Southland 
and  parts  distant  as  the  "Solemn 
Old  Judge,"  are  not  brothers.  If 
you  ask  George  about  it,  he  will 
say:  "That  part  is  tough  on  me 
because  Bill  is  a  Scotchman  and  I 
am  a  spendthrift." 

There  you  have  George  Hay — 
quick  wit,  regular  fellow  and 
master  of  ad  lib.  Indeed,  the 
"Solemn  Old  Judge"  would  be  first 
to  admit  that,  much  as  he  loves 
his  announcing  jobs,  he  loves  them 
more  when  he  can  do  them  with- 
out a  written  script.  Probably  it 
was  his  ad  libbing  that  made  him 
one  of  the  most  p  o  p  ul  a  r  an- 
nouncers in  the  South  in  spite  of 
his  northern  nativity. 

The  "Solemn  Old  Judge"  belongs 
to  that  coterie  of  Old  Timers  whose 
names  will  survive  in  radio  history 
long  after  they  are  among  the 
dear  departed — Leo  Fitzpatrick,  the 
"Merry  Old  Chief";  Lambdin  Kay, 
the  "Little  Colonel";  Harold 
Hough,  the  "Hired  Hand",  and 
Bill  Hay  of  the  Scotch  burr. 

It  was  while  he  was  working 
as  a  reporter  under  the  late  great 
C.  P.  J.  Mooney,  editor  of  the 
Memphis  Commercial  Appeal, 
that  George  Hay  was  assigned  to 
the  microphone  of  its  Station 
WMC.  Becoming  radio  editor  of 
that  newspaper  in  1923,  he  took 
over  announcing  on  the  late  night 
feature  frolic,  assuming  the  title 
of  "Solemn  Old  Judge"  because  of 
a  grave  demeanor  that  belies  the 
hearty  good  fellowship  and  na- 
tural wit  that  really  are  his. 
Nearly  every  DX-er  of  those  days 
knew  his  voice  on  the  then  not  so 
crowded  wave  lengths. 

About  a  year  later,  WLS,  Chi- 
cago, then  operated  for  Sears  Roe- 
buck by  Eddie  Bill,  now  of  WMBD, 
Peoria,  offered  him  a  job  as  an- 
nouncer. He  accepted  it.  In  the 
fall  of  1924  his  popularity  was  at- 
tested by  his  winning  the  Radio 
Digest  gold  cup  in  its  announcers' 
contest. 


For  WLS  he  later  barnstormed 
through  the  country  with  Ford  and 
Glenn,  the  popular  radio  team.  He 
was  guest  announcer  at  WSM, 
Nashville,  along  with  Leo  Fitz- 
patrick and  Lambdin  Kay,  when 
that  station  was  inaugurated  on 
Oct.  5,  1925.  They  liked  him  there 
and  offered  him  a  job.  He  took  it, 
and  has  been  there  ever  since, 
doubling  in  brass  as  its  "printers' 
devil"  as  well  as  announcer  by 
turning  out  its  publicity  and  act- 
ing as  its  newspaper  liaison  officer. 

George  Hay  was  born  in  Attica, 
Ind.,  Nov.  9,  1895.  His  parents 
moved  to  Chicago  when  he  was  10 
and  he  attended  primary  and  high 
schools  there.  In  1918,  when  he 
was  22  he  joined  the  Army,  train- 
ing at  Camp  Gorden,  Atlanta. 
There  he  gained  his  love  for  the 
Southland  and  he  determined  to 
stay.  Mustered  out  of  the  service, 
he  returned  to  Chicago  in  1919  but 
soon  was  back  in  the  South  as  a 
reporter  for  the  Memphis  Com- 
mercial Appeal. 

Covering  police  court  in  Mem- 
phis, he  soon  began  writing  a  col- 
umn titled  "Howdy,  Judge."  The 
whimsical  note  he  struck  in  the 
column  won  it  wide  recognition, 
and  his  selected  writings  have 
since  been  issued  in  book  form. 
His  chief  hobby  is  the  "Grand  Old 
Opry"  program,  a  variety  feature 
in  which  he  acts  as  master  of  cere- 
monies, one  of  the  stellar  attrac- 
tions on  WSM.  His  other  hobby 
is  golf.  He  has  been  married  15 
years  and  is  the  father  of  two 
daughters,  ages  9  and  13. 


NBC  Auditions 

AMONG  auditions  of  programs 
and  artists  at  NBC  in  New  York 
during  the  last  two  weeks  were: 
script  for  Kraft-Phenix  Cheese 
Corp.,  Chicago;  script  for  Merck  & 
Co.,  Rahway,  N.  J.  (chemists); 
talent  for  Borden  Sales  Co.,  New 
York  (foods);  Duncan  Sisters  and 
orchestra;  Count  Felix  von  Luck- 
ner;  Leon  V.  Quigley,  sketch; 
Hobart  Bosworth,  sketch;  "Pipes 
and  Strings,"  with  Lew  White,  Ray 
Costa  and  Pollock  &  Kahn. 


PERSONAL  NOTES 


ROBERT  H.  BURDETTE,  former  as- 
sistant manager  of  WLW,  Cincin- 
nati, joins  the  staff  of  WRVA,  Rich- 
mond, May  1.  Mr.  Burdette  is  widely 
known  in  Ohio  as  a  football  star  and 
athletic  coach.  Former  manager  of 
WSAI,  he  has  for  the  past  four  years 
been  assistant  manager  of  WLW,  also 
directing  and  producing  programs,  in- 
cluding the  daily  Morning  Exercise 
Class,  The  "Angelus"  Biblical  Drama, 
Crosley  Review,  and  others. 
THOMAS  F.  O'LEARY,  well  known 
Detroit  advertising  man,  and  lately 
of  the  sales  department  of  WXYZ,  De- 
troit, has  been  appointed  sales  mana- 
ger of  WOOD-WASH,  Grand  Rapids, 
of  the  group  of  the  Michigan  Radio 
Network. 

WILLIAM  A.  COKER,  formerly  pro- 
motive director  of  the  New  Orleans 
Association  of  Commerce,  has  been  ap- 
pointed director  of  sales  and  promo- 
tion of  WSMB,  New  Orleans. 
FRANCIS  CONRAD,  son  of  Dr. 
Frank  Conrad,  Westinghouse  radio 
pioneer,  has  been  appointed  assistant 
manager  of  KDKA,  Pittsburgh.  Until 
recently  he  was  with  the  station  re- 
lations department  of  NBC  in  New 
York. 

CLAUDE  MORRIS,  recently  trans- 
ferred from  KDKA  to  NBC  in  New 
-York,  has  returned  to  KDKA  as  dra- 
matic chief.  Frederick  G.  Rodgers, 
program  director,  has  resigned  from 
KDKA  to  return  to  his  own  business, 
the  Rodgers  Chemical  Co. 
EDWARD  KIRBY,  formerly  with  the 
C.  P.  Clark  Advertising  Agency, 
Nashville,  is  now  with  the  National 
Life  &  Accident  Insurance  Co.  and  its 
radio  station,  WSM,  Nashville,  do- 
ing sales  promotion  and  merchandis- 
ing work. 

JESSE  H.  JAY,  operator  of  WIOD, 
Miami,  was  host  in  early  April  to 
Phillips  H.  Lord  (Seth  Parker)  who 
was  on  a  fishing  trip  in  Florida  before 
embarking  on  a  round  -  the  -  world 
cruise. 

M.  1.  BEVENS,  formerly  in  the  retail 
mercantile  field,  has  been  appointed 
manager  of  KGRS,  Amarillo,  Tex. 

PROF.  L.  CZERNIAWSKI,  since  192G 
director  of  music  of  the  Polish  broad- 
casting system,  has  resigned,  and  has 
been  succeeded  by  Prof.  T.  Mazurkie- 
wicz,  former  director  of  the  Warsaw 
Opera. 

BORN,  to  Mr.  and  Mrs.  John  M.  Lit- 
tlepage,  a  son,  John,  Jr.,  weight  8 
pounds,  March  20.  Mr.  Littlepage  is 
a  partner  specializing  in  radio  in  the 
Washington  law  firm  of  Littlepage, 
Littlepage  &  Spearman. 
EARL  C.  ANTHONY,  owner  of  KFI- 
KECA,  Los  Angeles,  and  his  mana- 
ger, Arthur  Kales,  called  on  M.  H. 
Aylesworth,  president  of  NBC,  in  New 
York  in  mid-April.  Mr.  Anthony  was 
en  route  to  Bermuda. 
EDWARD  KLAUBER,  first  vice  pres- 
ident of  CBS,  returned  to  his  office 
April  17  after  having  been  confined 
to  his  home  by  illness  for  several 
weeks. 

GEORGE  P.  McClelland,  recently 
appointed  vice  president  of  NBC  in 
charge  of  sales,  is  recovering  from  an 
attack  of  arthritis. 

WALTER  PRESTON,  program  mana- 
ger of  WBBM,  Chicago,  has  just  re- 
turned to  work  after  a  two  weeks' 
illness. 

BORN,  to  Mr.  and  Mrs.  George  Ker- 
cher,  a  daughter.  Merry  Belle,  at  the 
Evanston  hospital  April  13.  Mr.  Ker- 
cher  is  assistant  to  Edward  E.  Voy- 
now,  Chicago  manager  of  Edward 
Petry  &  Co.,  station  representatives. 
HARRY  F.  ANDERSON,  sales  mana- 
ger of  NBC  in  San  Francisco,  has 
been  elected  president  of  the  San 
Francisco  Sales  Managers'  Associa- 
tion. 

JOHN  NEAGLE  has  resigned  as  di- 
rector of  publicity  of  the  Yankee  Net- 
work. He  was  succeeded  by  Robert 
F.  Donahue. 


FRED  WEBER,  manager  of  station 
relations  for  NBC  Chicago  division, 
made  a  tour  of  associated  stations 
during  April,  including  KPYR,  Bis- 
mark;  WDAY,  Fargo;  WEBC,  Su- 
perior; KSTP,  St.  Paul;  WIBA,  Madi- 
son; WJDX,  Jackson,  Miss.;  KTBS, 
Shreveport,  La.;  WOAI,  San  Antonio; 
WFAA,  Dallas;  WBAP,  Fort  Worth; 
KVOO,  Tulsa,  Okla.;  KWK  and  KSD, 
St.  Louis. 

FRANK  JOHN  O'LEARY,  formerly 
associated  with  the  Conde  Nast  Pub- 
lications, has  joined  the  sales  staff  of 
the  Chicago  NBC  division.  Mr. 
O'Leary  is  a  well  known  Chicago 
sportsman,  and  has  been  associated 
with  the  Archer  A.  King  Publishers 
Service,  and  with  WBBM,  Chicago. 

DR.  MAX  JORDAN,  continental  Euro- 
pean representative  of  NBC,  who  was 
assigned  to  Berlin  in  1931  after  hav- 
ing served  as  Washington  correspond- 
ent for  German  newspapers,  has  been 
transferred  to  Basle,  Switzerland. 


BEHIND 
THE  MICROPHONE 


PHIL  KOTY,  University  of  Kentucky 
graduate,  has  been  engaged  by  the 
WKBC  Air  Theater,  Birmingham,  as 
announcer-salesman.  WKBC  also  re- 
ports that  Gene  Edwards,  recently  ap- 
pointed manager  of  all  studios  of  the 
WKBC  Air  Theater,  will  be  married  to 
Miss  Marguerite  Oeser,  of  Birming- 
ham, June  3. 

WALLACE  GADE,  announcer  of 
KVI,  Tacoma,  Wash.,  was  married 
April  22  to  Miss  Polly  Fredericks,  who 
appears  as  "Celia  Lee"  in  a  cooking 
school  program  on  KVI  and  KPCB. 

KVI,  Tacoma,  Wash.,  boasts  one  of 
the  youngest  radio  announcers  in  the 
country  in  Maurice  Webster,  who  has 
just  rounded  out  his  first  six  months 
in  radio  by  celebrating  his  17th  birth- 
day. He  is  also  publicity  director  of 
the  station. 

CHARLES  LYON,  NBC  Chicago  an- 
nouncer, flew  to  Akron,  0.,  April  17, 
to  broadcast  a  description  of  the  first 
flight  of  the  dirigible  Macon.  He  was 
assisted  during  the  broadcast  by  Tom 
Manning  of  WTAM,  Cleveland. 

JAMES  ROOSEVELT,  eldest  son  of 
the  President,  turned  radio  news  com- 
mentator April  27  when  he  gave  a 
description  of  the  visits  of  Premiers 
Macdonald  and  Herriot  to  the  White 
House  over  a  CBS  network. 

SENOR  ORTIZ  TIRADO,  popular 
Mexican  radio  star  and  leading  tenor 
of  Mexico's  National  Opera  Company, 
has  signed  a  contract  with  NBC  Art- 
ists' Service.  He  made  his  debut 
April  29. 

IRENE  BORDONI,  star  of  the  stage 
and  screen  and  a  musical  comedy  fav- 
orite of  two  continents,  inaugurated 
a  new  series  of  programs  over  NBC 
April  25. 

LOWELL  BAXTER  is  the  new  staff 
organist  and  pianist  at  WCKY,  Cov- 
ington, succeeding  Tommy  Ott,  re- 
signed. 

JERRY  JERMAIN,  formerly  of  the 
KTAB  staff  in  San  Francisco,  has  re- 
joined that  station  to  do  a  household 
hour  in  the  place  of  Alma  LaMarr, 
who  has  joined  KQW,  San  Jose. 

WALTER  BUNKER,  Jr.,  chief  an- 
nouncer at  KFRC,  San  Francisco,  has 
embarked  on  a  five  months'  European 
cruise  with  his  wife. 
CHARLIE  HAMP,  who  appears  in  a 
daily  one-man  show  for  Red  Star 
"Happyeast"  on  WBBM,  Chicago,  in 
mid-April  rounded  out  his  1,080th 
hour  of  broadcasting,  having  been  on 
the  air  regularly  45  weeks  a  year  for 
eight  years.  He  is  reputed  to  be  the 
highest  salaried  non-network  star  in 
radio. 

ED  BROWNING  has  returned  to  the 
staff  of  WDEL,  Wilmington,  Del.,  as 
continuity  writer.  He  had  been  away 
from  WDEL  for  several  months. 
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LEILA  GRAVES  THOMAS  has  estab- 
lished the  Thomas  School  of  Broad- 
casting at  1241  Jackson  St.,  San  Fran- 
cisco. She  has  been  a  vocal  teacher 
in  the  bay  district  for  several  years. 

TOM  DOOLEY  and  Danny  Burke 
have  taken  their  country  store  rustic 
act  "Horse  Sense  Philosophy"  from 
WGY,  Schenectady,  to  an  NBC-WEAF 
network  for  a  Sunday  night  spot, 
starting  April  23. 

NORMAN  WILSON  and  his  orchestra, 
formerly  at  the  Coral  Gables  Club  in 
Florida,  have  been  appointed  staff 
music  organization  for  KRKD,  Los 
Angeles. 

CHARLES  SHEPHERD,  music  head  of 
KFI-KECA,  Los  Angeles,  made  an  ap- 
pearance as  guest  conductor  with  the 
Los  Angeles  Philharmonic  Orchestra 
in  April. 

RUTH  SEANOR,  Junior  Leaguer  and 
member  of  the  Service  Club,  has  been 
added  to  the  hostess  staff  of  NBC  in 
Chicago.  She  is  a  graduate  of  the 
Connecticut  College  for  Women. 


IN  THE 
CONTROL  ROOM 


TRIBUTE  to  Samuel  Finley  Breese 
Morse,  inventor  of  the  telegraph,  was 
paid  in  a  nation-wide  CBS  broadcast 
April  27  on  the  occasion  of  his  142nd 
anniversary.  Climax  of  the  broadcast 
was  receipt  of  a  cable  from  Paris 
from  Mrs.  Leila  Morse  Rummel,  82, 
his  only  surviving  daughter. 

HIRAM  PERCY  MAXIM,  radio  pion- 
eer and  founder  and  president  of  the 
American  Radio  Relay  League,  na- 
tional amateur  organization,  is  the  au- 
thor of  "Life's  Place  in  the  Cosmos", 
a  book  of  philosophical  science,  just 
published  by  Edwin  Valentine  Mit- 
chell, Inc.,  Hartford,  Conn. 

A.  F.  MURRAY,  formerly  general  re- 
search engineer  in  charge  of  tele- 
vision at  RCA  Victor,  Inc.,  Camden, 
N.  J.,  has  joined  the  Philco  Radio  & 
Television  Corp.,  Philadelphia. 

EVERETT  CUTTING,  chief  tech- 
nician of  KVI,  Tacoma,  Wash.,  has 
returned  to  his  post  after  being  ab- 
sent since  last  October  on  account  of 
illness. 

H.  C.  LUTTGENS,  NBC  central  divi- 
sion engineer,  was  interviewed  on  the 
mechanical  workings  of  a  radio  net- 
work by  Helen  Stevens  Fisher  in  the 
NBC  Farm  and  Home  Hour  in  April. 


Pacific  Admen  Meet 

PACIFIC  Advertising  Clubs  As- 
sociation, composed  of  nearly 
thirty  west  coast  ad  clubs,  will 
hold  its  30th  convention  in  the 
Senator  Hotel,  Sacramento,  Cal., 
June  18  to  21  inclusive.  Delegates 
and  representatives  will  attend 
from  British  Columbia,  Washing- 
ton, Idaho,  Montana,  Utah,  Oregon, 
Nevada,  Hawaii  and  California. 
There  will  be  general  assembly 
sessions  for  three  days  and  round 
table  discussions.  Don  Oilman, 
NBC  vice  president  and  Pacific 
coast  manager,  has  been  appointed 
a  member  of  the  program  com- 
mittee. 


Accord  Still  Sought 
On  Wave  Widening 

Sykes  Heads  U.  S.  Delegation ; 
White  Quits  as  Delegate 

WITH  WORD  still  awaited  from 
Mexico  City  as  to  a  definite  date 
for  the  North  American  conference 
there  to  consider  redistribution  of 
wave  lengths,  progress  is  being 
made  in  the  drafting  of  a  United 
States  proposal.  With  much  of 
the  detail  work  assigned  to  sub- 
committees of  the  general  prepara- 
tory committee  meetings  are  being 
held  periodically  in  the  hope  that 
the  various  groups  involved  will 
agree  on  a  plan  for  enlargement 
of  the  broadcast  band. 

Chairman  Sykes  of  the  Radio 
Commission  has  been  formally 
named  chairman  of  the  delegation 
to  represent  this  country  at  the 
conference.  Simultaneously,  it  be- 
came known  that  Senator  White, 
(R.)  of  Maine,  had  resigned  as  a 
member  of  the  delegation.  He  was 
named  last  February,  before  the 
change  in  administration,  by  the 
State  Department,  and  it  was  gen- 
erally supposed  he  would  head  the 
delegation.  It  is  believed  that 
Senator  White's  resignation  was 
prompted  by  the  naming  of  Judge 
Sykes  as  chairman.  His  successor 
has  not  yet  been  named. 

No  Accord  Yet 

WHILE  the  nature  of  the  prepara- 
tory committee  discussions  has 
not  been  made  known,  it  is  under- 
stood that  no  agreement  has  been 
reached  as  yet  on  the  manner  of 
enlarging  the  broadcast  band. 
From  the  start,  the  NAB,  through 
its  representative,  James  W.  Bald- 
win, has  favored  invasion  of  the 
long  waves,  while  government  and 
marine  services  have  opposed  it. 
Should  these  groups  be  unable  to 
agree,  the  American  delegation  will 
have  to  decide  whether  to  favor 
enlargement  of  the  band  at  the 
lower  or  upper  ends,  or  both. 

It  is  believed  that  the  conference 
will  be  held  late  in  May  or  early 
in  June.  Canada  and  Cuba,  as  well 
as  the  United  States  and  Mexico, 
are  expected  to  be  represented. 

A  possible  bearing  on  the  im- 
pending negotiations  was  seen  in 
the  filing  recently  of  applications 
by  several  clear  channel  stations 
for  authority  to  increase  their 
power  to  the  maximum  of  50  kw. 
WGN,  Chicago,  WBZ,  Boston,  and 
WBAL,  Baltimore,  have  filed  such 
applications,  all  having  been  par- 
ties to  the  high  power  hearings 
of  two  years  ago,  which  termi- 
nated in  the  granting  of  the  maxi- 
mum output  to  nine  stations.  The 
WGN  application  already  has  been 
designated  for  hearing  June  2. 
Other  clear  channel  stations  may 


Col.  Samuel  Reber 

COL.  SAMUEL  REBER,  for  many 
years  general  European  represen- 
tative of  the  RCA,  died  at  Walter 
Reed  Hospital,  Washington,  April 
16  at  the  age  of  69.  A  pioneer 
figure  in  the  radio  world.  Col. 
Reber  was  in  charge  of  the  avia- 
tion section.  Signal  Corps,  with  the 
28th  and  88th  divisions  of  the 
A.  E.  F.  in  France.  He  was  an 
1886  graduate  of  West  Point  and 
took  special  electrical  engineering 
at  Johns  Hopkins  in  1894.  He  was 
retired  from  the  Army  in  1919, 
shortly  thereafter  joining  RCA. 
He  was  a  member  of  the  Institute 
of  Electrical  Engineers,  Institute 
of  Radio  Engineers  and  Franklin 
Institute.  He  is  survived  by  his 
widow  and  two  sons,  Lieut.  Miles 
Reber,  U.  S.  A.,  and  Samuel  Reber, 
Jr.,  diplomatic  officer  of  the  U.  S. 
State  Department.  Burial  took 
place  at  Arlington  April  18. 

follow  suit  with  applications  for 
the  maximum  power. 

Possibility  of  a  revision  of  ex- 
isting United  States  allocations  fol- 
lowing the  North  American  con- 
ference is  believed  largely  respon- 
sible for  these  applications.  More- 
over, there  has  been  talk  that  the 
Commission  might  duplicate  as- 
signments on  clear  channels  wher- 
ever power  is  under  50  kw. 

Meanwhile,  nations  of  Europe 
are  preparing  to  revise  their  own 
broadcasting  structure  at  a  confer- 
ence scheduled  to  begin  at  Lucerne 
May  15.  Like  the  North  American 
conference,  the  European  sessions 
were  made  possible  by  the  regional 
broadcasting  agreements  reached 
at  the  International  Radio  Confer- 
ence in  Madrid  last  year. 

Europe  faces  a  complete  reallo- 
cation, since  it  must  provide  new 
channels  upon  which  numerous 
stations  in  course  of  construction 
must  be  assigned.  Tremendous  in- 
terference has  resulted  from  the 
present   policy   of  requiring  only 

9  kilocycle  separations  between 
broadcasting  channels  as  against 

10  in  this  country.  When  the  pres- 
ent allocations  were  worked  out, 
European  stations  were  of  low 
power  and  engineers  thei'e  saw 
little  need  for  a  separation  greater 
than  9  kc. 

Word  from  abroad  is  that  prac- 
tically all  nations  are  agreed  that 
more  long  waves  must  be  avail- 
able for  broadcasting,  in  addition 
to  the  channels  below  550  kc.  al- 
ready used  for  broadcasting.  It  is 
predicted  that  alterations  probably 
will  be  made  in  the  wave  lengths 
of  almost  all  stations  on  the  con- 
tinent. 


Mr.  Barkley 


Hygrade  Sylvania  Opens 
Electronics  Department 
At  Clifton,  N.  J.,  Branch 

ITS  EXECU- 
TIVE personnel 
and  staff  consist- 
ing of  former  ex- 
ecutives of  the 
DeForest  Radio 
Corp.,  Passaic, 
N.  J.,  the  new 
electronics  de- 
partment of  Hy- 
grade Sylvania 
Corp.,  Emporium, 
Pa.,  has  gone  into  production  at 
a  branch  plant  located  at  64  Lake- 
view  Ave.,  Clifton,  N.  J.  Radio 
transmitters,  transmitter  tubes  and 
specialized  custom-built  electronic 
devices  are  being  made  at  the 
Clifton  factory,  the  Emporium 
plant  continuing  the  production  of 
receiving  tubes  and  lamp  bulbs. 

Stafif  All  DeForest  Men 

THE  STAFF  comprises  William  J. 
Barkley,  general  manager;  D.  F. 
Replogle,  chief  engineer;  Victor  0. 
Allen,  assistant  chief  engineer,  and 
22  engineers  and  executives,  all 
formerly  with  DeForest. 

Mr.  Barkley  re- 
signed as  vice 
president  of  the 
DeForest  com- 
pany last  Febru- 
ary to  join  Hy- 
grade Sylvania. 
He  has  been  in 
radio  since  1907 
when  he  became 
president  of  the 
old  Wireless  Spe- 
cialty Apparatus  Co.,  manufactur- 
ing equipment  for  United  Fruit 
vessels.  This  company  in  1919  was 
sold  to  United  Fruit  whose  radio 
activities  were  then  taken  over  by 
RCA,  Mr.  Barkley  continuing  with 
United  Fruit  in  a  consulting  ca- 
pacity. 

Mr.  Replogle  is  a  native  of 
Alaska,  attended  college  in  Oregon 
until  1916,  returned  to  Alaska  and 
in  1921  entered  Massachusetts  In- 
stitute of  Technology,  being  gradu- 
ated in  1924.  For  a  time  he  was 
with  the  Boston  Edison  Co.,  then 
in  the  sales  end  of  National  Car- 
bon Co.  In  1931  he  joined  De- 
Forest  to  take  charge  of  engineer- 
ing and  production. 


Mr.  Replogle 


SPONSORED  by  various  civic 
organizations,  a  series  of  histori- 
cal programs  is  being  carried  a 
half  hour  weekly  on  KPO,  San 
Francisco,  through  Calif  ornians, 
Inc.,  community  advertising  group. 


ALLIED  Broadcasting  Corp.,  with 
offices  in  San  Francisco,  Portland, 
Seattle  and  Vancouver,  has  opened 
an  office  in  the  Creque  Building, 
Hollywood,  with  a  complete  ser- 
vice starting  from  continuity  prep- 
aration to  the  finished  transcrip- 
tions. George  F.  Carefoot  is  pres- 
ident and  manager  with  K.  S. 
Senness  as  sales  manager. 


DO  YOU  KNOW  WHO  IS  DOING  THE  REAL 
JOB  FOR  THE  ADVERTISER?  see  page  23 
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Ad  Agency  on  the  Carpet 

{Continued  from  page  IS) 


don't  mind  being  turned  down — 
that  is  the  privilege  belonging  to 
the  fellow  we  are  trying  to  sell. 
But,  we  derive  a  strange  satisfac- 
tion in  knowing  that  our  letters 
have  been  received  and  the  deci- 
sive, if  negative,  information  that 
is  contained  in  "we  regret  we'll  be 
unable  to  use  your  station  this 
year.  Maybe  next  year — "  and  so 
forth. 

We  tried  several  times  to  land 
this  Easter  egg,  but  with  nothing 
approaching  success.  Evidently  the 
agency  was  not  interested  in  the 
coverage  we  had  to  offer — and  so, 
that  was  that.  Until  I  read  that 
advertisement!  Then,  I  learned 
that  they  were  interested  and  they 
were  inviting  listeners  to  hear  their 
programs  from  another  station! 

Now  the  station  with  which  I 
happen  to  be  connected  is  a  1000- 
watter,  operating  on  570  kc.  Na- 
turally, the  570  spot  on  the  dial  of 
any  radio  receiver  within  up  to 
fifty  miles,  at  the  least,  is  pretty 
well  occupied  by  our  signals — at 
any  time  when  we  are  on  the  air. 
That  being  more  or  less  common 
knowledge,  my  surprise  was  most 
acute  when  I  reached  that  portion 
of  the  ad-invitation  giving  dialing- 
instruction. 

600  Miles  Away 

LISTENERS  were  being  asked  to 
tune-in  a  program  which  would  be 
broadcast  by  a  station  also  operat- 
ing on  570  kc. — and  located  ap- 
proximately 600  miles  by  airline 
froni  our  city!  The  station  whose 
call  letters  were  given  in  the  ad- 
vertisement is  one  that  might  be 
heard  locally,  provided  we  were 
not  on  the  air,  but  even  that  is 
extremely  problematical.  For  day- 
time reception,  listeners  know  that 
they  have  to  depend  upon  the  local, 
since  it  affords  practically  the  only 
enjoyable  reception.  Even  the 
super-powered  stations  are  heard 
with  an  accompaniment  of  noises 
that  destroy  the  enjoyment  of 
their  programs  during  the  daytime. 

And  there  you  have  an  example 
of  how  an  advertiser's  money  may 
be  spent  by  some  one  who  is  in  a 
position  to  ruin  completely  a  good 
advertising  campaign's  chances  for 
success.  As  we  see  it,  there  is 
more  to  the  planning  of  a  radio 
campaign  than  the  creation  of  a 
good  program.    Even  the  best  pro- 


gram will  fall  down  when  it  comes 
to  results,  unless  due  care  has  been 
taken  in  the  selection  of  the  broad- 
cast outlets.  That  job — the  selec- 
tion of  stations — is  the  one  job 
that,  in  many,  many  instances 
seems  to  be  left  to  the  office  boy. 
Or  maybe  to  the  "stick-a-pin-in- 
a-map-while-blindfolded"  method. 

One  of  Many  Instances 

WE  FIND  it  mighty  hard  some- 
times to  believe  that  radio  adver- 
tising can  be  handled  with  such 
an  apparent  disregard  for  results, 
yet  this  is  just  one  of  many  in- 
stances that  have  come  to  our  at- 
tention, where  a  little  intelligent 
consideration  of  facts  which  could 
be  gained  from  a  perusal  of  a  sta- 
tion log  would  have  prevented  the 
wasteful  expenditure  of  an  adver- 
tiser's money. 

We  made  an  honest  effort  to 
acquaint  both  the  agency  and  the 
client  with  the  fact  that  this  sta- 
tion's facilities  were  available  to 
them.  We  gave  them  complete 
coverage  information.  We  have  no 
quarrel  with  them,  nor  with  any 
firm  that  does  not  choose  to  buy 
what  we  have  to  offer.  But,  when 
they  buy  time  on  a  station  600 
miles  away — and  use  space  in  local 
papers  to  attract  an  audience,  well, 
we  cannot  help  but  wonder.  No 
one  station  has  a  corner  on  cov- 
erage— not  in  these  United  States. 
But  every  station  has  certain  out- 
standing advantages  which  are  de- 
serving of  consideration,  and  we 
know  that  what  coverage  claims 
we  do  make  can  be  proved  by  the 
use  of  any  one's  yardstick. 

Among  these  is  a  claim  which 
should  be  obvious — with  our  1000- 
watter  operating  on  570  kc,  there 
can  be  no  possibility  of  any  one 
in  our  primary  or  secondary  area 
getting  a  250  watt  station,  operat- 
ing on  the  same  frequency,  no 
matter  where  it  may  be  located. 
It  just  can't  be  done!  Yet,  we 
have  an  advertiser  trying  to  do 
the  impossible,  and  by  now  he  is 
wondering  why  such  sparse  re- 
turns— why  no  audience  comment, 
et  cetera.  And,  maybe,  when  next 
Easter  rolls  around,  he'll  have 
strong  arguments  against  the  use 
of  radio,  all  because  some  one 
didn't  know — or,  did  not  want  to 
know! 


U  S.  RETAIL  MARKET 


DAYTIME  POWER 

The  ONLY  High-Powered 
Broadcaster  on  MORE 
THAN  ONE-FOURTH 
of  the  Radio  Dial 


A  Constant  Audience 
To  Hear  Your  Story 

Awaits  you  at 

WHAM 

The  25,000  Watt 

STROMBERG-CARLSON  STATION 
at  Rochester^  N.  Y. 

There  are  two  kinds  of  listening  audience  .  .  . 

FIRST:  That  which  listens  to  the  station  for 
some  highly  publicized  or  long-estab- 
lished feature. 

SECOND:  That  which  listens  to  a  station 
regularly  because  of  the  uniform 
quality  of  its  programs. 

It  is  the  latter  type  of  audience  which  WHAM  has  to  offer  you. 
The  proof?  The  Widmer  Grape  Products  Industry  of  Naples, 
N.  Y.,  uses  30  minutes  weekly.  On  the  fourth  broadcast,  it  was 
decided  to  make  an  announcement  30  seconds  long  of  a  jig  saw 
puzzle  to  be  given  free  on  receipt  of  a  postcard.  No  preliminary 
publicity  was  given  this  announcement  and  it  occurred  as  part  of 
the  regular  program.    Nearly  7,000  replies  were  received! 

These  replies  came  from  18  states  and  4  Canadian  provinces,  but 
the  interesting  part  is  that  only  21.29%  came  from  the  city  of 
Rochester  while  73.09%  came  from  Central,  W  est  em  and  South- 
ern New  York,  Northern  Pennsylvania  and  Eastern  Ohio,  within 
the  250  mile  radius  which  WHAM  covers  regularly. 

CONCLUSIVE  PROOF  OF  A  CONSTANT 
LISTENING  AUDIim:E  ! 


Yo  th 


In  this  prosperous  area  is  found  59.37%  of  the  nation's  manu- 
facturing. From  it  comes  53.2%  of  the  tax  returns  showing  in- 
comes over  $5,000. 

From  WHAM  you  not  only  reach  a  CONSTANT  AUDIENCE, 
BUT  an  Audience  that  Has  the  Means  to  Buy  and 
which  Spends  Those  Means  Regularly. 

TALENT  FACILITIES:  WHAM  has  complete  talent  facilities  for 
originating  programs,  either  local  or  for  the  NBC  Blue  Network 
with  which  it  is  associated. 

Western  Electric  Double  Turntable  33  1/3  R.P.M..  lateral  and 
vertical  pick-up  equipment. 

Let  us  send  you  rates,  open  time,  and  complete  market  data. 

STATION 
WHAM 

SAGAMORE  HOTEL 
ROCHESTER,    N.  Y. 

Owned  and  Operated  by  the 
Stromberg-Carlson  Telephone 
Manufacturing  Company. 

Operating  Power:  25,000  Watts,  260.7  Meters,  1150  Kc. 
CLEAR  CHANNEL  .  FULLTIME  .  ASSOCIATED  NBC 
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The  Business  of  Broadcasting 

Current  News  About  Accounts,  Pending  Schedules,  Transcriptions, 
Representatives  and  Apparatus;  Notes  from  the  Stations 


STATION  ACCOUNTS 


WNAC,  Boston,  reports  the  following 
new  accounts:  Marcus-Lesoine,  Inc., 
San  Francisco  (Lovalon  Shampoo)  26 
transcription  broadcasts,  twice  week- 
ly from  April  18,  Erwin  -  Wasey  and 
SHB,  San  Francisco;  Dorothy  Muriel, 
Inc.,  Boston  (food  shops)  talks  on 
social  events  daily  except  Sunday  to 
Sept.  23,  Harry  M.  Frost,  Boston; 
Menderth,  Inc.,  Boston  (plant  ferti- 
lizer) talks  on  gardening  Sundays, 
April  9  to  July  2,  Wood,  Putnam  & 
Wood,  Boston;  Conrad  &  Co.,  Boston 
department  store,  13  broadcasts  on 
Mondays  from  stage  of  Metropolitan 
Theater  and  10  broadcasts  of  high 
school  orchestra  competition  for  Con- 
rad cup,  through  Salinger  &  Publi- 
cover,  Boston. 

WBBM,  Chicago,  reports  Bulova 
Watch  Co.,  New  York,  sponsoring  9 
time  signals  daily  for  indefinite 
periods,  through  Blow  Co.,  New  York; 
Scientific  Laboratories,  Chicago,  (Re- 
ducoids)  sponsoring  daily  announce- 
ments for  26  weeks,  direct;  Pharma- 
Craft  Co.,  Louisville  (deodorant)  us- 
ing announcements  Tuesdays  and  Fri- 
days for  26  times  from  April  11,  thru 
Green,  Pulton,  Cunningham  Co.,  Chi- 
cago; Eitel,  Inc.,  Chicago  (Old  Hei- 
delberg Inn  at  World's  Fair)  daily 
announcements  for  indefinite  period 
from  April  8,  thru  C.  Wendell 
Muench,  Chicago;  Marcus-Lesoine, 
San  Francisco  (Lovalon  hair  rinse) 
daily  afternoon  transcriptions,  26 
times  from  April  11,  thru  SHB,  San 
Francisco;  Ward  Baking  Co.,  Chi- 
cago (bakery  goods),  Mitzi  Green  in 
"Happy  Landings"  transcriptions  two 
evenings  a  week  from  April  19,  thru 
WBS  and  Joseph  Katz,  New  York. 

V\' MAQ,  Chicago,  reports  signing  Pills- 
bury  Flour  Mills  Co.,  MijAHpoHs,  for 
"Today's  Children"  dra^^B  show  5 
mornings  weekly,  8  weel^Erom  May 
8,  thru  Dollenmayer  Adv.  Co.,  Min- 
neapolis. Luxor,  Ltd.,  Chicago  (soap) 
has  renewed  half-hour  dramatic  shows 
one  night  a  week  for  13  weeks;  hand- 
led by  N.  W.  Ayer  &  Son,  Chicago. 
Chocolate  Products  Co.,  Chicago  (Kay- 
0  chocolate  drinks)  is  sponsoring 
"Adventure  in  Squibbie  Land",  chil- 
dren's show,  once  a  week  for  13 
weeks,  from  April  29;  handled  by 
Commercial  Broadcasters,  Chicago. 
United  Remedies  Co.,  Chicago  (Hol- 
lywood Pom-O-Granite  juice)  has  re- 
newed quarter-hour  program  "Be  Fit, 
Not  Fat"  for  11  weeks;  handled  by 
Heath-Seehof,  Chicago. 

FELS  &  Co.,  Philadelphia  (Pels  Nap- 
tha  soap)  is  using  the  "Em  and  Si" 
sketches  on  WCLO,  Janesville,  Wis., 
through  WBS  and  Young  &  Rub  icam. 
New  York.  WCLO  also  reports  that 
the  Adlerika  Co.,  St.  Paul,  is  using 
a  16-piece  orchestra,  starting  April 
27,  together  with  other  features  in  a 
special  campaign. 

LATE  IN  April  KHJ,  Los  Angeles, 
started  a  three  months  series  for  S. 
and  W.  Coffee  Co.,  San  Francisco, 
with  the  San  Francisco  office  of  W. 
Vincent  Lahey  handling  account. 
Three  night  weekly  programs  feature 
Norman  Nielsen  and  Hazel  Warner, 
vocalist. 

THE  FOLLOWING  stations  report 
signing  Affiliated  Products,  Inc.,  Chi- 
cago, for  its  Louis  Philippe  transcrip- 
tions: WOR,  WBAL,  WRVA,  WJSV, 
WCAU,  WCSH,  WNAC,  WHAS, 
WOKO,  KSTP,  KOL,  WSPD,  WTMJ. 


WLS,  Chicago,  reports  Franco-Amer- 
ican Hygienic  Co.,  Chicago  (toilet 
goods)  sponsoring  quarter-hour  "Fan 
Fare"  Friday  afternoons  for  indefi- 
nite period  from  April  21;  handled  by 
Mason  Warner,  Chicago.  Kitchen  Art 
Foods  Co.,  Chicago  (food  prepara- 
tions) is  using  five  minute  morning 
spot  daily  from  April  19  for  indefi- 
nite period;  handled  by  Rogers  & 
Smith,  Chicago. 

KYW,  Chicago,  reports  Crazy  Water 
Co.,  Mineral  Wells,  Tex.  (mineral 
water)  using  three  15-minute  evening 
programs  a  week  for  13  weeks  from 
April  17;  handled  by  Rogers  &  Smith, 
Chicago.  E.  Griffiths  Hughes,  Inc., 
Rochester,  N.  Y.  (Kruschen  reducing 
salts)  is  sponsoring  quarter  -  hour 
musical  program  one  night  weekly  for 
indefinite  period,  handled  by  Johnstone 
Advertising  and  Sales,  Rochester, 
N.  Y. 

WGN,  Chicago,  reports  S.  0.  S.  Co., 
Chicago  (cleaner)  using  15-minute 
program  daily  mornings  for  13  weeks; 
handled  by  Henri,  Hurst  &  McDonald, 
Chicago.  Hill  Nurseries,  Chicago 
(seeds  and  plants)  is  using  15-minute 
evening  program  Fridays  for  four 
weeks,  direct. 

WJJD,  Chicago,  reports  the  Willard 
Tablet  Co.,  Chicago,  sponsoring  twice 
daily  musical  programs  for  indefinite 
period,  direct;  Scientific  Laboratories, 
Chicago  (Reducoids)  daily  15-minute 
programs  for  indefinite  periods,  di- 
rect; Dollar  Crystal  Co.,  Omaha 
(Texas  Crystals  mineral  water)  15- 
minute  musical  programs  twice  daily 
for  indefinite  periods,  direct;  United 
Remedies,  Chicago  (Kolorbak  hair 
dye)  15-minute  program  daily  for  in- 
definite period,  thru  Heath-Seehof, 
Chicago;  Prima  Brewing  Co.,  Chi- 
cago (beer)  sponsoring  home  games 
of  Chicago  White  Sox  ball  club  and 
telegraphic  reports  of  out  of  town 
games  for  season,  direct. 

SOUTHWEST  Broadcasting  Co.,  Fort 
Worth,  Tex.,  reports  the  following  ac- 
counts signed  for  the  several  stations 
of  its  Texas  -  Oklahoma  network: 
Goodier-Universal  Laboratories,  Dal- 
las (hand  lotion)  musical  program, 
Thursdays,  9-9:30  p.m.,  52  weeks,  all 
stations,  handled  direct;  C-S-0  Lab- 
oratories, San  Antonio  (antiseptic), 
two  daily  announcements,  direct. 


HOLBROOKS,  Ltd.,  Birmingham, 
England  (sauces)  has  taken  a  15-min- 
ute morning  transcription  spot  on 
CFRB,  Toronto. 

GENERAL  BAKING  Co.  has  under- 
taken the  sponsorship  of  Mike  and 
Herman,  formerly  heard  on  Chicago 
stations,  over  WCBA-WSAN,  Allen- 
town,  Pa. 

STONE'S  BEACH,  Indiana  summer 
resort,  is  using  a  10-minute  musical 
program  three  times  weekly  on 
WCKY,  Covington,  Ky. 


NETWORK  ACCOUNTS 


WASEY  PRODUCTS,  Inc.,  New  York 
(Zemo  and  other  products)  on  April 
24  started  "The  Voice  of  Experience" 
on  15  CBS  stations,  Mondays  to  Fri- 
days inclusive,  11-11:15  a.m.,  and  also 
Wednesdays,  8-8:15  p.m.  Program 
was  first  carried  on  WOR,  Newark, 
with  great  success.  Erwin-Wasey  & 
Co.,  New  York,  handles  account. 

P.  LORILLARD  Co.,  New  York  (Old 
Gold  cigarettes)  on  May  10  renews 
Fred  Waring's  Pennsylvanians,  George 
Givot  and  Mandy  Lou  on  57  CBS  sta- 
tions, Wednesdays,  10-10:30  p.m.  Len- 
nen  &  Mitchell,  New  York,  handles 
account. 

THE  NONSPI  Co.,  New  York  (deodo- 
rant) on  June  5  starts  The  Street 
Singer  on  36  CBS  stations,  Mondays, 
Wednesdays  and  Fridays,  9:15-9:30 
p.m.,  the  first  four  weeks,  and  Mon- 
days and  Wednesdays,  9:15-9:30  p.m., 
thereafter.  Cecil,  Warwick  &  Cecil, 
New  York,  handles  account. 

BUICK  -  OLDSMOBILE  -  PONTIAC 
SALES  Co.,  Detroit  (Pontiac  cars) 
has  extended  through  June  22  its 
Col.  Stoopnagle  and  Budd  feature  on 
44  CBS  stations,  Thursdays  9:30-10 
p.m.  Campbell  -  Ewald  Co.,  Detroit, 
handles  account. 

GULF  REFINING  Co.,  Pittsburgh, 
has  decided  on  May  3  as  starting 
date  of  Irvin  S.  Cobb  and  Al  Good- 
man's orchestra  on  43  CBS  stations, 
Wednesdays  and  Fridays,  9-9:15  p.m. 
Same  sponsor's  program  featuring 
Will  Rogers  started  on  NBC-WEAF 
network  April  30,  to  be  heard  Sun- 
days, 9-9:30  p.m.  Cecil,  Warwick  & 
Cecil,  New  York,  handles  account. 


GOLD  DUST  Corp.,  New  York,  on 
April  28  started  "Goldy  and  Diisty" 
and  the  "Silver  Dust  Twins"  on  10 
CBS  stations,  daily  except  Saturdays 
and  Sundays,  9:15-9:30  p.m.  Batten, 
Barton,  Durstine  &  Osborn,  New 
York,  handles  account. 

KRAFT-PHENIX  Cheese  Corp.,  Chi- 
cago, on  April  22  renewed  cookery 
talks  by  Mrs.  Goudiss  on  NBC-WEAF 
network,  Saturdays,  11-11:15  a.m.,  13 
weeks.  J.  Walter  TThompson,  Chicago, 
handles  account. 

BOURJOIS,  Inc.,  New  York  (toilet 
articles)  on  May  1  adds  Don  Lee  net- 
work to  CBS  hookup  for  its  "Evening 
in  Paris"  program. 

CHEVROLET  MOTOR  CAR  Co.,  De- 
troit, has  extended  contract  of  NBC- 
WEAF  network  program,  featuring 
Jack  Benny  for  six  weeks  to  June 
23,  Fridays,  10-10:30  p.m. 

BRISTOL  MYERS  Co.,  New  York,  on 
May  26  will  extend  "Phil  Cook  and 
Ingram  Shavers"  program  to  include 
Fridays  as  well  as  Mondays  and  Wed- 
nesdays, 8:45-9  p.m.,  on  NBC-WEAF 
network. 

SWIFT  &  Co.,  Chicago  (meat  pack- 
ers) has  renewed  "Thurston  the  Ma- 
gician", on  NBC-WJZ  network,  Thurs- 
days and  Fridays,  8:45  p.m.  The  pro- 
gram was  to  have  gone  off  the  air 
April  28. 

R.  B.  SEMLER,  Inc.,  New  York 
(Kreml  hair  tonic)  on  April  26 
changed  the  time  of  its  Wednesday 
program  on  CBS  to  11:15-11:30  a.m. 

HOUSEHOLD  FINANCE  Corpora- 
tion's "Musical  Memories"  programs 
on  the  NBC-WJZ  network  on  May  2 
and  thereafter  will  change  time  to 
Tuesdays,  10-10:30  p.m.,  EDST. 

QUAKER  OATS  Company's  "Dick 
Daring"  programs  on  April  30  and 
thereafter  will  be  heard  Sundays 
6:45-7  p.m.,  EDST,  on  an  NBC-WJZ 
network. 

PEPSODENT'S  "Goldbergs"  program 
on  May  1  added  KPO  and  KOA,  daily 
except  Saturdays  and  Sundays,  12 
midnight-12:15  a.m.,  EDST. 

JOHN  H.  WOODBURY  Company's 
program  with  Donald  Novis  and  Leon 
Belasco's  orchestra  on  an  NBC-WJZ 
network  switches  to  an  NBC-WEAF 
network  May  3  to  be  heard  thereafter 
on  Wednesdays,  8:30  p.m.,  EDST. 


Railway  Renews 

THE  ONLY  eastern  railway  to 
utilize  radio  advertising  along  with 
other  media,  Chesapeake  &  Ohio 
Railway  on  April  26  concluded  its 
first  year  on  the  air  as  a  spot  ac- 
count. Its  nightly  "All  Aboard" 
call  on  WRC,  Washington,  timed 
with  the  departure  of  its  crack 
air-conditioned  train,  the  George 
Washington,  has  won  a  large  au- 
dience and  officials  of  the  railroad 
attest  to  its  value  in  building  pas- 
senger traffic.  Account,  handled 
by  Campbell-Ewald,  Detroit,  will 
be  continued  on  WKRC,  Cincin- 
nati, and  WHAS,  Louisville,  as 
well  as  WRC. 


Derby  by  Remote 

THOUGH  the  Kentucky  Derby  will 
be  covered  as  usual  May  6  by  the 
networks,  WGN,  Chicago,  will  for 
the  ninth  successive  year  send  its 
own  announcer  and  remote  control 
engineers  to  handle  the  event  in- 
dependently, as  it  did  the  Olympic 
Games  last  summer  and  the  politi- 
cal conventions  of  1928  and  1932. 
Quin  Ryan,  WGN  manager  and 
chief  announcer,  will  be  assisted 
by  Al  Sabbath,  veteran  horseman. 
Carl  Meyers,  chief  engineer,  will 
handle  the  special  hookup. 


MODEL  OF  VIENNA'S  BISAMBERG— New  Austrian  120  kw.  station 
is  the  first  in  Europe  to  use  300  kw.  tubes.  One  of  its  aerial  masts  acts 
as  aerial  and  the  other  as  a  reflector  to  prevent  radiation  of  too  much 
energy  to  the  eastward  or  away  from  Austria. 
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TRANSCRIPTIONS 


ADDITIONAL  transcription  accounts 
placed    on    various    stations    are  re- 
ported as  follows  by  National  Adver- 
tising Records,  these  being  supplemen- 
tal to  the  list  carried  in  the  April  1 
issue  of  Broadcasting. 
Affiliated     Products,     Inc.,  Chicago 
(Edna   Wallace   Hopper  and  Louis 
Philippe  cosmetics). 
Bost,   Inc.,    New   York    (Bost  tooth- 
paste) . 

Chamberlain    Laboratories,    Inc.,  Des 

Moines  (hand  lotion). 
Crazy  Water  Hotel  Co.,  Mineral  Wells, 

Tex.  (mineral  water  and  crystals). 
Federal  Ink  &  Chemical  Co.,  Seattle, 

Wash.  (inks). 
B.  F.  Goodrich  Rubber  Co.,  Akron,  0. 

(tires) . 

H.   J.   Heinz   Co.,   Pittsburgh  (Heinz 

food  products). 
Holbrook,  Ltd.,  Birmingham,  England 

(sauces) . 

Horowitz  Bros.  &  Margareten,  New 
York  (matzoh  bakers). 

Kendall  Refining  Co.,  New  York 
(motor  oil). 

Knox  Co.,  Kansas  City  (Cystex  com- 
pound). 

Los  Angeles  Soap  Co.,  Los  Angeles 
(soaps ) . 

Maggi  Co.,  Inc.,  New  York  (Maggi 
seasoning) . 

Marcus-Lesoine  Co.,  Inc.,  San  Fran- 
cisco (Lovalon  hair  waving). 

Philadelphia  Coke  Co.,  Philadelphia 
(Koppers  coke). 

Chas.  H.  Phillips  Chemical  Co.,  Wheel- 
ing, W.  Va.  (Milk  of  Magnesia). 

Plough  Chemical  Co.,  Memphis,  Tenn. 
(medicines  and  cosmetics). 

Princess  Pat,  Ltd.,  Chicago  (rouge). 

Professional  Acceptance  Corp.,  Chi- 
cago (collections). 

Protective  Diet  League,  Los  Angeles 
(Kelfood). 

Dr.  W.  J.  Ross  Co.,  Los  Angeles  (dog 
food ) . 

Southern  Dairies,  Washington,  D.  C. 

(dairy  products). 
Thine  Products  Co.,  New  York  (hand 

cream). 

United  Remedies  Co.,  Chicago  (Kolor- 

bak  for  hair). 
Ward  Baking  Co.,  New  York  (bakery 

products) . 
Virginia  Dare  Extract  Co.,  Brooklyn 

(extracts). 
R.  L.  Watkins   Co.,  New  York  (Dr. 

Lyons  tooth  powder). 
Wojthasinski    Drug    Co.,  Dorchester, 

Mass.  (medicines). 


WBBM  Suing  Agency 

FILING  of  a  suit  for  $20,000 
against  the  liquidating  Critchfield 
&  Co.  Chicago  agency,  was  to  have 
been  made  in  Superior  court  of 
Chicago  May  1  by  the  WBBM 
Broadcasting  Corp.,  Chicago,  it 
was  announced  in  the  WBBM 
offices.  The  suit  charges  the  agency 
with  failure  to  live  up  to  a  non- 
cancellable  contract  for  a  program 
sponsored  by  its  client,  the  Mar- 
mola  Company  (reducing  tablets). 
The  program,  a  dramatization  of 
the  newspaper  serial  "Chickie", 
was  contracted  for  at  the  first  of 
the  year,  and  the  agency  began 
liquidation  proceedings  March  1, 
cancelling  the  contract. 


PROSPECTS 


GEORGIA  ICE  Manufacturers  Asso- 
ciation is  planning  an  8-week  cam- 
paign in  that  state,  using  radio  and 
newspaper  advertising.  Account  is 
handled  by  Eastman,  Scott  &  Co.,  At- 
lanta. 

THE  COMMERCIAL  BREWERY, 
Charlestown,  Mass.  (old  Homestead 
Ale)  will  use  radio  with  newspaper 
advertising  in  a  campaign  handled  by 
The  Gouls^on  Co.,  Boston. 

LEOPOLD.  MORSE  Co.,  Boston  (men's 
clothing)  will  use  radio  locally,  with 
Ingalls- Advertising,  Boston,  handling 
account. 

HOLLYWOOD  DIET  Corp.,  Chicago, 
will  use  radio  with  newspapers  in  a 
campaign  to  be  handled  by  Phelps- 
Engel-Phelps,  Inc.,  Chicago. 

IVANHOE  FOODS,  Inc.,  Auburn,  N. 
Y.  (Ivanhoe  Mayonnaise)  is  using 
radio  with  other  media  in  a  new  cam- 
paign just  started  in  selected  north- 
eastern and  Ohio,  Indiana  and  Michi- 
gan cities. 

CROSLEY  RADIO  Corp.,  Cincinnati 
(radios  and  refrigerators)  makes  up 
lists  during  May  and  will  use  radio 
with  other  media.  Proctor  &  Collier 
Co.,  Cincinnati,  handles  account. 

MANCHESTER  BISCUIT  Co.,  Fargo, 
N.  D.,  will  use  radio  with  newspapers 
in  a  campaign  to  be  handled  by  the 
Minneapolis  office  of  Erwin,  Wasey  & 
Co. 

THE  LANE  Co.,  Alta  Vista,  Va. 
(cedar  chests)  formerly  a  CBS  net- 
work advertiser,  reports  it  will  again 
use  radio  in  its  fall  advertising,  which 
will  be  placed  by  Henri,  Hurst  &  Mc- 
Donald, Inc.,  Chicago. 


AGENCIES  AND 
REPRESENTATIVES 


CALLING  a  one-day  "brass  tacks 
business  session  by  members  and  for 
members,  with  no  speakers,  no  out- 
siders, no  banquet,  no  entertainment 
and  no  frills  of  any  kind",  the  Asso- 
ciation of  National  Advertisers  will 
hold  its  meeting  in  New  York  May  15 
in  executive  session.  Economic  con- 
ditions, it  was  explained  by  Stuart 
Peabody  of  the  Borden  Co.,  president, 
led  to  calling  the  one-day  conference 
in  lieu  of  the  ANA's  usual  semi-an- 
nual three-day  meeting. 

SESSIONS  of  the  16th  annual  meet- 
ing of  the  American  Association  of 
Advertising  Agencies  will  be  held  in 
the  Mayflower  Hotel,  Washington, 
May  11  and  12.  The  convention  pro- 
gram this  year  will  feature  exhibits 
of  accomplishments  by  advertising  un- 
der adverse  business  conditions. 

H.  E.  RINGOLD  has  been  appointed 
sales  manager  of  Scott  Howe  Bowen, 
Inc.,  New  York,  which  recently  ap- 
pointed L.  D.  Fernald,  formerly  gen- 
eral manager  of  the  Evans  Publish- 
ing Corp.  and  before  that  general 
manager  of  the  Conde  Nast  publica- 
tions, as  vice  president.  Scott  Howe 
Bowen  also  announces  the  appoint- 
ment of  Edward  A.  Byron,  formerly 
production  manager  of  WLW,  Cincin- 
nati, as  program  counsel. 


CARL  HAVERLIN,  recent  sales  di- 
rector for  KFI  but  now  vice  presi- 
dent of  Bowman,  Deute,  Cummings, 
Inc.,  Los  Angeles,  is  chairman  of  the 
radio  departmental  meetings  to  be 
held  by  the  Pacific  Advertising  Clubs 
in  June  at  Sacramento,  Cal.  Lindsey 
Spight,  of  the  San  Francisco  NBC 
sales  force,  will  be  vice  chairman. 

RICHARD  MORENUS,  for  the  last 
few  years  a  specialist  in  radio  writ- 
ing and  production  in  his  own  agency 
in  Fort  Wayne,  Ind.,  has  joined  Guen- 
ther-Bradford  &  Co.,  Chicago  agency, 
as  head  of  its  radio  department. 

EDWARD  VOYNOW,  Chicago  mana- 
ger of  Edward  Retry  &  Co.,  has  been 
elected  vice  president  of  the  company. 
Edward  Retry  is  president  and 
"Hank"  Crystal  is  secretary-treasurer. 

JOSEPH  R.  SPADEA,  formerly  in 
charge  of  the  Detroit  office  of  Scott 
Howe  Bowen,  has  been  transferred  to 
the  New  York  office.  The  Detroit  of- 
fice has  been  closed. 

PREMIER-PABST  Sales  Co.,  Chicago 
{Blue  Ribbon  Beer)  has  appointed 
Matteson-Fogart-Jordon  Co.,  Chicago, 
to  direct  its  advertising.  Marvin 
Harms  is  advertising  manager  and  T. 
W.  Davis  is  account  executive.  Agency 
formerly  handled  the  Blue  Ribbon 
Malt  account  and  now  handles  the  en- 
tire Premier-Pabst  account. 


YOUNG  &  RUBICAM,  Inc.,  New 
York,  has  been  appointed  to  handle 
the  advertising  for  Colgate  dental  and 
shaving  creams.  Advertising  of  other 
products  in  the  Colgate-Palmolive- 
Pett  line  continues  with  Lord  & 
Thomas,  Chicago. 

ARTHUR  BERGH,  former  head  of 
the  radio  department  of  Young  & 
Rubicam,  New  York,  and  before  that 
musical  and  recording  director  of  Co- 
lumbia Phonograph  Co.,  has  joined 
the  radio  department  of  Lennen  & 
Mitchell,  New  York. 

DEL  RAY  Corp.,  600  Bryant  St.,  San 
Francisco  (Italian  dinners  and  other 
canned  and  bottled  food  products) 
has  placed  its  advertising  account 
with  the  San  Francisco  office  of  J. 
Walter  Thompson  Co. 

ERWIN,  WASEY  &  Co.,  Chicago,  has 
been  appointed  to  handle  the  radio 
and  newspaper  advertising  of  Battle 
Creek  Food  Co.,  Battle  Creek,  Mich. 
(Battle  Creek  Sanitarium  health 
foods).  The  Henry  C.  Phibbs  Co., 
Chicago,  continues  to  handle  the  com- 
pany's medical  advertising. 
THE  PEPSODENT  Co.,  Chicago,  will 
shortly  introduce  a  new  facial  cream 
under  the  trade  name  "Junis",  but  ad- 
vertising plans  are  still  in  abeyance. 

CITY  BREWERY,  Brooklyn,  has 
placed  its  advertising  with  Kerr,  Mc- 
Carthy &  Roberts,  Inc.,  New  York. 


St.L 


OUIS 


AGAIN  THE  CENTER  OF  THE 
WORLD'S  BREWING  INDUSTRY 

Thousands  of  workmen  have  been  returned  to 
their  old  jobs.  Thousands  of  extra  dollars  are 
pouring  in  St.  Louis  daily— and  into  the  pockets 
of  these  well  paid  craftsmen. 

The  return  of  beer  means  much  to  the  entire 
nation  as  a  business  stimulant.  Then  think 
what  it  must  mean  to  St.  Louis,  the  world's  great 
brewing  center. 


YOU  CANNOT  ADEQUATELY  COVER 
ST.  LOUIS  WITHOUT  USING  WIL 


WIL  "  St.  Louis,  Missouri 


WfKYISDOINGTHEREALJOB 

FOR  THE  ADVERTISER ! 


5000  Watts  .  CLEARED  CHANNEL 
"The  Voice  of  Cincinnati" 


unless you^ve  already- 
heard  the  news  the 
results  will  surprise 
you. 


ASSOCIATE  NBC  STATION 
Owned  and  Operated  by 

L.B.WILSON,  INC. 
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The  Big  Five 

of 

Pittsburgh's 

Department 


Stores 


USE 


WCAE 

to  Carry 
Merchandise 
Messages  to 
Pittsburgh's 

LARGEST 

RADIO 
AUDIENCE 


WCAE  Is  First  on  the 
air  in  Pittsburgh,  and  the 
last  off.  Its  week-day 
schedule  oi  18  hours,  18 
minutes  carries  programs 
of  local  appeal  and  NBC 
Red  Network  features. 


1000  Watts     1220  Kcs. 


STUDIO  NOTES 


Affiliated  with 
Pittsburgh  Sun-Telegraph 


COOPERATING  with  the  American 
Radio  Relay  League,  national  amateur 
organization,  the  following  stations 
are  carrying  A.  R.  R.  L.  programs: 
WMAQ,  Chicago;  WBZ-WBZA,  Bos- 
ton; WMBD,  Peoria,  111.;  KGKO, 
Wichita  Falls,  Tex.;  KXA,  Seattle; 
WABI,  Bangor,  Me.;  KWSC,  Pullman, 
Wash.;  WPTF,  Raleigh,  N.  C; 
KGDY,  Huron,  S.  D.;  WCAH,  Colum- 
bus, 0.  KMMJ,  Clay  Center,  Neb., 
and  WGLC,  Hudson  Falls,  N.  Y.,  are 
planning  to  carry  radio  amateur  pro- 
grams shortly. 

AN  UNUSUAL  feature  of  a  booklet' 
prepared  by  KSD,  St.  Louis,  is  a 
chart  setting  forth  a  full  week's  com- 
parative programs  of  the  three  lead- 
ing St.  Louis  stations.  The  booklet 
also  analyses  the  population  of  the 
cities  in  KSD's  "area  of  influence" 
and  tabulates  the  population  charac- 
teristics and  retail  outlet  in  Greater 
St.  Louis. 

KFWB,  Hollywood,  is  recruiting  tal- 
ent for  a  junior  Hi-Jinks.  Bill  Ray, 
assistant  manager,  has  sent  out  a  call 
for  boys  and  girls  of  school  age  who 
can  imitate  the  station's  Hi-Jinks 
performers.  The  best  in  the  prelimi- 
nary auditions  will  be  used  later  for 
a  gala  junior  performance  of  the  suc- 
cessful Hi-Jinks  program.  If  the 
turn-out  proves  large  and  the  interest 
keen,  it  is  planned  to  stage  an  entire 
series. 

TALKS  on  the  trend  in  women's 
styles  are  given  weekly  over  KYW, 
Chicago,  by  Mrs.  Austin  W.  Young, 
fashion  preview  editor  of  the  Chicago 
Herald  and  Examiner. 
A  NEW  program  of  interest  to  wom- 
en particularly  is  "Who's  Who  in  Ak- 
ron", a  daily  morning  broadcast  in 
which  a  woman  discusses  local  women 
prominent  in  social  and  business  af- 
fairs, on  WJW. 


A  LISTERINE  carton  was  the  only 
admission  required  of  children  for  the 
vaudeville  and  movie  show  during  the 
week  of  April  21,  at  the  Majestic  The- 
ater, Chicago,  which  had  as  one  of  its 
attractions  the  cast  of  "Uncle  Quin 
and  his  Skalawags",  feature  of  WGN, 
Chicago.  The  program  is  conducted 
daily  by  Quin  Ryan,  manager  of 
WGN,  under  sponsorship  of  the  Lam- 
bert Pharmaceutical  Co.,  St.  Louis. 

SEARS  ROEBUCK  &  Co.,  Chicago, 
sponsoring  two  quarter-hour  musical 
programs  daily  over  WLS,  Chicago, 
for  the  last  several  years,  has  com- 
bined the  programs,  presenting  a  half- 
hour  feature  each  morning. 

/  THE  NEW  studios  of  WPRO,  Provi- 
dence, R.  I.,  are  nearing  completion. 
The  suite  includes  a  large  studio,  a 
small  studio,  a  transcription  room, 
and  an  announcing  room.  In  addition 
there  is  a  control  room,  located  be- 
tween the  studios,  and  a  large  busi- 
ness office,  reception  rooms  and  an 
audition  studio. 

AMONG  new  entertainers  on  WBT, 
Charlotte,  N.  C,  is  Princess  Nacoomee, 
an  Indian,  the  granddaughter  of  Cali- 
fornia Joe,  Indian  scout  who  served 
with  George  A.  Custer,  Buffalo  Bill, 
Kit  Carson  and  other  pioneers.  The 
princess  recounts  true  stories  twice 
weekly  under  the  sponsorship  of  the 
Independent  Grocers  Association  of 
the  two  Carolinas. 

DEVOTED  to  the  activities  of  KOIN, 
Portland,  Ore.,  the  "Radio  Adver- 
tiser", a  four-page  tabloid  newspa- 
per, is  being  issued  by  that  station 
from  the  presses  of  the  Portland 
Journal,  operator. 

A  SERIES  of  "Timely  Topics  on 
Health"  was  started  over  WAAB, 
Boston,  and  relayed  to  the  Yankee 
Network  April  20,  and  will  be  con- 
tinued weekly  under  the  auspices  of 
the  Massachusetts  Memorial  Hospital. 
Sustaining  program  consists  of  talks 
by  hospital  officials  on  health  preven- 
tive measures. 


GUAR^ 

for 


ANTEED  POPULARITY 

Your  Musical  Programs! 


America's  leading  music-publisher  presents  58 
best -selling  songs  (chosen  by  actual  sales 
figures)  with  complete  program  notes. 


In  two.very  attractive  catalogs — "Songs  You  Love 
to  Sing"-  and  "Your  Favorite  American  Songs 
for  Studio  and  Recital"— u^e  have  included  a  full 
music-page  of  each  song,  and  a  picture  and 
biographical  sketch  of  each  composer. 


Program  builders  and  continuity 
writers — send  for  FREE  copies  of 
these  catalogs.  They  take  the 
guessing  and  the  digging  out  of 
program  building.  Address  Radio 
Dept., 

G.  SCHIRMER 

(Incorporated) 
3  East  43rd  Street       New  York,  N.  Y. 

Sample  continuities  for  15-minute 
programs  are  yours  for  the  asking. 


Commission  to  Buy 
Precise  Receivers 

THE  RADIO  COMMISSION  is  in 
the  market  for  seven  first  class 
high  precision  radio  receivers  and 
four  home  recording  units  or 
"robot  listeners",  for  use  pri- 
marily by  its  field  force  in  fol- 
lowing station  programs  and  in 
recording  material  of  questionable 
character  to  be  used  at  formal 
hearings.  Bids  on  such  apparatus 
have  been  invited  and  will  be 
opened  at  the  Commission  May  10. 

Leading  set  manufacturers  are 
expected  to  submit  bids.  Specifi- 
cations call  for  accuracy  to  five 
kilocycles,  plus  and  minus,  which 
means  the  sets  must  be  highly 
selective.  Automatic  volume  con- 
trol and  a  minimum  of  10  tubes 
are  also  specified. 

The  receivers,  which  will  aug- 
ment, rather  than  supersede  ap- 
paratus now  in  use,  will  be  placed 
at  monitoring  stations  in  Boston, 
Baltimore,  Atlanta,  Chicago,  Grand 
Island,  Neb.,  Portland,  Ore.,  and 
Los  Angeles. 

Where  the  four  automatic  re- 
corders will  be  stationed  has  not 
been  definitely  decided,  although  it 
is  planned  to  place  one  on  the  west 
coast,  the  second  on  the  east  coast, 
the  third  in  the  center  of  the  coun- 
try and  the  fourth  at  Washington. 
When  programs  of  stations  under 
investigation  are  recorded,  the 
plan  is  to  introduce  them  in  evi- 
dence and  "play  back"  the  pro- 
grams to  the  Commission.  One 
such  portable  unit  has  been  in  the 
Commission's  possession  for  about 
two  years.  It  is  similar  to  the 
home  recording  sets  sold  for  pub- 
lic distribution. 


Nearly  Half  of  Radios 
Over  Three  Years  Old 

FORTY-TWO  per  cent  of  all  radio 
receivers  in  use  today  are  more 
than  three  years  old,  according  to 
a  survey  reported  in  the  periodical 
Radio  Retailing.  The  tabulations 
are  based  upon  interviews  with 
owners  of  more  than  7,000  sets  in 
79  towns  and  cities. 

The  survey  revealed  that  less 
than  16  per  cent  in  use  were  pur- 
chased during  the  last  year,  that 
39  per  cent  are  two  years  old  or 
less  and  that  52  per  cent  have 
been  in  use  less  than  three  years. 
Ninety-three  and  three-tenths  per 
cent  use  alternating  current,  and 
the  average  tubes  for  each  set  was 
found  to  be  7.35. 


AFA  Chairmen  Named 

PROGRAM  chairmen  for  five  of 
the  national  departmental  groups 
which  will  participate  in  the  29th 
annual  convention  of  the  Adver- 
tising Federation  of  America  in 
Grand  Rapids  June  25-29  have 
been  announced  as  follows:  Irwin 
Maier,  advertising  manager  of 
Milwaukee  Journal,  for  News- 
paper Advertising  Executives  As- 
sociation; Clarence  D.  Blessed, 
Walker  &  Co.,  for  Outdoor  Adver- 
tising Association;  E.  Lee  Turley, 
U.  S.  Advertising  Corp.,  for  Di- 
rect Mail  Advertising  Association; 
Francis  H.  Lawton,  Jr.,  General 
Business  Films,  for  Talking  Mo- 
tion Picture  Group;  and  Charles 
F.  Hatfield,  St.  Louis,  American 
Community   Advertising  Ass'n. 
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Hockey  as  Sponsored  Feature 

{Continued  from  page  12) 


cast!"  At  the  conclusion  of  the 
theme  song,  Foster  Hewitt,  Can- 
ada's premier  sports  announcer, 
gives  a  resume  of  the  play  and 
turns  over  the  microphone  to  the 
commercial  announcer  who  gives  a 
topical  message.  Since  the  broad- 
casts go  on  the  air  usually  during 
the  first  intermission  of  the  game, 
the  audience  is  then  turned  over 
to  a  dance  orchestra,  handled  by 
a  third  announcer.  Occasionally 
sporting  celebrities  are  brought  to 
the  microphone  during  intermis- 
sions. As  hockey  is  played  in  three 
20-minute  periods,  an  opportunity 
for  a  second  commercial  announce- 
ment and  additional  entertainment 
is  given  at  the  second  intermission. 

For  a  considerable  fee,  General 
Motors  was  given  a  franchise  in 
1931  to  broadcast  all  the  home 
'games  of  the  Toronto  Maple  Leafs, 
who  eventually  won  the  world's 
championship  in  1932.  At  first 
there  were  great  arguments  as  to 
whether  the  broadcasting  would 
cut  down  the  attendance,  but  when 
packed  house  succeeded  packed 
house,  the  argument  soon  died 
down.  Then  it  was  argued  that 
since  everyone  in  Toronto  who  took 
an  interest  in  hockey  must  be  at- 
tending the  games.  General  Motors 
had  no  radio  audience.  Thereupon 
G.  M.  hired  twenty  girls  to  tele- 
phone a  thousand  homes  at  random 
on  a  night  when  the  hockey  broad- 
cast had  the  competition  of  Can- 
ada's outstanding  musical  program. 
Forty-seven  per  cent  of  the  radio 
audience  was  listening  to  the 
hockey,  31  per  cent  to  the  musical 
progi'am  and  the  balance  of  22 
per  cent  to  all  other  stations,  U.  S. 
and  Canadian! 

Extended  to  Network 

BY  THE  end  of  the  1931-32  sea- 
son a  tremendous  audience  had 
been  built  up  within  the  radius 
of  the  three  stations  used,  and  an 
insistent  demand  was  coming  in 
for  an  extension  of  the  network. 
Thousands  of  letters  were  received, 
although  no  fan  mail  was  asked 
for.  The  interesting  fact  about 
these  letters  was  that,  particularly 
towards  the  end  of  the  season, 
they  showed  an  acute  conscious- 
ness of  the  sponsor.  The  majority 
stated  either  that  they  were  driv- 
ing  General   Motors   products  or 


that  their  next  cars  would  be  se- 
lected from  this  line.  The  theme 
of  most  letters  was  gratitude  to 
G.  M.  for  making  it  possible  to 
hear  the  games. 

Thus  encouraged.  General  Mo- 
tors Products  of  Canada  began  on 
Jan.  7  this  year,  to  feed  its  hockey 
broadcast  from  Atlantic  to  Pacific 
at  9:15  p.m.,  EST,  every  Saturday 
night.  Hundreds  of  thousands  of 
rural  and  urban  listeners  who  had 
never  known  "big-league"  hockey 
before  were  able  to  follow,  at  their 
own  firesides,  the  feats  of  the  stars 
of  the  game.  Sporting  editors  all 
over  the  country  gave  advance 
write-ups  and  followed  up  with 
comments  on  the  broadcast.  With- 
in six  weeks  it  was  freely  stated 
by  radio  columnists  that  the  G.  M. 
hockey  broadcasts  were  the  most 
popular  feature  on  the  Canadian 
air. 

Leads  in  Each  City 

TO  CHECK  up  on  this,  Campbell- 
Ewald  Ltd.,  the  General  Motors 
agency,  instituted  an  independent 
telephone  check-up  in  half-a-dozen 
cities.  Almost  6,000  calls  were 
made.  In  every  city  in  which  the 
survey  was  conducted  General 
Motors  had  a  larger  number  of 
listeners  than  any  other  program 
on  the  air  at  the  same  time.  The 
closest  competition  was  in  Toronto, 
where  from  10  to  10:30  on  Thursday 
night.  Lucky  Strike's  "The  Baron" 
(which  does  not  come  over  any 
Canadian  stations)  got  40  per  cent 
of  the  listeners,  compared  with 
hockey's  46  per  cent.  What  is 
more,  in  every  city  except  Van- 
couver (the  most  distant)  General 
Motors  pulled  a  larger  audience 
than  any  program  on  the  air  on 
the  Tuesday,  Wednesday,  Thurs- 
day, Friday  or  Saturday  on  which 
surveys  v/ere  made.  In  Toronto, 
where  the  competition  was  closest 
on  Thursday,  the  reverse  was  true 
on  Saturday.  On  this  day,  with  a 
listening  audience  only  3  per  cent 
lower  than  that  of  the  highly  com- 
petitive Thursday,  hockey  broke  all 
records  by  attracting  72  per  cent 
of  all  listeners. 

A  recent  United  States  survey 
showed  Ed  Wynn,  with  299  listen- 
ing sets  per  1,000  calls,  as  the 
most  listened-to  weekday  program. 
General  Motors  hockey,  after  being 
on  the  air  only  eight  weeks,  was 


TWO  MORE  NATIONAL  ADVERTISERS 

HAVE  GONE  ON  THE  AIR  OVER 

THE  NATION'S  TEST  STATION 

TO  TEST  WCLO  PROGRAM  IDEAS 
We  are  producing  and  presenting  a  series  of  two  half  hour  pro- 
grams weekly  for  the  Pels  Naptha  Soap  Company  and  a  series 
of  half  hour  weekly  programs  for  the  Adierika  Co.  of  St.  Paul, 
Minn.  WCLO  merchandising  ideas  are  being  incorporated  in 
both  campaigns. 

Agencies  and  national  advertisers  will  always  find  WCLO's  pro- 
gram and  merchandising  ideas  novel  and  practical.  Eight  new 
station  tested  programs  are  ready  for  audition  or  script  will  be 
forwarded  on  request. 

Write  for  complete  information  about  WCLO — its  programs — 
merchandising  service — and  the  wealthy  area  it  serves. 


WCLO 


Latest  Western  Electric  Transmitter 
JANESVILLE,  WISCONSIN 

THE  NATIONAL  ADVERTISER'S  PROVING  GROUND 


getting  at  the  time  of  the  sur- 
vey, a  nation-wide  average  of  276 
listening  sets  for  every  1,000  calls 
(including  unanswered  calls).  In 
Ontario,  where  it  has  been  on  the 
air  over  a  year,  the  figure  is  383 
listening  sets  per  1,000  calls. 

Incidentally,  letters  have  been 
received  from  almost  every  state 
in  the  United  States,  from  South 
America  and  from  up  beyond  the 
Arctic  Circle.  So  it  is  evident  that 
even  today  the  popularity  of  the 
hockey  broadcast  is  not  confined  to 
the  "hockey  belt"  of  Canada.  Its 
audience  is  steadily  growing  in  the 
United  States,  and  its  commercial 
value  for  advertisers  must  soon 
receive  serious  attention. 


Radio  Sells  Insurance 

{Continued  from  page  8) 

help  in  safety  campaigns,  and  tell 
in  a  more  or  less  general  way  con- 
cerning some  of  the  fundamental 
values  of  insurance.  But  beyond 
that  we  must  leave  the  actual  job 
to  the  agent. 

Institutional  Programs 

THE  TWO  spearheads  of  radio 
advertising  which  The  Travelers 
makes  use  of  are  the  "Travelers 
Hour"  and  the  "Travelers  News 
Bulletin."  The  "Travelers  Hour" 
is  broadcast  each  Monday  night 
from  7  until  8  o'clock  and  features 
a  staff  orchestra  of  40  musicians 
under  the  direction  of  the  distin- 
guished Dutch-American  composer 
and  conductor  Christiaan  Kriens, 
and  each  program  presents  a  na- 
tionally known  vocal  or  instrumen- 


tal artist.  On  this  program  there 
appears  absolutely  no  commercial 
plug  except  the  name  of  the  spon- 
sor. The  announcer  simply  says, 
"The  Travelers  Hour,  sponsored  by 
The  Travelers  Insurance  Company, 
The  Travelers  Indemnity  Company 
and  The  Travelers  Fire  Insurance 
Company." 

The  "Travelers  News  Bulletins", 
one-minute  talks  blending  histori- 
cal interest  with  the  value  of  in- 
surance, are  offered  every  day. 
These  talks  are  written  by  the 
publicity  department  and  follow  a 
semi-dramatic  story  form. 

Let  the  station  make  the  name 
well  known  and  let  the  agent, 
backed  by  home  office  training,  go 
out  and  do  the  actual  selling.  He 
may  be  stationed  in  Atlanta,  or  in 
Denver,  but  wherever  he  is  the 
voice  of  the  mother  company  will 
reach  him.  It  will  make  him  feel 
that  he  is  not  stranded  and  alone, 
but  that  he  is  an  integral  part  of 
one  big  family.  And  which  one 
of  us  does  not  like  a  little  moral 
support  now  and  then?  Sentimen- 
tal ?  Perhaps.  But  psychologi- 
cally it  is  good  business. 


Cotton  Campaign 

AS  PART  of  its  National  Cotton 
Week  celebration.  May  15  to  20, 
the  Cotton  Textile  Institute,  New 
York,  has  announced  plans  to 
spend  more  than  $2,000,000  to 
advertise  cotton  merchandise. 
Whether  radio  would  be  used  was 
not  revealed. 


WRVA 

RICHMOND 

VIRGINIA'S  PREMIER  RADIO  STATION 

ESTABLISHED  1925 


90% 


Increase  in  the  number  of  radio 
sets  in  Virginia  since  1930  census. 


OOi^^  Owned   radio   sets   among  the 
\J^d2        6,707  homes  contacted  in  house- 
to-house  survey  in  Richmond  ter- 
ritory by  large  national  advertiser. 

84% 


Of  the  radio-owning  homes  inter- 
viewed in  the  Richmond  territory 
stated  THEY  LISTENED 
MOST  TO  WRVA. 


This  steadily  increasing  audience  in  a  state  where 
taxes  are  low,  retail  sales  are  holding  up  remarkably 
well,  and  the  number  of  farm  mortgages  is  next  to 
the  lowest  in  the  nation,  will  hear  your  message 
from  WRVA,  the  only  NBC  outlet  in  Virginia. 

5.000  Watts  Full  Time  Clear  Channel 
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ACTIONS    OF  THE 


FEDERAL    RADIO  COMMISSION 

APRIL  16  TO  APRIL  30  INCLUSIVE 


Applications  .  .  . 

APRIL  18 

WMAL,  Washington,  D.  C. — License  to  cover  CP  for 
auxiliary  transmitter  resubmitted  in  name  of  NBC. 

WAMC,  Anniston,  Ala. — CP  to  install  new  eQuipment 
at  new  location  (to  be  determined  by  tests)  and  move 
studio  locally. 

KFQD,  Anchorage,  Alaska — Modification  of  license  to 
change  frequency  from  1230  kc.  to  850  kc. 

Applications  returned :  KECA,  Los  Angeles — CP  to 
change  transmitter  location  locally,  using  KFI's  auxili- 
ary transmitter  with  changes,  and  increase  day  power 
from  1  kw.  to  2V2  kw.  ;  NEW,  Herbert  H.  Fette  and 
Ewald  Fette,  Meriden,  Minn. — CP  for  a  new  station, 
1210  kc,  75  w.,  specified  hours  of  operation. 

APRIL  19 

WGNY,  Chester  Township,  N.  Y. — Modification  of  li- 
cense to  increase  power  from  50  w.  to  100  w. 

WSEN,  Columbus,  O. — CP  to  move  transmitter  locally. 

WJKS,  Gary,  Ind. — CP  to  move  transmitter  from  Gary 
to  Hammond,  Ind. 

WCAL,  Northfield,  Minn. — Modification  of  license  to 
increase  specified  hours  of  operation  (facilities  of 
KFMX,  Northfield,  Minn.) 

WKBB,  East  Dubuque,  111.— Modification  of  CP  to 
move  station  from  Joliet  to  East  Dubuque,  111.,  change 
frequency  from  1310  kc.  to  1500  kc,  and  change  from 
sharing  with  WCLS  to  specified  hours,  to  extend  com- 
mencement and  completion  dates  to  6-21-33  and  11-21-33, 
respectively. 

KOA,  Denver — Modification  of  50  kw.  CP  to  extend 
completion  date  from  5-17-33  to  11-17-33. 

APRIL  25 

WRAK,  Williamsport,  Pa. — Modification  of  license  to 
change  hours  of  operation  from  sharing  with  WJEQ  to 
unlimited  time  (facilities  of  WJEQ,  Williamsport,  Pa.). 

WKBF,  Indianapolis — License  to  cover  CP  to  move 
transmitter  locally. 

KOL,  Seattle — Modification  of  license  to  change  fre- 
quency from  1270  kc.  to  850  kc,  resubmitted  without 
change. 

Applications  returned :  WDEL,  Wilmington,  Del. — • 
Modification  of  license  to  increase  night  power  to  500 
w.  experimentally;  KGKB,  Tyler,  Tex. — CP  to  make 
changes  in  equipment  and  increase  D  power  from  100 
w.  to  250  w. ;  NEW,  William  Ellis  Phillips,  San  Diego, 
Cal.— CP  for  1420  kc,  100  w.,  unlimited  time. 

APRIL  27 

WJSV,  Alexandria,  Va. — License  to  cover  CP  to  move 
transmitter  from  Mt.  Vernon  Hills  to  Mt.  Vernon  Me- 
morial Highway,  Alexandria,  Va.,  and  install  new  trans- 
mitter. 

WOBU,  Charleston,  W.  Va. — Modification  of  license 
to  increase  power  from  250  w.  night,  500  w.  day  to  500 
w.  day  and  night. 

WJBU,  Lewisburg,  Pa. — CP  to  move  station  to  Sun- 
bury,  Pa.,  amended  to  change  transmitter  site  locally 
and  change  type  of  antenna. 

KUOA,  Fayetteville,  Ark. — CP  to  make  changes  in 
equipment  and  move  transmitter  locally  amended  to  re- 
quest transmitter  location  at  "site  to  be  determined 
subject  to  approval  of  the  Commission." 

WMBH,  Joplin,  Mo. — License  to  cover  CP  to  install 
new  transmitter. 

WSBC,  Chicago — Modification  of  license  to  change 
specified  hours  of  operation. 

WCRW,  Chicago — Modification  of  license  to  change 
specified  hours  of  operation. 

NEW,  La  Grande,  Ore. — Eastern  Oregon  Broadcasting 
Co.,  Inc.,  for  CP  to  use  1500  kc,  100  w.  power,  un- 
limited time,  facilities  of  KOAC,  Corvallis,  Ore.,  in 
terms  of  quota  units,  amended  as  to  transmitter  loca- 
tion, equipment,  and  to  increase  D  power  to  250  w. 


Decisions  .  .  . 


APRIL  18 

WINS,  New  York — Granted  CP  to  move  station  from 
Astoria,  L.  I.,  to  Paterson  Plank  Road,  Carlstadt,  N.  J. 

WNBW,  Scranton,  Pa. — Granted  extension  of  authority 
to  remain  silent  from  April  16  to  June  1,  pending  ac- 
tion on  pending  application. 

WQBC,  Vicksburg,  Miss. — Granted  special  temporary 
experimental  authority  to  operate  unlimited  time  on 
1360  kc,  with  500  w.  from  May  1  to  Nov.  1. 

W2XAX,  New  York — Granted  renewal  of  experimen- 
tal visual  broadcasting  license ;  frequency  43000-46000, 
48500-50300,  60000-80000  kc,  50  w. 

KOCW,  Chickasha,  Okla. — Granted  temporary  re- 
newal of  license  pending  installation  of  new  equipment 
and  approved  frequency  monitor. 

Set  for  hearing:  KGHI,  Little  Rock,  Ark.— CP  to 
make  changes  in  equipment,  change  frequency  from  1200 
to  570  kc,  and  increase  power  from  100  to  500  w.  : 
WGN,  Chicago — CP  to  make  changes  in  equipment  and 
to  increase  operating  power  from  25  kw.  to  50  kw. 


WOQ,  St.  Louis — Granted  oral  argument  before  the 
Commission  en  banc  for  May  3. 

WQAM,  Miami,  Fla. — Granted  special  temporary  au- 
thority to  reduce  hours  of  operation  from  unlimited  to 
specified  hours  to  June  1. 

WQBC,  Vicksburg,  Miss. — Granted  modification  of 
special  temporary  experimental  authority  to  reduce 
hours  of  operation  from  unlimited  to  specified  hours 
until  May  1. 

APRIL  21 

KICA,  Clovis,  N.  M. — Granted  CP  to  move  station 
locally  ;  also  granted  authority  to  cease  broadcasting  un- 
til new  transmitter  can  be  built. 

WFDF,  Flint,  Mich. — Granted  consent  to  voluntary 
assignment  of  license  to  Flint  Broadcasting  Co. 

WEBR,  Buffalo,  N.  Y. — Granted  authority  to  use 
auxiliary  transmitter  for  one  week  while  overhauling 
main  transmitter. 

KFQD,  Anchorage,  Alaska — Granted  renewal  of  license 
for  regular  period,  1230  kc,  250  w.,  hours  daily  from 
6  p.m.  to  midnight,  LST. 

WMSG,  New  York — Granted  special  temporary  au- 
thority to  operate  the  radio  transmitting  apparatus  of 
WCDA  from  May  1  to  Nov.  1. 

WBNX,  New  York — Granted  special  temporary  au- 
thority to  operate  the  radio  transmitting  apparatus  of 
WCDA  from  May  1  to  Nov.  1. 

Set  for  hearing :  NEW,  Philip  J.  Wiseman,  Lewiston, 
Me. — CP  for  new  station  to  operate  on  640  kc,  500  w., 
limited  time;  NEW,  William  L.  Slade,  Hamilton,  O.— 
CP  for  new  station,  1420  kc,  100  w.,  unlimited  time 
(facilities  of  WHBD)  ;  WCAL,  Northfield,  Minn.— CP 
to  change  equipment  and  increase  day  power  from  1 
kw.  to  2V2  kw. 

Oral  arguments  in  re  KTAR  Broadcasting  Company's 
application  (Ex.  Rep.  456)  and  re  application  of  Robert 
M.  Riculfi,  Tucson,  Ariz.,  KVOA  (Ex.  Rep.  464)  will 
be  held  May  31  before  the  whole  Commission. 

WBAX,  Wilkes-Barre,  Pa.  (Ex.  Rep.  466) — Denied 
application  for  CP  to  change  frequency  from  1210  to  930 
kc,  increase  power  from  100  to  250  w.,  and  change 
hours  of  operation  from  specified  hours  to  unlimited, 
sustaining  Examiner  Pratt. 

NEW,  C.  C.  Crawford,  Haynesville,  La. — Application 
for  facilities  of  KWEA,  heretofore  set  for  hearing, 
withdrawn  from  docket  and  returned  to  applicant. 

Don  Lee  Broadcasting  System,  Los  Angeles — Denied 
"motion  to  vacate  and  rescind  order  to  take  depositions" 
in  re  application  of  James  McClatchy  Co.,  KFBK,  set 
for  hearing. 

WFEA,  Manchester,  N.  H. — Granted  continuance  of 
hearing  to  May  16,  on  application  from  Maine  and  Ver- 
mont for  use  of  1340  kc.  channel. 

WENC,  Americus,  Ga. — Granted  60-day  authority  to 
operate  unlimited  time  during  silence  period  of  WAMC. 

WAMC,  Anniston,  Ala. — Granted  special  authority  to 
remain  silent  for  a  period  of  60  days. 

APRIL  25 

KFNF,  Shenandoah,  la. — Granted  extension  of  special 
authority  from  May  1  to  June  1,  to  use  time  assigned 
to  but  not  used  by  KUSD  and  WILL. 

KTSA,  San  Antonio,  Tex. — Granted  modification  of 
license  to  reduce  D.  power  from  2Vo  kw.  to  1  kw.  and 
to  increase  time  to  unlimited   (facilities  of  KFUL). 

KFUL,  Galveston,  Tex. — Granted  consent  to  voluntary 
assignment  of  license  to  Southwest  Broadcasting  Co. 

WBAL,  Baltimore,  Md. — Granted  extension  of  syn- 
chronous operation  with  WJZ  to  5 :30  p.m.  April  29. 

WSUI,  Iowa  City,  la. — Granted  special  temporary  au- 
thorization to  operate  from  4  to  6  p.m.,  CST,  May  3,  5, 
15  and  19,  and  from  10  p.m.  to  12  midnight,  CST, 
May  12. 

W9XK,  Iowa  City,  la. — Granted  renewal  of  experi- 
mental visual  broadcasting  license,  frequency  2000-2100 
kc,  100  w.,  to  Nov.  1. 

Set  for  hearing:  NEW,  Radio  Investment  Co.,  Inc., 
Newark,  N.  J.— CP  for  facilities  of  WBMS,  1450  kc, 
250  w.  ;  shares  1/4  time  with  WHOM. 

APRIL  28 

WSEN,  Columbus,  O. — Granted  CP  to  move  trans- 
mitter locally. 

KUOA,  Fayetteville,  Ark. — Granted  consent  to  volun- 
tary assignment  of  license  to  KUOA,  Inc.  Granted  modi- 
fication of  license  to  change  frequency  from  1390  to  1260 
kc.  and  increase  hours  of  operation  from  specified  to 
unlimited  D.  Also  CP  to  install  new  equipment  and 
move  transmitter  locally. 

KOA,  Denver,  Colo. — Granted  modification  of  CP  to 
extend  completion  date  from  May  17  to  Nov.  17. 


GLOSSARY 

CP — Construction  permit.  KC — Kilocycles. 
LP — Limited  power.  KW — Kilowatts. 

LS — Power  until  local  sunset.  D — Daytime. 
LT — Limited  time.  W — Watts. 

Ex.  Rep. — Examiner's  Report. 
G.O. — General  Order. 


WDGY,  Minneapolis,  Minn. — Granted  license  covering 
installation  of  new  equipment,  1180  kc,  1  kw.,  LT. 

KREG,  Santa  Ana,  Cal. — Granted  authority  to  install 
automatic  frequency  control. 

WHAM,  Rochester,  N.  Y. — Granted  modification  of  li- 
cense to  the  former  main  transmitter  as  auxiliary. 

KLPM,  Minot,  N.  Dak. — Granted  renewal  of  license, 
1240  kc,  250  w.,  specified  hours  of  operation  daily. 

KSTP,  St.  Paul,  Minn. — Granted  renewal  of  license 
for  the  regular  period,  provided  station  is  to  be  operated 
on  an  experimental  basis,  and  that  licensee  will  reduce 
its  power  to  10  kw.  day  and  night  at  any  time  without 
a  hearing,  upon  10  days'  notice. 

WARD,  Brooklyn,  N.  Y. — Granted  temporary  renewal 
of  license,  subject  to  such  action  as  the  Commission 
may  take  on  pending  application  for  renewal,  and  desig- 
nated application  for  hearing. 

WIXAV,  Shortwave  &  Television  Laboratories,  Inc., 
Boston — Granted  renewal  of  visual  broadcasting  license 
to  July  1,  1933  ;  1600-1700  kc,  1  kw. 

WIXG,  Shortwave  &  Television  Corp.,  Portable — 
Granted  renewal  of  visual  broadcasting  license  to  July 
1,  1933;  frequency  43000-46000,  48500-50300,  60000- 
80000  kc,  200  w. 

W9XAO,  Western  Television  Research  Co.,  Chicago, 
111.^ — Granted  renewal  of  visual  broadcasting  license ; 
2000-2100  kc,  500  w. 

Set  for  hearing :  NEW,  Raymond  M.  Brannon,  Fre- 
mont, Neb.^ — CP  for  new  station,  1500  kc,  100  w.  D, 
facilities  of  KFOR ;  WABI,  Bangor,  Me. — Modification 
of  license  to  increase  hours  of  operation  from  specified 
to  U ;  WFI,  Philadelphia — Modification  of  license  to  in- 
crease power  from  500  w.  to  1  kw.  (shares  with  WLIT)  ; 
WLIT,  Philadelphia — Modification  of  license  to  increase 
power  from  500  w.  to  1  kw.   (shares  with  WFI). 

WCAH,  Columbus,  Ohio — Granted  special  temporary 
experimental  authority  to  operate  U  and  simultaneously 
with  WHP,  WOKO,  WHEC-WABO  and  WFEA,  pend- 
ing decision  on  the  hearing  of  application  of  WCAH, 
but  no  later  than  Nov.  1,  1933. 

WHEC,  Rochester,  N.  Y. — Granted  special  experimen- 
tal authority  to  operate  U  time  and  simultaneously  with 
stations  WOKO,  WHP,  WCAH  and  WFEA  on  1430  kc, 
pending  decision  on  hearing  of  application  of  station 
WHEC-WABO,  but  not  later  than  Nov.  1,  1933. 

WHB,  Harrisburg,  Pa. — Granted  special  temporary 
experimental  authority  to  operate  D  except  during  those 
hours  specified  in  license  of  station  WBAK,  and  simul- 
taneously with  WCAH,  WFEA,  WOKO  and  WHEC- 
WABO,  pending  decision  on  hearing  of  application  of 
WHP. 

WOKO,  Albany,  N.  Y. — Granted  special  temporary 
experimental  authority  to  operate  U  and  simultaneously 
with  WHP,  WCAH,  WFEA  and  WHEC-WABO  on 
1430  kc.  pending  decision  on  hearing  of  application  of 
WOKO,  and  not  later  than  Nov.  1,  1933. 

WJSV,  Alexandria,  Va. — Granted  special  experimen- 
tal authority  to  operate  for  90  days  from  May  1,  1933, 
at  present  location,  Mt.  Vernon  Highway,  near  Potomac 
Yards. 

WHEC,  Rochester,  N.  Y. ;  WOKO,  Albany,  N.  Y. ; 
WHP,  Harrisburg,  Pa. ;  WCAH,  Columbus,  O.  ;  WFEA, 
Manchester,  N.  H. — Hearing  set  for  May  15,  involving 
the  1430  kc.  frequency,  continued  indefinitely. 

The  following  applications,  heretofore  designated  for 
hearing,  were  dismissed  at  request  of  applicants :  KQW, 
San  Jose,  Cal. — CP,  1010  kc,  1  kw.  day;  1  kw.  night 
experimental,  U  ;  NEW,  Hart  and  Parsons,  d/b  as  Gate- 
way Broadcasting  Co.,  Roanoke,  Va. — CP,  1410  kc,  250 
w.,  share  with  WHIS;  KFAC,  Los  Angeles,  Cal. — Modi- 
fication of  license  780  kc,  500  w.,  1  kw.,  LS,  U. 

Action  on  examiners'  reports:  WMBH,  Joplin,  Mo. 
(Ex.  Rep.  462) — Granted  modification  of  license  for 
specified  hours  on  1420  kc,  100  w.  night,  250  w.  LS. 
reversing  Examiner  Pratt. 

WEBR,  Buffalo,  N.  Y.  (Ex.  Rep.  465)— Denied  modi- 
fication of  license  for  authority  to  operate  two  trans- 
mitters alternatively,  to  permit  regular  use  of  the  100-w. 
transmitter  during  nighttime  and  the  regular  use  of 
the  250-w.  transmitter  during  D,  sustaining  Examiner 
Hyde. 

Ratification  of  acts  of  Commissioners:  WMAL,  Wash- 
ington— Granted  extension  of  30  days  from  March  14, 
1933,  of  program  tests.     (Action  taken     April  23.) 


Examiners'  Reports  .  .  . 

WNBO,  Silver  Haven,  Pa. ;  WCAE,  Pittsburgh ; 
WHBC,  Canton,  O. — Examiner  Hyde  recommended  (Re- 
port 471  ;  Dockets  1685,  1754  and  1829)  that  applica- 
tion of  WNBO  to  move  to  Monongahela,  Pa.,  with  un- 
limited time,  be  denied  and  that  applications  of  WCAE 
to  move  transmitter  locally  and  of  WHBC  to  install  new 
equipment  with  100  w.,  be  granted. 

WBHS,  Huntsville,  Ala. — Examiner  Pratt  recom- 
mended (Report  472;  Dockets  1870  and  1976)  that  ap- 
plication for  renewal  of  license  be  denied  and  that  ap- 
plication for  consent  to  voluntary  assignment  of  license 
to  Radio  Station  WBHS,  Inc.,  be  granted. 

WAPI,  Birmingham — Chief  Examiner  Yost  recom- 
mended (Report  473;  Docket  1896)  that  application  for 
extension  of  commencement  and  completion  dates  for 
modification  of  CP  be  granted  as  of  June  17  and  Dec. 
17,  respectively. 
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Stalling  for  Time, 
AS  CAP  Considers 
Parley  with  Baker 

Society's  Action  Kept  Secret 
Pending  Report  to  NAB 

APPARENTLY  stalling  for  time 
until  the  courts  adjourn  this  sum- 
is       mer,  the  board  of  directors  of  the 
jl       American   Society   of  Composers, 
Authors  &  Publishers  met  in  New 
i-  .     York  April  27  to  consider  the  pos- 
sibility of  reopening  negotiations 
with    broadcasters    for  readjust- 
5       ments  of  radio  royalty  fees, 
f  E.    C.    Mills,    ASCAP  general 

':       manager,  declined  to  divulge  the 
board's   action  to  Broadcasting, 
I       declaring  that  he  had  not  yet  com- 
J       municated  with  Newton  D.  Baker, 
special   copyright  counsel  of  the 
NAB,  who  had  said  he  would  ne- 
•        gotiate  only  on  condition  that  a 
"per  piece"  method  be  substituted 
for   the   present  percentage-plus- 
sustaining-fee  basis.    It  is  gener- 
ally  believed,   however,   that  the 
;       board  would  like  to  see  further 
conferences  between  Mr.  Mills  and 
Mr.  Baker. 

I  Reason  for  Stalling 

!  ASCAP,  it  is  apparent,  fears  liti- 
gation against  it  by  the  broadcast- 
ers or  by  the  Department  of  Jus- 

;  tice  or  Federal  Trade  Commission. 
By  prolonging  negotiations  for  a 
few  weeks  more,  until  all  federal 
courts  are  in  summer  recess,  the 
Society  would  not  have  to  worry 
about  any  suits  until  next  fall.  On 
Sept.  1,  under  the  present  ASCAP 
contracts,  broadcasters  must  pay 
an  increased  royalty  of  4  per  cent 
of  their  "net  receipts",  plus  a  sus- 

't  taining  fee;  for  on  that  date  the 
second  year  of  the  three-year  con- 
tracts begins. 

This  new  turn  in  the  copyright 

'  controversy  developed  after  an 
NAB  delegation,  headed  by  Presi- 
dent Alfred  J.  McCosker,  walked 

I  out  of  a  conference  with  Mr.  Mills 
April  4,  when  the  ASCAP  official 

1       said  there  would  be  no  revision  of 

j       contracts  "except  upward".  Thus 
turned  away,  the  NAB  officials  de- 
cided to  embark  upon  a  three-point 
program  to  release  the  industry 
.  from  the  ASCAP  stranglehold. 

Baker's  Ultimatum 

MR.  MILLS,  however,  immediately 
aftei-ward  communicated  with  Mr. 
Baker  and  informed  him  of  his 
;  purported  readiness  to  talk  over 
'  matters.  In  reply,  Mr.  Baker 
stated  he  would  be  willing  to  talk 
only  if  it  were  understood  in  ad- 
vance that  the  basis  of  negotia- 
tion would  be  toward  a  "per  piece" 
plan  whereby  broadcasters  would 
pay  a  nominal  fee  only  on  the  com- 
positions used.  He  demanded  also 
that,  during  the  working  out  of 
such  a  plan,  the  present  scale  of 

I     royalties  be  amended  so  that  the 
percentage  would  be  payed  only  on 
receipts   from   programs  actually 
1     using  ASCAP  music. 

'        The  ASCAP  board  met  to  con- 
sider this  proposition.    If  past  ac- 

H    tions  of  the  board  can  be  accepted 

*    as  a  criterion,  it  is  certain  that  it 
authorized  Mr.  Mills  to  negotiate 
with  Mr.  Baker,  with  the  primary 
I        objective  of  stalling  for  time. 

Mr.  Mills  told  Broadcasting  in 


Freeman  Lang  Active 

FREEMAN  LANG,  operating  the 
Freeman  Lang  Transcription  Stu- 
dios and  Radio  Transcription  Com- 
pany of  America  (Hollywood  head- 
quarters) recently  traveled  to  Chi- 
cago to  install  new  audition  equip- 
ment in  the  Chicago  offices,  man- 
aged by  C.  C.  Pyle,  in  the  Furni- 
ture Mart  Bldg.  On  the  return 
journey  he  stopped  at  St.  Louis 
for  an  audition  with  the  D'Arcy 
agency  on  the  Anheuser-Busch 
Brewery  account.  Current  list  of 
Lang  transcriptions  include  the 
Watanabe  and  Archie,  Chandu, 
Black  and  Blue,  Growing  Up  and 
Hi-Jinks  series  and  10  sustaining 
programs  weekly  under  the  Radio 
Transcription  Co.  banner. 


WBBM  Synchronization 
Stayed  by  Court  Order 

A  STAY  ORDER  temporarily  nul- 
lifying the  Radio  Commission's  de- 
cision authorizing  WBBM,  Chicago, 
and  KFAB,  Lincoln,  Neb.,  to  syn- 
chronize experimentally  on  the  770 
kc.  clear  channel  was  granted  by 
the  Court  of  Appeals  of  the  Dis- 
trict of  Columbia  April  28  on  ap- 
plication of  WGN,  Chicago.  WGN's 
appeal  from  the  decision  of  March 
24,  alleged  that  interference  would 
be  caused  and  that  the  grant  vio- 
lated the  Commission's  regulations, 
particularly  as  the  fourth  zone  is 
overquota. 

The  stay  order  remains  effective 
pending  determination  by  the  court 
of  WGN's  appeal  or  until  further 
judicial  order.  The  synchroniza- 
tion, by  wire  control  line,  would 
have  allowed  WBBM  additional 
evening  time.  Among  other  things, 
WGN  counsel  contended  that  un- 
less the  Commission  order  was 
stayed,  all  Chicago  stations  would 
"face  an  increased  hazard"  in  pro- 
tecting their  facilities. 

The  court  also  granted  the  ap- 
plication of  WNYC,  New  York 
City  municipal  station,  for  a  stay 
of  mandate  in  the  case  in  which 
WMCA,  New  York,  was  granted 
full  time  on  570  kc,  with  the  mu- 
nicipal station  shifted  to  870  kc. 
It  was  explained  that  WNYC  plans 
to  appeal  to  the  U.  S.  Supreme 
Court  for  a  review  of  the  lower 
court's  ruling. 


response  to  its  long  distance  phone 
inquiry  that  he  would  write  to 
Mr.  Baker  in  detail  about  the 
board's  action.  Any  announcement, 
he  said,  should  come  from  the  NAB 
counsel. 

Suit  Held  in  Reserve 

IT  IS  understood  that  NAB  al- 
ready has  made  a  preliminary 
draft  of  a  suit  to  be  filed  against 
ASCAP.  Moreover,  it  is  known 
that  the  federal  government  has 
conducted  a  searching  inquiry  into 
the  organization  with  a  view  to 
court  action.  Should  it  develop 
that  the  new  negotiations  between 
Mr.  Mills  and  Mr.  Baker  are  not 
acceptable,  it  is  probable  that  a 
suit  will  be  filed  before  the  courts 
adjourn  for  the  summer. 

Election  of  officers  of  the  Radio 
Program  Foundation  was  delayed 
by  the  Mills-Baker  deliberations. 
The  NAB  plan,  however,  is  to  pro- 
ceed with  that  organization,  re- 
gardless of  the  results  of  the  new 
negotiations. 


Washington  Court  Holds 
KHQ  Is  Guilty  of  Libel 

FOLLOWING  the  principle  laid 
down  by  the  Nebraska  Supreme 
Court  in  the  case  of  Attorney  Gen- 
eral Sorensen  vs.  KFAB,  Lincoln, 
the  Supreme  Court  of  the  state  of 
Washington  has  held  KHQ,  Spo- 
kane, jointly  liable  with  the  speaker 
for  alleged  defamatory  utterances 
over  the  station.  The  KFAB  case, 
which  laid  down  a  principle  dan- 
gerous to  broadcasting,  is  to  be 
carried  to  the  United  States  Su- 
preme Court  for  final  adjudication. 

In  the  KHQ  case,  the  state  court 
upheld  a  decision  of  the  Spokane 
county  court  awarding  Sheriff 
Miles  $1,000  in  damages  for  defam- 
atory language  allegedly  spoken 
over  the  station.  Louis  Wasmer, 
owner,  Charles  G.  L  a  n  t  r  y,  an- 
nouncer, and  William  H.  Castner, 
advertiser,  were  held  jointly  liable. 
Mr.  Castner,  a  newspaper  publish- 
er, in  a  broadcast  he  had  prepared, 
accused  the  sheriff  of  reselling  con- 
fiscated stills.  The  court  held  that 
as  a  matter  of  fact  the  sheriff  had 
destroyed  them. 


WJSY  Extension 

WJSV,  Alexandria,  Va.,  CBS  Wash- 
ington outlet,  has  been  granted  a 
90-day  extension  from  May  1  for 
experimental  operation  at  its  pres- 
ent location.  The  Navy  Depart- 
ment had  protested  against  inter- 
ference caused  by  the  10  kw.  sta- 
tion with  the  operation  of  its  ex- 
perimental stations  at  the  Naval 
Research  Laboratory,  at  Bellevue, 
D.  C,  but  CBS  installed  a  new 
directional  antenna  which  appar- 
ently has  corrected  the  condition 
to  the  Navy's  satisfaction.  The 
extension  was  granted  with  the 
understanding  that  if,  at  the  end 
of  the  period  the  interference  is 
not  completely  remedied,  WJSV 
must  seek  a  new  site  for  its  trans- 
mitter. 


Net  Again  Delayed 

PLANS  for  the  formal  opening  of 
the  Amalgamated  Broadcasting 
System,  Inc.,  network,  headed  by 
Ed  Wynn,  Broadway  and  radio 
comedian,  remain  indefinite.  Sev- 
eral times  postponed,  the  opening 
last  was  predicted  for  May  1. 
While  details  of  the  financial  back- 
ing for  the  Wynn  project,  which 
contemplates  ultimate  establish- 
ment of  a  nation-wide  network, 
have  never  been  divulged,  it  is 
reported  unofficially  that  Arthur 
Gardner,  reputed  to  be  a  Detroit 
millionaire,  is  heavily  interested. 


Radio  Subcommittee 

REP.  BRIGGS,  (D.)  of  Texas,  has 
been  named  chairman  of  the  radio 
subcommittee  of  the  House  Mer- 
chant Marine,  Radio  &  Fisheries 
Committee,  according  to  an  an- 
nouncement April  16  by  Chairman 
Bland,  of  Virginia.  Other  Demo- 
cratic members  of  the  subcom- 
mittee are  Reps.  Willford,  Iowa; 
Crosby,  Pa.;  Ramspeck,  Ga.,  and 
Brown,  Ky.  Republican  members 
are  Lehlbach,  N.  J.  and  Edmonds, 
Pa.  Also  serving  on  the  subcom- 
mittee but  having  no  vote  is  Dele- 
gate McCandless  of  Hawaii. 
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5  MINUTES— NO  MORE,  NO  LESS 

Networks  Believed  Ready  for  Ultra-Short  Program  As 
 New  Source  of  Badly-Needed  Revenue  


''In  the  Heart  of  the  East" 

MASON 
DIXON 
RADIO 
GROUP 

National  advertisers  having  a  message 
for  the  large  area  of  Pennsylvania,  Dela- 
ware, Maryland,  Virginia  and  West  Vir- 
ginia covered  by  this  group  are  invited  to 
test  the  facilities  of  these  stations. 

Let  us  combine  your  sales  story,  your 
local  distribution  and  our  merchandising 
department  into  a  local  program  that  will 
sell  your  goods. 

A  buying  public  in  excess  of  2,000,000 
people  with  more  than  300,000  radios  in 
their  homes  live  within  the  primary  cov- 
erage of  the  MASON  DIXON  RADIO 
GROUP. 

As  to  rates — when  the  group  is  used  as 
a  unit  you  pay  only  minimum  rates  for 
primary  coverage. 

Write  today.  You  will  receive  by  return 
mail  a  descriptive  boolclet  covering  the 
group's  activities,  as  well  as  any  specific 
marketing  information  desired. 


WORK— York,  Pa. 

A  thousand  watt  station,  serving  a  ra- 
dius of  from  50  to  75  miles,  its  pri- 
mary coverage  area  includes  the  cities 
of  Baltimore,  Washington,  Reading, 
Harrisburg,  Pottsville,  Lebanon,  Sha- 
mokin,  Hagerstown,  Waynesboro. 
Chambersburg,    Gettysburg    and  York. 

WDEL— Wilmington,  Del. 

Has  a  radius  of  from  20  to  40  miles. 
Within  its  primary  coverage  area  are 
Wilmington  and  the  State  of  Delaware  ; 
Chester,  West  Chester,  Oxford,  Coates- 
ville,  Pennsylvania ;  Elkton,  Bel  Air, 
Perryville,  Havre  de  Grace,  Chester- 
town,  Maryland  and  Bridgeton,  Salem, 
New  Castle,  Penns  Grove,  Bridgeport, 
Hammonton,  New  Jersey. 

WGAL— Lancaster,  Pa. 

Has  a  radius  of  from  15  to  20  miles. 
Within  its  primary  coverage  area  are 
the  cities  of  Lancaster,  Coatesville, 
Lebanon,  the  rich  county  of  Lancaster 
and  portions  of  the  counties  of  York, 
Dauphin,  Lebanon,  Berks,  Chester, 
Pennsylvania  and  Harford  Countv, 
Maryland. 


WAZL— Hazleton,  Pa. 

Serves  a  radius  of  15  to  18  miles. 
Within  its  primary  coverage  area  lie 
portions  of  the  rich  anthracite  counties 
of  Luzerne,  Carbon,  Schuylkill,  Colum- 
bia, Sullivan,  Wyoming,  Lackawana  and 
Monroe  and  the  cities  and  towns  of 
Hazleton,  Shenandoah,  Mauch  Chunk, 
T  a  m  a  q  u  a,  Mahanoy  City,  Berwick, 
McAdoo  and  Freeland. 

WILM— Wilmington,  Del. 

Has  a  radius  of  from  15  to  18  miles. 
Within  its  primary  coverage  area  are 
Chester,  Pa.  and  Wilmington,  Del. 

Address  All  Inquiries  To 

MASON  DIXON  RADIO 
GROUP,  Inc.    Lancaster^  Pa. 

C.  R.  McCoLLoucH,  Genl.  Mgr. 


By  PETER  DIXON 

TWO  YEARS  ago  this  writer  had 
his  name  on  the  jacket  of  a  book 
called  "Radio  Writing",  which  had 
to  do  with  the  technique  of  pre- 
paring material  for  broadcasts  and 
also  contained  a  number  of  predic- 
tions of  future  developments  in 
continuity.  One  paragraph  may 
be  quoted  here: 

"The  tendency  in  programs,  es- 
pecially programs  of  a  dramatic 
nature,  is  to  make  them  shorter 
and  shorter.  A  few  years  ago 
there  were  more  dramatic  pro- 
grams lasting  sixty  minutes  than 
there  were  half  hour  broadcasts. 
Then  the  half  hour  program  be- 
came popular.  Recently  the  15- 
minute  broadcast  has  assumed  first 
place,  especially  when  it  is  con- 
tinued day  after  day  and  the  story 
is  serialized.  Nor  will  this  short- 
ening of  the  episode  stop  at  fifteen 
minutes.  This  writer  believes  that 
within  the  next  two  years  there 
will  be  a  great  demand  for  pro- 
grams of  five-minute  length." 

A  Bid  for  Business 

THE  DEMAND  for  five-minute 
programs  exists  today  and  several 
examples  are  on  the  air.  There 
have  been  five-minute  broadcast 
periods  on  smaller  stations  for 
months,  but  they  have  been  little 
more  than  lengthy  commercial  an- 
nouncements. Station  WOR,  New- 
ark, has  made  time  available  for 
sponsored  broadcasts  five  minutes 
in  length  and  a  number  of  the 
electrical  transcription  makers  are 
turning  out  five-minute  disks. 

Before  July  1,  unless  unexpected 
sources  of  revenue  are  developed, 
the  networks  are  expected  to  sell 
time  to  advertisers  in  five  minute 
units.  The  division  of  the  hour 
into  units  smaller  than  15  minutes 
is  something  the  networks  do  not 
want  to  do.  Five  and  ten  minute 
programs  will  add  many  compli- 
cations to  an  already  complicated 
job.  But  revenue  is  bady  needed 
by  the  networks,  and  a  bargain 
counter  of  five  minute  program 
spots  may  bring  in  that  revenue. 

Advertising  agencies,  too,  don't 
want  to  be  quoted  on  shorter  pro- 
grams.   Said  one  advertising  man, 


with  the  request  that  he  be  not 
quoted  by  name: 

"Five-minute  programs  will  help 
a  lot.  All  of  us  have  clients  who 
are  interested  in  radio  but  who 
don't  want  to  spend  the  money 
necessary  to  give  it  a  fair  trial. 
If  we  could  offer  a  five-minute  pro- 
gram, some  of  them  would  go  on 
the  air  immediately  and  a  certain 
percentage  would  probably  buy 
more  and  more  time  in  the  future." 

Arguments  against  the  five-min- 
ute program  are  many  and  some 
of  them  are  very  logical.  Picking 
up  and  dropping  networks  every 
five  minutes  will  increase  chances 
of  mistakes.  Bookkeeping  will  be 
more  complicated.  More  studios  will 
be  needed,  and  there  will  be  nec- 
essarily more  confusion  through- 
out the  broadcasting  station.  That 
five-minute  time  periods  will  be 
sold  without  restriction  seems  un- 
likely. WOR  limits  the  five-minute 
programs  to  certain  hours  in  the 
morning,  a  short  period  at  noon 
and  to  the  half  hour  before  7  p.m. 

The  program  experts  aren't  en- 
thusiastic about  five  minute  radio 
shows.  Nor  are  the  directors  of 
feature  pictures  enthusiastic  about 
one  and  two  reel  comedies  and 
novelties,  but  the  shorts  are  mak- 
ing money  for  the  movie  companies 
and  that  is  what  matters  these 
days. 

Listener's  Viewpoint 

THE  LISTENER  who  will  either 
suffer  or  benefit  most  from  the 
five  minute  program  when  it  ar- 
rives, isn't  in  a  position  to  offer 
an  opinion  on  the  shortened  broad- 
cast. He  probably  won't  like  the 
type  of  broadcast  already  on  the 
air,  which  is  nothing  more  or  less 
than  a  dramatized  sales  talk.  On 
the  other  hand  he  rather  enjoys 
the  five-minute  musical  program 
which  offers  more  than  four  min- 
utes of  melody  and  less  than  a 
minute  of  sales  message. 

This  writer  believes  that  the 
five-minute  program  is  entirely 
practical  from  an  entertainment 
standpoint.  Actually,  the  five  min- 
ute entertainment  unit  has  been 
demonstrated  and  the  listeners  like 
it.  The  Fleischman  hour,  featur- 
ing Rudy  Vallee,  is  really  a  series 
of  five  minute  episodes. 

Careful  planning,  cooperation  be- 


tween the  advertisers  buying  time 
within  the  same  half  hour  or  hour 
and  a  willingness  to  be  content 
with  very  brief  commercial  an- 
nouncements should  make  six  five- 
minute  programs  sponsored  by  six 
different  advertisers  just  as  enter- 
taining as  a  half  hour  sponsored 
by  one  advertiser. 

Dozens  of  practical  five  minute 
programs  suggest  themselves.  The 
serialized  mystery  or  romance  can 
be  done  in  five-minute  daily  epi- 
sodes. Comedians  of  the  Cantor^ 
Benny  or  Burns-and-Allen  type 
would  be  appreciated  in  five  min- 
utes of  foolishness.  Harmony  trios 
and  instrumental  novelties  are  na- 
tural selections  for  short  periods. 


Canada  Reallocates 

(Continued  from  page  12) 

with  the  reallocation  assumed  its 
own  call  letters,  CRC,  so  that  the 
stations  it  recently  purchased  from 
the  Canadian  National  Railways 
will  hereafter  be  known  as  CRCV, 
Vancouver;  CRCO,  Ottawa,  and 
CRCA,  Moncton,  N.  B.  These  calls 
were  lent  to  Canada  by  the  Portu-  | 
guese  government,  which  had  them 
by  international  treaty. 

In  Parliament  April  22  the  radio 
budget  estimates  were  considered, 
along  with  questions  from  the  floor 
as  to  why  the  Canadian  Commis- 
sion has  barred  the  Judge  Ruther- 
ford broadcasts.  Included  in  the 
estimates  was  an  item  of  $225,000 
for  new  construction  in  western 
Canada,  which  may  be  an  indica- 
tion that  Canada  intends  to  erect 
one  or  more  of  the  50,000  watt  sta- 
tions there  that  are  authorized 
under  the  U.  S.  -  Canadian  wave 
agreement  of  last  year. 

While  the  expenditures  of  the 
radio  commission  are  covered  by 
license  fees  of  $2  per  radio,  it  is 
necessary  to  vote  money  for  the 
use  of  the  Commission  in  Parlia- 
ment since  the  license  money  is 
paid  direct  to  the  national  Trea- 
sury. One  million  dollars  were 
voted  to  the  Commission,  the 
largest  item  of  which  was  $400,000 
for  programs.  The  rental  of  land 
lines  for  chain  broadcasts  is  esti- 
mated to  cost  the  Commission 
$200,000  for  the  year,  while  the 
three  stations  taken  over  by  the 
Commission  are  being  paid  for  this 
year  at  a  cost  of  $50,000  to  the 
Canadian  National  Railways. 

Salaries  for  the  Commission  and 
expenses  for  the  year  must  be  cov- 
ered with  the  remaining  $125,000. 
There  are  about  30  on  the  staff, 
including  engineers,  operators  and 
clerks.  The  salaries  of  the  three 
commissioners  are  $10,000  for  the 
chairman  and  vice-chairman  and 
$8,000  for  the  third  commissioner. 


Hollywood  Studio 

TO  SERVE  as  key  studio  for  the 
NBC  Hollywood  on  the  Air  pro- 
gram and  for  other  programs 
originating  in  Hollywood,  RKO  has 
started  construction  of  a  broadcast 
studio  on  its  lot  in  the  film  center. 
Lloyd  Yoder,  NBC  public  relations 
director  in  San  Francisco,  was  in 
Hollywood  in  April  to  confer  with 
John  Swallow,  head  of  RKO  broad- 
cast activities.  Decision  to  build 
the  studios  is  believed  to  be  partly 
the  result  of  the  recent  visit  of 
M.  H.  Aylesworth,  president  of 
NBC  and  RKO. 


Frequency  Measuring  Service 

Many  stations  find  this  exact  measuring  service  of  great 
value  for  routine  observation  of  transmitter  perform- 
ance and  for  accurately  calibrating  their  own  monitors. 

MEASUREMENTS  WHEN  YOU  NEED  THEM  MOST 

R.  C.  A.  COMMUNICATIONS,  Inc. 

Commercial  Department 

A  RADIO  CORPORATION  OF  AMERICA  SUBSIDIARY 

66  BROAD  STREET  NEW  YORK,  N.  Y. 
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Newspaper-Radio  Promotion 


(Continued  from  page  6) 


instill  enthusiasm  in  Register  and 
Tribune  carrier  salesmen.  Each 
Saturday  afternoon  the  "Adven- 
tures of  Joe  Warner"  is  presented. 
The  roles  in  these  fast  moving 
skits  are  taken  by  carrier  boys. 
For  ten  weeks  the  programs  in- 
cluded music  by  the  newsboys' 
brass  band. 

For  a  time,  various  departments 
of  the  newspaper  were  visited  by 
announcers  with  mikes.  The  hustle 
and  noise  and  colorful  background 
of  work  in  the  editorial,  mechani- 
cal and  business  offices  were  de- 
scribed in  order  to  instill  in  the 
carrier  boys  the  drive  and  energy 
of  the  newspaper  plant. 

About  80  plugs  a  week  are  given 
the  advertising  department.  These 
are  sandwiched  into  spot  musical 
programs  or  between  network  pro- 
grams. They  are  divided  between 
want  ad  promotion  and  straight 
institutional  blurbs  and  are  of  a 
practical  nature,  compelling  and 
certain  to  attract  attention. 

One  will  call  attention,  for  ex- 
ample, to  an  advertiser  who  wants 
to  exchange  a  cow  for  a  washing 
machine.  Another  adroitly  calls 
attention  to  a  new  feature  of  state 
interest  appearing  on  the  feature 
pages.  In  the  news  broadcasts, 
given  three  times  daily,  are  scat- 
tered 100  -word  announcements 
sometimes  tying  in  cooperative 
promotion  activities  of  the  papers 
and  local  theaters. 

KSO  for  several  weeks  carried 
interviews  with  passersby  from  in 
front  of  the  Register  and  Tribune 


building.  Crowds  about  the  mike 
attracted  the  attention  of  a  restau- 
rant proprietor  across  the  street. 
Within  a  day  or  so  the  whole  set- 
up had  been  moved  into  his  place 
of  business  on  a  commercial  con- 
tract. 

A  KSO'  mike  recently  brought  to 
Des  Moines  lively  debates  on  the 
floor  of  the  state  legislature  senate. 

Throughout  all  these  activities, 
whether  it  be  the  broadcasting  of 
news  from  the  studio  or  of  the 
state  senate  in  action,  the  policy 
always  is  to  "tease"  the  listener 
with  a  lead  or  enough  of  the  de- 
tails of  the  story  to  arouse  his  in- 
terest in  the  full  details  to  appear 
in  the  next  edition  of  one  of  the 
two  papers. 


Trade  Show  Plans 

RADIO  and  Music  Trades  Associ- 
ation of  Southern  California  has 
announced  a  radio  and  electrical 
show  in  the  Shrine  Civic  Audi- 
torium, Los  Angeles,  May  14  to  17. 
Although  complete  organization 
plans  were  not  released  for  pub- 
lication, it  is  understood  Los  An- 
geles broadcasters  will  unite  in  ad- 
vertising the  show  and  stage  per- 
sonal appearances  of  radio  talent. 
Under  the  original  plan,  as  out- 
lined to  the  broadcasters  meeting 
in  April,  the  radio  stations  will 
receive  50  per  cent  of  the  profits 
from  the  show  for  their  efforts  to 
put  over  the  event. 


MIAMI 


Presents:  A  Year  Round  Market  to  the  National  Radio  Adver- 
tiser who  seeks  not  only  to  reach  one  of  the  most  valuable  winter 
audiences,  but  a  summer  population  of  equal  importance.  Miami 
was  in  the  National  Spotlight  this  winter  and  it  will  continue  as 
the  forerunner  of  better  times  thruout  the  year. 


1000  Watts 
1300  Kilocycles 
Full  Time 


WIOD 

IsOonderful  Isle  of  'Dreams 


Schedule 
17  Hours  Daily 
Year  Round 


is  synonymous  with  Miami,  the  Magic  City,  and  is  the  index  to  the 
buying  power  of  this  famous  community.  Valuable  time  is  open  and 
rates  are  right.  Western  Electric  33  1/3  turntable  equipment  for 
vertical  and  lateral  transcriptions.RATES  AND  DATA  ON  REQUEST  FROM 

THE  ISLE  OF  DREAMS  BROADCASTING  CORPORATION 

Southernmost  Associated  Station  National  Broadcasting  Co. 


...throws**"* 


.  .Coordinated  Communieations 

that  COVER  THE  WORLD 

#  Across  the  town  or  across  the  state . . .  across  the  country  or 
across  the  seven  seas ...  it  makes  no  difference  when  you  use 
Postal  Telegraph.  For  Postal  Telegraph  is  part  of  the  great 
International  System,  which  provides  fast,  accurate,  depend- 
able message  communication  to  the  entire  world  through  the 
perfect  coordination  of  telegraph,  cable  and  radio  facilities. 

Postal  Telegraph  reaches  80,000  places  in  the  United 
States  and  Canada.*  Working  in  conjunction  with  the  other 
members  of  the  International  family,  it  reaches  Europe,  Asia 
and  The  Orient  through  Commercial  Cables ;  Central  Amer- 
ica, South  America  and  the  West  Indies  through  All  America 
Cables ;  and  ships  at  sea  via  Mackay  Radio. 

Use  Postal  Telegraph.  As  a  member  of  the  International 
System,  it  is  the  only  American  telegraph  company  that 
offers  a  world-wide  service  of  coordinated  record  communi- 
cations under  a  single  management. 

*/»  Canada,  through  the  Canadian  Pacific  Railway  Telegraphs. 


THE    IXTERXATIOIVAL  SYSTEM 

Tostal  Tchgrapb 

Commercial     B^^^  Cbnenea 
Cables        ^^^^  Cables 

niackay  Hadio 
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The  Other  Fellow's  Viewpoint . . . 


Patent  Threat 

To  the  Editor  of  Broadcasting: 

We  wish  to  call  your  attention 
to  a  letter  received  by  this  station 
from  Wired  Radio,  Incorporated, 
60  Broadway,  New  York  City,  to 
which  was  attached  a  very  large 
list  of  patents  which  that  com- 
pany claims  to  own,  some  of  which 
they  accuse  us  of  infringing.  They 
offer  to  license  this  station  to  use 
this  list  of  patents  for  a  fee  of 
$25  per  month. 

WIS  owns  and  operates  a  West- 
ern Electric  304-A  transmitter  and 
is  protected  by  the  manufacturers 
against  any  claims  of  patent  in- 


PROFESSIONAL 
DIRECTORY 


JANSKY  and  BAILEY 

Consulting  Radio  Engineers 
Commercial  Coverage  Surveys 
Allocation  Engineering 
Station  and  Studio  Installations 

Engineering  Management 
National  Press  Bldg.  Wash.,  D.  C. 


T.  A.  M.  CRAVEN 

Consulting  Radio  Engineer 

Allocation  Engineering 
Commercial  Coverage  Surveys 

Antenna  Installations 
Complete  Engineering  Surveys 

National  Press  Building, 
Washington,  D.  C. 


GLENN  D.  GILLETT 

Qonsulting  Hadio  Sngineer 
Synchtonizalion  Equipment  Desisn.  Field 

Strength  and  Station  Location  Surveys 
Antenna  Design       Wire  Line  Problems 

National  Press  Bldg.    Washington,  D.  C. 
N.  Y.  Office:  Englewood,  N.  J. 


RADIO  RESEARCH  CO.,  Inc. 

Broadcast  Station  Engineering 
Instrument  Design  and 
Manufacture 

9th  and  Kearny  Sts.,  N.  E. 
Washington,  D.  C. 


fringement  which  may  arise  as  the 
result  of  operation  in  the  manner 
for  which  the  equipment  was  in- 
tended. 

The  broadcasting  industry  has 
suffered  from  so  many  patent  and 
copyright  claims  that  we  fear  that 
some  ill  advised  station  owners 
may  rush  into  an  agreement 
through  fear  of  infringement  pen- 
alty where  no  infringement  exists. 

Although  the  above  firm  claims 
to  have  investigated  our  operation 
of  WIS  we  seriously  doubt  their 
statement  inasmuch  as  it  would 
have  appeared  advisable  for  them 
to  have  raised  their  claim  of  pat- 
ent infringement  with  the  manufac- 
turers of  our  transmitting  equip- 
ment had  they  been  aware  of  the 
equipment  in  operation. 

^  ^  ^ 

Under  date  of  April  14th  I  ad- 
vised Wired  Radio,  Incorporated, 
that  they  would  have  to  be  very 
specific  in  pointing  out  alleged  in- 
fringements. Today  I  have  re- 
ceived a  letter  from  Mr.  C.  W. 
Hough,  president  of  Wired  Radio, 
Incorporated,  in  which  they  state 
they  are  basing  their  opinion  on 
our  published  statement  that  our 
station  uses  "automatic  crystal 
control",  which  their  patent  coun- 
sel advised  involves  the  use  of  pat- 
ents owned  by  Wired  Radio,  In- 
corporated. They  also  point  out 
that  because  we  operate  on  the 
National  Broadcasting  Company 
network  that  they  wish  to  call  our 
attention  to  "U.  S.  A.  Patent  Gau- 
thier  1552919,  Claim  1/5  and  24"; 
thus,  insinuating  that  they  control 
patents  which  would  prevent  our 
providing  NBC  programs  in  the 
standard  manner  now  used  by  A. 
T.  &  T.,  unless  we  subscribed  to 
their  patent  license. 

G.  Richard  Shafto, 
General  Manager,  WIS, 
April  14,  1933.        Columbia,  S.  C. 


"Agin  Clapter" 

To  the  Editor  of  Broadcasting: 

May  I  offer  a  still,  small  voice 
of  protest  against  the  "audience" 
stuff  now  being  foisted  on  innocent 
listeners  who  are  trying  to  enjoy 
the  latest  programs  of  the  theatri- 
cal show  type  ?  Somewhere  re- 
cently, I  read  a  similar  feeble,  pro- 
test against  the  annoyance  of  the 
interference  by  claques  with  other- 
wise very  excellent  programs.  It 

WFBG 

ALTOONA,  PA. 

1310  kilocycles 
1 00  watts 

ADVERTISERS  CHOICE 
for  thorough  coverage  of 
Central  Pennsylvania. 

Equipped  with  33  1/3  and 
78  r.p.m.  transcription 
turntables. 

"Voice  of  the  Alleghenies" 



Train  Station 

WHAT  is  said  to  be  the  only 
broadcasting  station  r  e  g  u- 
larly  operated  on  a  railway 
coach  is  the  Class  B  station 
now  in  service  on  the  Vic- 
t  o  r  i  a  n  State  Railways  in 
Australia.  A  coach  has  been 
rigged  up  for  studio  and  con- 
trol equipment,  and  the  an- 
tenna is  strung  along  the 
train.  Its  radius  is  50  miles, 
and  the  purpose  is  to  furnish 
service  to  outlying  sections 
which  have  no  broadcasting 
stations  and  no  regular  pro- 
gram service. 


seems  to  me  altogether  unneces- 
sary to  broadcast  the  audience 
noises  with  comedy  and  other  spe- 
cies of  variety  programs.  If  the 
program  really  has  innate  merit, 
humor  and  listener  appeal,  it  is 
quite  unessential  to  mess  up  the 
broadcast  with  extraneous  applause 
noises.  When  the  artists  pull  a 
good  one,  let  the  listener  enjoy  the 
performance  undisturbed  by  the 
overwhelming  background  noise  of 
guffaws  and  "clapter".  Infection 
of  mass  humor  and  applause  is  not 
so  happily  transferred  through  the 
ether. 

When  television  comes,  we'll  en- 
joy hugely  the  applause  of  the 
audience  because  we  shall  be  able 
to  see  the  physical  reactions  and 
readily  imagine  ourselves  as  com- 
ponent parts  of  the  crowd.  Radio 
program  producers,  it  seems  to  me, 
are  using  poor  psychology  when 
they  attempt  to  force  a  listener's 
auditory  reactions  into  some  sem- 
blance of  visual  verisimilitude 
while  the  listener  is  depending 
wholly  for  his  pleasurable  reaction 
upon  auditory  sensations  of  the 
performance  proper. 

The  audience  business  is  being 
badly  overdone  and  I  pray  for  a 
relief  therefrom.  If  a  joke,  or  a 
musical  number  really  is  good,  I 
do  not  need  an  unseen  audience 
with  its  applause  to  stimulate  my 
risibilities  or  mv  appreciation  of  a 
good  musical  performance. 

Although  I  appreciate,  fully,  the 
fact  that  this  protest  shall  not  be 
of  any  avail,  nevertheless  I  feel 
it  is  my  duty  to  protest. 

Nelson  T.  Stephens, 
Shepperson,  Birnie  &  Stephens, 
Advertising,  Richmond,  Va. 
April  25,  1933. 


El  Paso  Bar  Condemns 
Court  Trial  Broadcast 

FOLLOWING  the  recent  broadcast 
of  a  murder  trial  by  KTSM,  El 
Paso,  the  El  Paso  Bar  Association 
adopted  a  resolution  denouncing 
the  broadcasting  of  court  trials. 
Judge  W.  D.  Howe  permitted  in- 
stallation of  the  KTSM  micro- 
phone when  neither  the  state  nor 
defense  counsel  raised  an  objection. 

The  American  Bar  Association 
some  time  ago  took  a  stand  against 
the  broadcasting  of  court  hearings. 
Soviet  Russia  makes  a  practice,  as 
in  the  recent  sabotage  trial  of  the 
Britons,  of  transmitting  every  de- 
tail of  important  trials  to  the  en- 
tire country.  In  this  country  per- 
mission to  install  microphones  is 
still  granted  in  some  states  and 
localities  despite  the  American  Bar 
resolution. 


Useful  Tip 

To  the  Editor  of  Broadcasting: 

I  thought  you  would  be  inter- 
ested to  know  that  as  a  result  of 
a  small  item  which  appeared  in 
one  of  the  issues  of  Broadcasting 
Magazine,  we  have  been  able  to 
make  a  sale. 

In  your  issue  of  January  15, 
there  was  a  story  about  a  Church 
Choir  Contest,  broadcast  over 
KMOX,  St.  Louis.  We  took  this 
item  to  the  Griffith-Consumers 
Company,  coal  merchants  of  Wash- 
ington. Today  we  have  Griffith- 
Consumers  Company  under  con- 
tract, which  started  April  24. 
They  are  broadcasting  one-half 
hour  weekly  on  Mondays,  from 
8:30  to  9  p.m. 

This  is  just  more  proof  tha^ 
your  magazine  is  very  valuable  to 
those  engaged  in  the  sale  of  broad- 
casting time. 

Vincent  F.  Callahan, 

Assistant  to  the  Vice  President, 

NBC  Station  WRC, 

Washington,  D.  C. 
April  27,  1933. 


California  Radio  Bill 
Fought  by  Broadcasters 

CALIFORNIA  broadcasters  are  up 
in  armis  against  a  state  senate  bill 
which  would  delegate  powerful 
authority  over  broadcasting  to  a 
state  radio  bureau.  The  bill  was 
introduced  by  Senator  Duval,  of 
Ventura  county  (where  the  Ven- 
tura Free  Press  wages  its  fight 
on  radio)  but  it  was  tabled  after 
strong  protests.  It  would  have  set 
up  a  $4,500  a  year  state  radio  dic- 
tator and  staff  with  power  to  cen- 
sor radio  programs  and  advertis- 
ing. The  dictator  would  even  be 
empowered  to  cancel  a  license 
granted  by  the  Federal  Radio  Com- 
mission. California  stations  would 
be  taxed  at  the  rate  of  40  cents 
a  year  per  watt.  The  Pacific  Ra- 
dio Trades  Association  in  San 
Francisco  presented  a  resolution 
protesting  against  the  bill  to  the 
senate  committee  on  governmental 
efficiency,  charging  that  the  mea- 
sure is  discriminatory  and  preju- 
diced, a  duplication  of  federal 
authority  and  unconstitutional. 

Broadcasters  signing  the  resolu- 
tion were:  Harrison  Holliway, 
KFRC;  Ralph  Brunton,  KJBS; 
Don  E.  Oilman,  NBC;  P.  D.  Allen, 
KLX;  W.  A.  Miller,  KROW;  Bob 
Roberts,  KTAB;  John  Geisen, 
KFWI;  R.  J.  Craig,  KGGC;  Fred 
J.  Hart,  KQW;  Staff  Warner, 
KLS.  In  addition,  G.  W.  King,  of 
KFWB,  Leo  Tyson,  KHJ,  and  Guy 
Earl,  KNX,  went  to  Sacramento  to 
oppose  the  bill. 


Sales  Tax  on  Time 

A  TWO  PER  CENT  sales  tax  on 
gross  receipts  of  broadcasting  sta- 
tions is  levied  under  the  Oklsthoma 
sales  tax  law,  signed  by  the  Gov- 
ernor April  18.  The  law  specifies 
that  the  tax  shall  be  levied  "upon 
all  sales  of  service  in  radiocasting, 
whether  in  the  transmission  of 
messages  or  otherwise,  or  in  the 
leasing,  hiring  or  renting  of  radio- 
casting equipment  or  facilities." 
The  law  also  places  a  similar  tax 
on  electricity,  except  that  it  shall 
be  1  per  cent  in  cases  where  cur- 
rent is  sold  for  industrial  purposes. 
Newspapers  are  not  mentioned  in 
the  legislation,  and  therefore  are 
presumed  to  be  exempted. 


FOR  SALE 
STATION  COMPANY 
STOCK 

100%  interest  in  private  cor- 
poration owning  a  modern, 
well  established  500-1000  watt 
broadcasting  plant,  unlimited 
time,  chain  connection  located 
in  center  of  one  of  richest 
trade  territories  in  nation. 
Splendid  opportunity  for 
wholesale  commercial  develop- 
ment by  experienced  interests. 

Price  $35,000  Cash  or  will 
finance  at  $40,000  to  suit  re- 
sponsible parties. 

Address : 

Box  88,  BROADCASTING 
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KMOX 


if 


if 


if 


if 


CAN  HELP  you  SELL  THE  MIDDLE  WEST 
MARKET  and  METROPOLITAN  ST.  LOUIS 

you  are  planning  a  series  of  spot  broadcasts  with  tran- 
scriptions or  local  talent, 

KMOX  WILL  PROVE  PROFITABLE  ON  A 
COST-PER-LISTENER  BASIS 

you  are  planning  a  test  broadcast  before  considering  a 
network  program  St.  Louis  is  the  logical  test  market  and 

KMOX  IS  THE  IDEAL  LOW-COST  TEST 
STATION 

you  are  using  a  network  other  than  the  Columbia  Broad- 
casting System,  you  are  not  adequately  covering  St.  Louis 

ADD  KMOX  TO  YOUR  LIST  WITH  SPOT 
BROADCASTS 

you  plan  to  offer  a  product  or  service  locally  to  the  St. 
Louis  Market 

KMOX  IS  yOUR  BEST  BET!  CONCENTRATE 
UPON  ITS  VAST  COVERAGE! 


Write  for  the  New  1933  KMOX  Coverage  Survey- 
Prepared  for  Agencies  and  Advertisers. 


KMOX- 


The  Voice  of 

ST.  LOUIS,  I.e. 


MART  BUILDING  -  ST.  LOUIS,  MISSOURI 
National  Representatives  RADIO  SALES,  Inc.  -  New  York  &  Chlcaso 


50,000  WATTS  -  275.1  METERS  -  1090  KILOCYCLES 
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Type  UZ— 4210 
Transcription 
Equipment  a  t 
WCAU.  Photo 
by  William 

M.  RiTTASE. 


Turntables 

hy  RCA  Victor 


Announced  Jan«  15 
One  Hundred  in  use 
March  15 


$100 . .  no  need  to  pay  more  ♦  ♦  DANGEROUS  to  pay  LESS !' 


Two  months  ago  the  RCA  Victor  Company  an- 
nounced a  reproducing  equipment  designed  par- 
ticularly for  broadcasting  of  transcriptions.  That 
the  world's  leading  recording  and  reproducing 
laboratories  should  produce  the  finest  equipment 
of  this  kind  yet  developed  was  not  unexpected. 


But  the  remarkably  reasonable  price — that  was 
news.  Naturally  some  broadcasters  had  to  be  con- 
vinced. Many  of  them  ordered  a  single  unit 
to  try.  Not  one  came  back — and  most  of  them 
ordered  one  or  more  additional  units.  Now — 
over  one  hundred  are  in  daily  use,  attesting  their 
quality  and  reliability. 


TRANSMITTER  SECTION 


RCA  Victor  Co.,  Inc. 

(A  Radio  Corporation  of  America  Subsidiary) 

CAMDEN,  N.  J. 

"RADIO     H  E  A  D  Q  U  A  R  T  E  R  S»' 


New  York:  153  E.  24th  Street 
Chicago:  111  N.  Canal  Street 


San  Francisco:  235  Montgomery  St. 
Dallas:  Santa  Fe  Building 


i 


MAY  15 1933 
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combined  with 


SeSSttly  •    Vol.  4     No.  10 


Canada  and  Foreign 
$4.00  the  Year 


WASHINGTON,  D.  C. 
MAY  15,  1933 


$3.00  the  Year 
15c  the  Copy 


"It  takes  an  unusual  brand  oF 
wisdom  to  advertise  when  you 
can't  meet  demand — but  it's  the 
kind  of  wisdom  that  pays  divi- 
dends when  demand  begins  to 
peter  out  or  gets  spread  around 
over  a  lot  of  competing  manu- 
facturers. 

"I  sincerely  believe  that  it  is 
more  important  for  brewers  to 
advertise  today  than  it  ever  wil 
be  again. 

"A  nation  is  adopting  a  new 
habit.  If  I  were  a  brewer  I'd 
want  to  be  mighty  sure  that  the 
habit  was  pretty  well  established 
when,  as  and  if  enough  States 
set  their  seal  of  approval  on  the 
repeal  of  the  1 8th  Amendment. 

"In  order  to  establish  a  habit 
you've  got  to  keep  everlastingly 
at  it.  Sporadic  shots  never 
knocked  down  a  wall  of  sales 
resistance. 

— excerpt  from  "A  Letter  to 
a  Brewer"  appearing  in  May 
4th  Printer's  Ink.  We'll  be 
glad  to  send  you  a  reprint 
oF  this  interesting  article  on 
request. 


ADVERTISING'S  big  question  is  answered  I 

Kings  Brewery  takes  the  honors  as  the  first  of  the  big  brewing  com- 
panies in  the  New  York  Metropolitan  Area  to  go  on  the  Air. 

And  honors  for  being  the  first  radio  station  selected  to  carry  the 
advertising  of  a  New  York  brewery  go  to  WOR. 

If  you  are  in  the  WOR  service  area,  we  invite  you  to  listen  in 
to  this  gala  all-star  program  of  music  and  merriment  which  the  brewers 
of  Ki  ngs  Beer  are  broadcasting  over  this  station  every  Monday  and 
Friday  night  from  9:00  to  9:30. 

Kings  Brewery,  like  most  of  New  York's  big  breweries,  need 
not  advertise  to  get  business  TODAY.  But  Kings  Brewery  is  looking 
ahead  to  TOMORROW  when  sales  may  not  come  so  easily.  They 
are  making  hay  while  the  sun  shines"  —  making  a  host  of  friends 
for  Kings  Beer — establishing  a  brand  preference  that  will  sustain  con- 
sumer demand  when  real  competition  sets  in. 

MORAL:  Whether  you  are  in  the  beer  business  or  any  other  busi- 
ness in  which  radio  can  do  a  selling  job  for  you — don't  wait  for  com- 
petition to  get  a  foot-hold  before  you  put  the  powerful  force  of 
radio  advertising  back  of  your  product. 


WOR 


America's /j^dinq  Ind^ndent  Station  Serving 
OreaterHewJersetf  and  llewlfark  ntetrcpolitanMrea 


BAMBERGER  BROADCASTING  SERVICE,  INC.,  NEWARK,  NEW  JERSEY 

New  York  Business  OFFlce :  1440  Broadway 
Chicago  OFFice :  William  G.  Rambeau,  360  N.  Michigan  Avenue 


Another  Reason  for  the  Advertising  Effectiveness  of  these  Radio  Stations, 

I 
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LOCAL  INFLUENCE... 


Linked  closely  with  civic  and  social  organizations  and 
institutions,  every  one  of  these  radio  stations  exerts  an 
important  influence  on  the  lives  and  affairs  of  all  the  indi- 
viduals in  its  area.  And,  by  the  same  token,  every  indi- 
vidual is  interested  in  each  station  because  it  is  a  local 
institution,  contributing  materially  to  the  v/ell  being  and 
prosperity  of  its  community. 

This  local  service  and  prestige,  added  to  v/ell-balanced 
program  features  backed  by  NBC,  make  your  sales  mes- 
sages more  effective.  Creating  interest  and  inducing  action 
—  two  primary  functions  of  advertising  —  are  best  accom- 
plished through  the  use  of  these  radio  stations. 


NBG  LOCAL  SERVICE  BUREAU 


NEW  YORK 

WEAF    &  WJZ 


CHICAGO 

WMAQ&WENR 


SAN  FRANCISCO 

KPO.       KGO      &  KYA 


BOSTON  -  WBZ  SPRIHeFIELD.  MASS  •  WBZA  SCHENECTADY  .  WGY  WASHINGTON.  D.  C.  •  WRC  i  WMAL 
PinSBURGH  -  KDKA      CLEVELAHD  -  WTAM      DENVER  •  KOA      PORTLAND.  ORE  •  KEX      SPOKANE  •  KGA 
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DEPRESSION  NOTES . . 


A  Station  Is  Known  By  The  Accounts  It  Keeps! 

In  the  six  months  period  between  Sept.  1,  1932,  and  March  1,  1933,  80%  of 
W-G-N*s  clients  have  either  renewed  or  extended  their  contracts  for  broadcasts 
over  The  Chicago  Tribune  Station.  This  is  the  highest  published  renewal  figure 
that  has  been  called  to  our  attention.  Seasonal  advertisers,  of  course,  did  not 
renew  during  this  period. 

A  Station  Is  Known  By  The  Programs 
It  Nurtures  To  Chain  Proportions! 

Since  the  first  of  the  year  thirty  broadcasts  each  week  have  been  produced 
by  W-G-N  for  both  the  CBS  and  NBC  networks.  W-G-N  is  not  sold  by 
either  chain  as  an  originating  station — we  produce  only  resident  programs 
when  demanded  by  the  advertiser.  Local  success  has  prompted  our  clients  to 
increase  appropriations  to  expand  to  network  broadcasts! 

A  Station  Is  Known  By  The  Company  It  Keeps! 

Despite  the  tendency  of  some  advertising  media  to  wink  at  standards  and  pol- 
icies during  times  of  business  stress,  W-G-N  has  faithfully  kept  the  banner 
high.  You  need  never  be  ashamecl  of  your  neighbors  on  W-G-N!  Thousands 
of  dollars  rn  revenue  have  been  refused  by  W-G-N — from  accounts  and  prod- 
ucts that  are  not  W-G-N  caliber.  Also,  W-G-N  has  never  accepted  a  penny 
for  political  talks — even  in  a  presidential  and  a  depression  year.  It  hurts  the 
pocketbook — but  it  pays  in  the  end,  in  our  standing  with  the  audien^  and 
with  the  chain  and  local  advertisers  who  insist  on  W-G-N. 

AN  INDEPENDENTLY  OWNED  STATION  AFFILIATED  WITH  C-B-S 


NATIONAL  PRESTIGE  ....  SUPERIOR  PROGRAMS  ....  25,000  WAHS  POWER  ....  CLEAR  CHANNEL  ....  INTENSIVE  ZONE  7  COVERAGE 
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Readjustments  Loom  as  WIBO  Loses  Fight 


By   SOL  TAISHOFF 

Supreme  Court  Confers  Absolute  Power  on  Commission 
In  Radio  Assignments;  Shakeup  Awaits  Wave  Parley 


What  the  Decision  Means 

1.  That  the  Radio  Commission  can  exercise  a  free  hand  in 
reducing  facilities  in  over-quota  states  and  in  assigning  them  to 
under-quota  areas  within  certain  broad  limitations. 

2.  That  stations  possess  no  property  rights  in  their  channels 
and  exist  only  by  sufferance  of  Congress  from  license-renewal  to 
license-renewal  under  powers  delegated  to  the  Commission. 

3..  That  there  need  not  be  an  exact  mathematical  distribution 
of  broadcasting  facilities  among  the  states,  although  all  people 
are  entitled  to  equality  of  transmission  and  reception. 

4.  That  the  Court  of  Appeals  of  the  District  of  Columbia  does 
not  sit  as  a  "super  Radio  Commission",  but  is  a  judicial  body  and 
can  only  review  decisions  of  the  Commission  on  question  of  law. 

5.  That  the  Supreme  Court  does  have  the  jurisdiction  to  re- 
view, on  writs  of  certiorari,  appeals  from  decisions  of  the  Court 
of  Appeals  of  the  District  of  Columbia  reversing  the  Commission, 
which  indicates  that  other  cases  involving  novel  questions  and 
different  issues  may  be  carried  to  the  highest  tribunal. 

6.  That  Congress  is  supreme  in  its  power  to  regulate  inter- 
state commerce  as  it  relates  to  radio  and  can  delegate  such  powers 
to  the  licensing  authority  it  has  created. 

7.  That  the  Commission's  quota  system  is  valid  as  an  act  of 
administrative  judgment  in  compliance  with  the  law. 

8.  That  the  Commission  is  in  no  wise  bound  to  adopt  the  rec- 
ommendations of  its  examiners,  but  rather  is  required  to  reach 
its  own  conclusions  upon  the  evidence. 

9.  That  there  undoubtedly  will  be  a  flood  of  applications  filed 
with  the  Commission  from  stations  or  applicants  in  under-quota 
states  for  facilities  in  over-quota  states,  which  the  Commission 
must  consider  on  the  basis  of  the  broad  powers  vested  in  it 
under  the  decision. 


LARGE  SCALE  readjustments  of 
present  broadcasting  allocations, 
possibly  comparable  to  the  big 
shift  of  1928,  are  in  prospect  dur- 
'  ing  the  next  year.  A  momentous 
decision  by  the  U.  S.  Supreme 
Court  May  8,  conferring  upon  the 
Radio  Commission  absolute  powers 
in  distributing  radio  facilities, 
coupled  with  whatever  results  ac- 
crue from  the  forthcoming  North 
American  conference  for  a  new  di- 
vision of  wave  lengths  among  the 
nations  of  North  America,  may 
force  the  realignment  in  the  near 
future. 

Unexpected  and  unprecedented 
power  of  the  Commission  to  change 
station  assignments  at  will,  un- 
less bald  capriciousness  is  resorted 
to  was  recognized  by  the  Supreme 
Court  in  a  decision  reversing  the 
Court  of  Appeals  of  the  District 
of  Columbia  in  the  WIBO  case. 
Leaving  no  doubt  as  to  the  mag- 
nitude of  the  Commission's  power, 
the  opinion,  delivered  by  Chief  Jus- 
tice Hughes  and  concurred  in  by 
the  entire  court,  upheld  the  va- 
lidity of  the  Davis  amendment  and 
the  Commission's  quota  regulations 
and  denied  with  finality  station 
claims  of  property  rights  in  their 
facilities. 

WJKS  Gets  Channel 

A  STATION  exists  only  from  li- 
cense renewal  to  license  renewal, 
the  court  held,  giving  the  Com- 
mission a  free  hand  to  delete  sta- 
tions in  the  30  over-quota  states  to 
make  way  for  adequate  radio  ser- 
vice in  the  remaining  under-quota 
^lareas.  The  immediate  effect  of  the 
~  decision  is  to  sustain  the  Commis- 
sion's order  deleting  WIBO  and 
-  WPCC,  Chicago,  located  in  a  great- 
ly over-quota  state,  and  assigning 
of  the  560  kc.  regional  channel  to 
WJKS,  Gary,  Ind.,  in  an  under- 
quota  state,  even  though  Gary  is 
but  30  miles  from  Chicago  and 
gets  service  from  Chicago  stations. 

Millions  of  dollars  invested  in 
stations  in  over-quota  states  are 
placed  in  jeopardy  by  the  ruling. 
The  only  recourse  to  prevent  what 
amounts  virtually  to  compulsory 
transition  of  facilities  from  over- 
quota  to  under-quota  states  is  an 
amendment  of  the  radio  law  by 
Congress.  Greatly  over-quota 
states  like  Illinois,  Texas,  Wash- 


ington, Minnesota,  Florida,  Tennes- 
see, New  York  and  Virginia  stand 
to  lose  most. 

The  Court  of  Appeals,  by  ma- 
jority opinion,  had  reversed  the 
Commission's  deletion  of  the  Chi- 
cago stations  on  the  ground  that 
the  Davis  amendment  did  not  re- 
quire a  mathematical  equality  in 
the  distribution  of  facilities  ac- 
cording to  population.  It  held  the 
Commission's  decision  was  "arbi- 
trary and  capricious".  The  Su- 
preme Court,  however,  held  that 
the  Commission  was  justified  in  its 
decision  on  the  "weight  of  the  evi- 
dence" in  the  case.  It  said  the 
Court  of  Appeals,  as  a  judicial 
body,  could  not  reverse  the  Com- 
mission under  such  circumstances. 

Commission  Awaits  Parley 

WHILE  some  120  cases  pending 
before  the  Commission  are  said  to 
involve   issues   relating   to  quota 


similar  to  those  contained  in  the 
WIBO  case,  it  is  understood  that 
the  Commission  plans  to  delay  final 
action  on  them  until  after  the 
North  Amercian  Conference,  the 
date  for  which  has  not  yet  been 
set.  It  is  taken  for  granted  that 
the  broadcast  band  will  be  enlarged 
at  those  deliberations,  and  the 
United  States  may  be  forced  to 
relinquish  certain  of  its  present 
waves,  probably  in  exchange  for 
new  bands  expected  to  be  made 
available  for  broadcasting. 

The  Commission  now  is  of  the 
opinion,  according  to  authoritative 
information,  that  it  would  be  ad- 
visable to  hold  off  any  move  to 
equalize  distribution  of  present  fa- 
cilities until  such  time  as  it  can 
make  a  complete  revision,  consis- 
tent with  whatever  allotments  of 
channels  for  each  nation  are  agreed 
upon  at  the  international  confer- 
ence. A  horizontal  increase  in 
power  for  all  classes  of  stations, 


now  being  sponsored  within  the  in- 
dustry, might  also  be  worked  out 
in  such  a  general  realignment  to 
afford  improved  public  service. 

Power  From  Congress 

THE  SUPREME  Court  first  re- 
jected the  contention  made  by  Rep. 
James  M.  Beck,  (R.)  of  Pennsyl- 
vania, former  Solicitor  General 
who  appeared  as  counsel  for  the 
Chicago  stations,  that  it  had  no 
jurisdiction  in  the  case.  It  also 
upheld  the  validity  of  the  Davis 
amendment  and  the  right  of  Con- 
gress to  empower  the  Commission 
to  allocate  and  regulate  within  pre- 
scribed limitations.  It  ruled  also 
that  the  Chicago  stations  were 
given  adequate  hearing,  even 
though  no  oral  arguments  were 
permitted. 

In  its  opinion,  the  Supreme  Court 
followed  closely  the  general  con- 
clusions reached  by  Associate  Jus- 
tice Groner  and  concurred  in  by 
Associate  Justice  Hitz,  who  dis- 
sented from  the  opinion  of  the  ma- 
jority in  the  lower  court. 

Of  great  significance  was  the  de- 
termination by  the  higher  court 
that,  under  the  radio  law  as  now 
written,  it  does  have  jurisdiction 
to  review  decisions  of  the  Court  of 
Appeals  in  radio  cases.  The  lower 
court,  it  held,  is  limited  in  its  re- 
view of  Commission  decisions  to 
questions  of  law.  Legal  observers 
interpreted  the  ruling  to  mean  that 
the  nation's  highest  tribunal,  in 
the  future,  will  accept  appeals 
from  the  lower  court  on  radio  cases 
whenever  the  circumstances  war- 
rant. On  this  point,  the  court  said: 

On  Shifting  Facilities 

"THE  PROVISION  that,  in  case 
the  court  reverses  the  decision  of 
the  Commission,  'it  shall  remand 
the  case  to  the  Commission  to 
carry  out  the  judgment  of  the 
court'  means  no  more  than  that  the 
Commission  in  its  further  action 
is  to  respect  and  follow  the  court's 
determination  of  the  questions  of 
law.  The  procedure  thus  contem- 
plates a  judicial  judgment  by  the 
Court  of  Appeals  and  this  court 
has  jurisdiction,  on  certiorari,  to 
review  that  judgment  in  order  to 
determine  whether  or  not  it  is  er- 
roneous." 

As  to  the  Commission's  right  to 
shift  facilities  from  an  over-quota 
zone  or  state  to  an  under-quota 
area,  the  court  said: 

"No  question  is  presented  as  to 
the  power  of  the  Congress,  in  its 
regulation  of  interstate  commerce, 
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TABULATING  ODDS  ON  RADIO! 

CBS  Compiles  Case  Records  to  Show  Heavy  Returns 
 As  Compared  With  Other  Media  


to  regulate  radio  communications. 
No  state  lines  divide  the  radio 
waves,  and  national  regulation  is 
not  only  appropriate  but  essential 
to  the  efficient  use  of  radio  facili- 
ties. In  view  of  the  limited  num- 
ber of  available  broadcasting  fre- 
quencies, the  Congress  has  author- 
ized allocation  and  licenses.  The 
Commission  has  been  set  up  as  the 
licensing  authority  and  invested 
with  broad  powers  of  distribution 
in  order  to  secure  a  reasonable 
equality  of  opportunity  in  radio 
transmission  and  reception." 

Re  Property  Rights 

COVERING  the  question  of  prop- 
erty rights,  the  court  brought  out 
that  the  radio  law  authorized  the 
Commission  to  effect  the  desired 
adjustment  of  facilities  "by  grant- 
ing or  refusing  licenses  or  renew- 
als of  licenses,  by  changing  periods 
of  time  for  operation,  and  by  in- 
creasing or  decreasing  station 
power".    It  continued: 

"This  broad  authority  plainly  ex- 
tended to  the  deletion  of  existing 
stations  if  that  course  was  found 
to  be  necessary  to  produce  an  equi- 
table result.  The  context,  as  al- 
ready observed,  shows  clearly  that 
the  Congress  did  not  authorize  the 
Commission  to  act  arbitrarily  or 
capriciously  in  making  a  redistri- 
bution, but  only  in  a  reasonable 
manner  to  attain  a  legitimate  end. 
That  the  Congress  had  the  power 
to  give  this  authority  to  delete  sta- 
tions, in  view  of  the  limited  radio 
facilities  available  and  the  confu- 
sion that  would  result  from  inter- 
ferences, is  not  open  to  question. 
Those  who  operated  broadcasting 
stations  had  no  right  superior  to 
the  exercise  of  this  power  of  regu- 
lation. They  necessarily  made  their 
investments  and  their  contracts  in 
the  light  of,  and  subject  to,  this 
paramount  authority.  This  court 
has  had  frequent  occasion  to  ob- 
serve that  the  power  of  Congress 
in  the  regulation  of  interstate  com- 
merce is  not  fettered  by  the  neces- 
sity of  maintaining  existing  ar- 
rangements which  would  conflict 
with  the  execution  of  its  policy  as 
such  a  restriction  would  place  the 
regulation  in  the  hands  of  private 
individuals  and  withdraw  from  the 
control  of  Congress  so  much  of  the 
field  as  they  might  choose  by  pro- 
phetic discernment  to  bring  within 
the  range  of  their  enterprises." 

In  Public  Interest 

CONGRESS,  the  court  continued, 
did  not  seek  an  "exact  mathemati- 
cal division"  of  facilities  and  rec- 
ognized that  this  might  be  physi- 
cally impossible.  "The  concern  of 
the  Congress  was  with  the  inter- 
ests of  the  people, — that  they 
might  have  a  reasonable  equality 
of  opportunity  in  radio  transmis- 
sion and  reception,  and  this  in- 
volved an  equitable  distribution 
not  only  as  between  zones  but  as 
between  states  as  well.  And  to 
construe  the  authority  conferred, 
in  relation  to  the  deletion  of  sta- 
tions, as  being  applicable  only  to 
an  apportionment  between  zones 
and  not  between  states,  would  de- 
feat the  manifest  purpose  of  the 
act. 

"We  conclude  that  the  Commis- 
sion, in  making  allocations  of  fre- 
quencies to  states  within  a  zone, 
has  the  power  to  license  operation 
by  a  station  in  an  under-quota 
{Continued  on  page  27) 


"ODDS  ON  RADIO"  titles  another 
of  those  persuasive  brochures  pub- 
lished by  CBS  to  prove,  by  actual 
case  histories,  how  radio  has  paid 
advertisers.  Arranged  in  novel 
form,  the  case  records  are  replete 
with  tales  of  successful  use  of 
radio — "prodigal  tales  of  success", 
the  foreword  calls  them.  The 
sources  are  described  as  follows: 

"They  come  from  high  places 
and  low,  from  advertising  agencies 
and  drugstore  counters,  from  gov- 
ernment records  and  gasoline  sta- 
tions, from  psychology  experiments 
and  bargain  basements.  Some  of 
these  case  histories  are  nation-wide 
in  scope,  some,  regional,  some  local. 
Names  are  generally  used  but 
where  they  are  not  they  can  be  ob- 
tained from  CBS  on  request.  These 
are  some  of  the  odds  summarized 
from  the  case  reports  presented  in 
the  brochure: 

Some  of  the  Odds 

12  to  1  odds  on  drug  products — 

A  new  product  announced  one 
night  on  a  coast  -  to  -  coast  CBS 
hookup,  together  with  300-inch 
campaigns  in  a  nation-wide  news- 
paper list,  resulted  in  3.7  custom- 
ers mentioning  radio  for  1  men- 
tioning any  other  medium.  For 
every  dollar  spent  on  CBS  12  times 
as  many  cash  customers  were  pro- 
duced as  from  all  other  media  com- 
bined. 

10  to  1  odds  on  cosmetics — The 

Blow  Agency's  campaign  for  La 
Gerardine  hair  lotion  cost  10  times 
as  much  per  newspaper  coupon  as 
requests  in  response  to  a  radio 
offer. 

3  to  1  odds  on  electrical  equip- 
ment— "A  radio  expenditure  of 
$242,000,  in  a  year  and  a  half,  had 
reached  nearly  twice  as  many  peo- 


,CAR  CARDS 
/      13  1? 


1930 

HOW  RADIO  has  fared  in  the 
split  of  the  advertising  dollar 
during  the  years  1930,  1931  and 
1932  is  graphically  shown  in  these 
charts  based  on  figures  published 
by  the  American  Newspapers  Pub- 
lishers Association  April  27,  1933, 
and  distributed  by  NBC  to  its  mail- 
ing list  May  10.  Network  radio 
figures  alone  are  used,  aggregates 
for  local  station  business  being  un- 


ple  with  the  client's  story  as  over 
$2,000,000  worth  of  advertising  in 
other  media  had  done  over  a  5-year 
period"  in  an  account  selling  qual- 
ity products  costing  from  $1.50  to 
over  $400. 

14  to  1  odds  on  gasoline — A  sou- 
venir offered  only  by  radio  led  to 
58.6  per  cent  of  the  people  calling 
for  the  souvenir  buying  gas;  15.8 
per  cent  were  new  customers.  They 
represented  3,447,620  gallons  of 
gas  sold  to  778,244  new  customers 
in  10  weeks. 

Automobile  Records 

3  to  1  odds  on  apparel — "In  four 
months  of  radio  broadcasting,  a 
sales  deficit  for  the  preceding  eight 
months  was  wiped  out  and  a  new 
dollar  volume  established  for  the 
12  months",  an  agency  is  quoted 
as  reporting.  The  success  of  the 
Walkover  Shoe  radio  campaign 
and  the  Craig  Syndicate's  cam- 
paign in  Cleveland  are  also  cited. 

40  to  1  odds  on  automobiles — 
CBS  is  shown  to  have  paid  Pontiac 
distributors  40  to  1  in  Albany,  and 
Chevrolet  55  to  1  in  Charlotte.  Na- 
tionally, an  automobile  manufac- 
turer reported  25,000  people  call- 
ing at  showrooms  to  see  his  new 
car  the  first  week,  30,000  the  sec- 
ond week  and  50,000  the  third 
week,  with  orders  for  new  cars  ac- 
tually exceeding  factory  produc- 
tion schedules  by  60  per  cent. 

6'/2  to  1  odds  on  circulation — 
The  results  of  comparative  radio 
and  magazine  surveys  are  shown, 
quoting  A.  N.  P.  A.,  Dr.  George 
Gallup,  Walter  Mann  &  Staff,  Dr. 
Daniel  Starch,  Erwin,  Wasey  & 
Co.,  and  others. 

10  to  4  odds  on  recollection — 
The  survey  of  the  University  of 
North  Carolina  psychology  depart- 
ment,   measuring    visual  versus 
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available  from  any  source.  The 
network  figures  show  progressive 
gains  as  against  declines  in  other 
media. 

The  decline  in  the  nation's  total 
advertising  expenditure  in  the 
three-year  period  was  from  $510,- 
000,000  in  1930  to  $442,500,000  in 
1931  to  $345,000,000  in  1932. 

Newspaper  revenue  suffered  se- 
verely, dropping  from  $230,000,000 


auditory  advertising,  is  shown  at 
the  end  of  five  months  to  favor 
radio  by  these  odds. 

TVs,  to  1  odds  on  confectionery — 
A  non-contest  radio  offer  nets  a 
CBS  client  10,125,000  package 
wrappers  in  11  months,  or  $7 
worth  of  wrappers  for  every  $1  of 
broadcasting  cost. 

3'/2  to  1  odds  on  toilet  goods — 
Of  500  women  personally  inter- 
viewed who  wrote  for  samples  in 
response  to  a  morning  radio  pro- 
gram, 194  had  purchased  full-size 
bottles  of  this  product.  Of  500 
more  who  clipped  magazine  cou- 
pons, 150  had  purchased  full-size 
bottles. 

3  to  1  odds  on  food  products — 

An  offer  of  a  kitchen  appliance  in 
exchange  for  10  carton  flaps  in  'a 
single  Ida  Bailey  Allen  morning 
program,  only  passingly  mentioned 
in  the  continuity,  led  to  a  total 
distribution  of  28,000  of  the  ap- 
pliances. 

21/2  to  1  odds  on  shaving  cream 
• — The  same  sample  offer  made  in 
the  same  six  weeks  over  CBS 
pulled  60,000  coupons  whereas  in 
three  national  weeklies  it  pulled 
20,000. 

15  to  1  odds  on  silverware  and 
jewelry — In  eight  weeks  on  CBS, 
Wm.  Rogers  &  Son  silverware  set 
a  new  record  for  one  of  its  pat- 
terns, leading  the  Benton  &  Bowles 
agency  to  conclude  that  "they  have 
a  definite  check  on  the  fact  that 
radio  sells  goods."  Three  case  his- 
tories for  Richmond,  Bangor  and 
Wheeling  jewelry  accounts  are 
cited  to  show  15-1,  4-1  and  5-1  odds 
in  favor  of  radio  over  other  media. 

Selling  Radios 

3  1/10  to  1  odds  on  radio  sets — 
Philco's  cost  per  newspaper  read- 
er: 5.8  cents.  Its  cost  per  radio 
listener:  1.9  cents.  How  this  was 
determined  by  survey  is  specifical- 
ly told. 

2'/2  to  1  odds  on  buying  power 

— The  U.  S.  Government's  census 
showing    13,000,000    radio  homes 
{Continued  on  -page  SO) 
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in  1930  to  $205,000,000  in  1931  to 
$160,000,000  in  1932. 

Magazine  revenue  decreased 
from  $202,000,000  in  1930  to  $167,- 
000,000  in  1931  to  $115,000,000  in 
1932. 

Network  broadcast  advertising, 
sole  medium  to  gain,  rose  from 
$27,000,000  in  1930  to  $36,000,000 
in  1931  to  $39,000,000  in  1932. 


How  the  Advertising  Dollar  Was  Spent:  1930-1932 
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BROADCASTING  •  May  15,  1933 


A.P.  Fails  to  Hamper  News  Broadcasts 

U.P.  and  I.N.S.  Explain  Their  Attitudes  Toward  Radio; 
Commentators  Improve,  Hearst  Periods  Unchanged 


The  President  Again  Chooses  Radio  to  Address  the  Nation 


ON  SUNDAY,  May  7,  President  Roosevelt  had  his  second  "fireside  chat" 
with  the  people  of  the  United  States,  using  the  combined  facilities  of 
NBC  and  CBS,  with  WOR  added.  At  the  conclusion  of  the  address  he 
expressed  his  thanks  to  the  networks  for  making  available  to  him  the 
time  in  which  to  talk  directly  to  the  people. 

"On  a  Sunday  night  a  week  after  my  inauguration  I  used  the  radio 
to  tell  you  about  the  banking  crisis  and  the  measures  we  were  taking 
to  meet  it,"  he  declared  in  opening  his  second  talk.  "I  think  that  in 
that  way  I  made  clear  to  the  country  various  facts  that  might  other- 
wise have  been  misunderstood  and  in  general  provided  a  means  of 
understanding  which  did  much  to  restore  confidence. 

"Tonight,  seven  weeks  later,  I  come  for  the  second  time  to  give  you 
my  report — in  the  same  spirit  and  by  the  same  means  to  tell  you  about 
what  we  have  been  doing  and  what  we  are  planning  to  do." 

The  response  to  this  second  talk,  like  the  first,  so  taxed  the  White 
House  staff  that  it  was  unable  to  acknowledge  individual  messages 
and  asked  the  press  to  publish  notices  of  the  President's  appreciation. 


EVEN  SO  RABID  an  anti-broad- 

i casting  crusader  as  Editor  &  Pub- 
lisher, trade  organ  of  the  newspa- 
per business,  had  to  admit,  after 
the  Associated  Press'  edict  on  ra- 
dio news  had  been  in  effect  one 
week,  that  news  broadcasts  from 
New  York  stations  at  least  were 
"plainly  as  voluminous  and  com- 
plete as  usual"  and  that  "the  pat- 
ter of  news  commentators  was  un- 
changed for  the  most  part." 

That  quite  adequately  sizes  up 
the  situation  after  two  weeks. 
When  it  is  noted  that  the  chief 
broadcaster  of  news  in  the  New 
York  area  is  WINS,  owned  by  Wil- 
liam Randolph  Hearst,  operated  in 
cooperation  with  his  newspapers 
and  using  International  News  Ser- 
vice flashes,  the  report  in  Editor  & 
Publisher  is  all  the  more  signifi- 
cant. Editor  &  Publisher  also 
goes  on  to  report  that  Jackson  S. 
Elliott,  assistant  general  manager 
of  the  Associated  Press,  has  told  it 
that  "he  had  heard  no  suggestion 
from  any  A.  P.  member,  regard- 
less of  his  stand  in  the  radio  ques- 
tion controversy,  that  the  resolu- 
tion passed  last  week  at  the  annual 
meeting  had  not  been  lived  up  to 
in  spirit  and  in  fact." 

Commentators  Unstilled 

AS  FAR  as  the  networks  are  con- 
cerned, they  have  not  been  getting 
news  flashes  from  either  Associ- 
ated Press,  United  Press  or  Inter- 
national News  Service  since  the 
November  elections,  so  that  the 
A.  P.  edict  affected  only  its  com- 
mentators. These  are  now  getting 
their  news  from  their  own  sources 
— and  to  the  average  listener  there 
has  been  little  noticeable  differ- 
ence in  the  quality  of  the  broad- 
casts of  such  commentators  as 
Lowell  Thomas,  H.  V.  Kaltenborn, 
Boake  Carter  and  the  Richfield  Re- 
porter. The  only  discernible  dif- 
ference is  that  they  treat  of  fewer 
subjects. 

As  far  as  stations  are  concerned, 
the  100  stations  owned  by  newspa- 
pers and  the  200  or  more  affiliated 
with  newspapers  are  still  broad- 
casting news.  Those  that  have 
connections  with  A.  P.  newspapers 
are  limiting  news  to  the  regula- 
tion 30-word  bulletins  —  but  this 
has  simply  meant  that  more  news 
bulletins  are  being  used  to  fill  in 
the  news  periods.  Those  that  have 
connections  with  newspapers  tak- 
ing U.  P.  and  I.  N.  S.  services  are 
carrying  news  in  about  the  same 
manner  as  before.  No  withdrawal 
of  any  newspaper  from  the  air  as 
a  result  of  the  A.  P.  decision  has 
been  reported  to  Broadcasting. 

Hearst  Periods  Unchanged 

INDEED,  it  is  manifest  that  most 
newspapers  friendly  to  radio  or 
using  radio  for  promotional  pur- 
poses intend  to  continue  as  for- 
merly. Such  newspapers,  if  they 
get  U.  P.  and  I.  N.  S.  services,  are 
plainly  using  their  news  in  con- 
siderable quantity,  for  neither  U. 
P.  nor  I.  N.  S.  has  imposed  such 
rigid  bans  as  the  A.  P.    All  the 


Hearst  newspapers  with  their  Globe 
Trotter  radio  tieups  are  continuing 
to  broadcast  news  in  the  same 
manner  as  before. 

Network  officials  have  main- 
tained a  silence  on  the  subject  of 
news  that  almost  indicates  indif- 
ference. Yet  they  have  been  far 
from  inactive.  When  big  news 
breaks,  their  microphones  are  there 
— and,  indeed,  one  of  the  biggest 
news  stories  of  the  year  actually 
broke  via  network  radio  this  month 
when  President  Roosevelt  chose  to 
use  the  radio  again  for  an  "ac- 
count of  stewardship"  to  the  Amer- 
ican people  Sunday  night.  May  7. 
It  was  interesting  to  note  that  As- 
sociated Press  reports  of  that  great 
speech  studiously  avoided  mention- 
ing that  it  was  delivered  on  the 
radio  from  the  White  House,  and 
refused  to  mention  that  President 
Roosevelt  thanked  both  NBC  and 
CBS  by  name  for  making  their  fa- 
cilities available.  U.  P.  and  I.  N. 
S.  dispatches,  it  should  also  be 
noted,  made  it  clear  in  their  leads 
that  it  was  a  radio  address. 

Both  NBC  and  CBS  have  news- 
gatherers  at  work  securing  the  es- 
sential news  needed  by  their  com- 
mentators at  Washington,  at  Lon- 
don and  at  the  important  cities 


where  they  have  member  stations. 
One  of  them  is  getting  a  150-word 
cable  report  each  day  at  full  rates 
from  London.  The  commentators 
themselves  have  been  using  the 
long  distance  telephone  to  check  up 
their  facts  at  the  actual  news 
sources,  and,  as  stated  by  one  net- 
work official,  they  have  simply 
been  "digging  more  assiduously  in- 
to atlases  and  encyclopaedias  and 
other  references  for  background." 

This  official  also  asserted  his 
opinion  that  the  news  comments 
have  actually  improved  because 
fewer  subjects  are  treated  by  the 
commentators  and  these  are  being 
treated  more  comprehensively.  As 
for  being  on  the  spot  when  news 
happens,  CBS  has  already  assigned 
Mr.  Kaltenborn  to  the  World  Eco- 
nomic Conference  at  London  and 
NBC  is  expected  to  assign  one  of 
its  men  shortly.  Networks  and 
their  stations — in  fact,  the  whole 
radio  industry — are  manned  so 
largely  by  former  newspapermen 
that  very  little  difficulty  is  expected 
in  "keeping  on  top  of  the  news." 

That  the  Hearst  interests  do  not 
intend  to  forego  their  opportunity 
to  use  radio  to  their  own  advantage 
seemed  quite  evident  when  they  ar- 
ranged for  the  relay  of  a  talk  by 


Canada  Restricts  News 
Broadcasts  by  Stations 

NEW  REGULATIONS  p  r  o  m  u  1  - 
gated  by  the  Canadian  Radio 
Broadcasting  Commission  carry  a 
definite  restriction  on  the  broad- 
casting of  news,  requiring  that 
local  news  be  secured  by  arrange- 
ments with  local  newspapers  and 
that  other  news  be  restricted  to 
bulletins  authorized  by  the  Cana- 
dian Press  (affiliated  with  the  As- 
sociated Press).  The  news  regula- 
tion was  included  with  other  regu- 
lations as  a  result  of  recent  discus- 
sions between  members  of  the  Ca- 
nadian Press  and  officials  of  the 
Commission.  The  news  regulation 
follows: 

Canadian  radio  broadcasting  sta- 
tions shall  not  transmit  any  news  or 
information  of  any  kind  published  in 
any  newspaper  or  obtained,  collected, 
collated  or  coordinated  by  any  news- 
paper or  association  of  newspapers  or 
any  news  agency  or  service,  except 
the  following: 

Such  news  bulletins  as  are  released 
regularly  from  the  various  bureaus 
of  the  Canadian  Press  for  the  ex- 
press use  of  broadcasting  stations  in 
Canada. 

Local  news  under  arrangements  to 
be  made  by  each  station  individually 
with  its  local  newspaper  or  newspa- 
pers, or  such  news  as  it  may  collect 
through  its  own  employes  or  through 
such  collection  agency  or  agencies  as 
may  be  employed  by  the  said  station. 

Newspapers  broadcasting  false  or 
misleading  news  shall  be  prohibited 
from  further  broadcasting  unless  ex- 
tenuating circumstances  can  be  shown. 

The  broadcasting  of  editorial  opin- 
ions of  a  controversial  nature  is  pro- 
hibited. 


Robert  (Believe  It  or  Not)  Rip- 
ley from  Station  LR4,  Buenos 
Aires,  on  May  4. 

Editor  Complains 

THAT  some  A.  P.  newspapers, 
particularly  those  owning  radio 
stations,  are  far  from  happy  about 
the  A.  P.  regulations,  was  indi- 
cated in  a  letter  received  by  Broad- 
casting from  the  managing  editor 
of  an  important  newspaper  in  New 
York  state.  His  name  must  be 
withheld,  but  this  is  what  he 
stated : 

"The  new  Associated  Press  rule 
is  a  severe  blow  to  an  Associated 
Press  newspaper  owning  a  radio 
station.    The  news  flashes  which 

Station  has  given  have  helped 

to  make  it  the  most  popular  sta- 
tion in  this  territory  and  we  sim- 
ply shall  have  to  try,  therefore,  to 
find  other  ways  of  getting  the  news 
than  of  obtaining  it  from  the  news- 
papers." 

C.  P.  A.  Won't  Start  Service 

PROSPECTS  of  the  establishment 
of  a  radio  news  association,  long 
discussed  in  radio  and  newspaper 
circles,  appear  to  have  been  post- 
poned indefinitely  with  the  state- 
ment by  Horace  Epes,  vice  presi- 
dent and  general  manager  of  the 
Consolidated  Press  Association, 
that,  though  the  C.  P.  A.  has  been 
urged  by  various  stations  to  set 
up  a  general  news  gathering  organ- 
ization, its  investigations  have  con- 
vinced it  that  "a  service  along 
press  association  lines  planned 
wholly  for  radio  was  impracti- 
cable." The  C.  P.  A.  statement 
follows  in  full: 

The  Consolidated  Press  Association 
has  been  urged  by  various  radio  sta- 
tions to  set  up  an  organization  for  the 
{Continued  on  page  SO) 
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Wynn  to  Open  Network  in  June 
On  Seaboard  With  6  Stations 

Studios  Near  Completion;  Western  Union  Lines 
Link  Stations;  30-Day  Test  Planned 


AMALGAMATED  Broadcasting 
System,  Inc.,  Ed  Wynn's  new  net- 
work enterprise,  will  begin  opera- 
tions over  a  group  of  stations 
along  the  eastern  seaboard  on  or 
about  June  1,  according  to  the  cele- 
brated radio  and  stage  comedian's 
latest  announcement. 

In  a  formal  statement  May  8 
Mr.  Wynn  said  final  preparations 
are  being  made  for  the  opening 
and  that  the  actual  date  will  be 
"within  the  next  month".  Declar- 
ing that  the  only  undetermined 
factor  in  fixing  the  opening  date 
was  the  usual  one  of  technical  set- 
ups and  proving-up  tests,  Mr. 
Wynn  promised  that  the  inaugural 
program  "will  be  a  big  event  on 
the  air."  "Of  this  we  will  tell  you 
more  later,"  he  promised. 

Boasts  Seven  Studios 

THE  ORGANIZATION  is  estab- 
lished in  its  new  headquarters  at 
501  Madison  Ave.,  known  as  the 
Amalgamated  Broadcasting  Sys- 
tem Building.  Seven  studios  are 
being  completed,  with  the  entire 
job  of  altering  three  floors  of  the 
building  for  the  radio  project  cost- 
ing more  than  $250,000,  according 
to  the  Wynn  announcement. 

Two  components  of  the  new 
chain,  which  ultimately  will  em- 
brace more  than  100  stations,  will 
be  operated  at  first,  the  announce- 
ment said.  These  are  the  At- 
lantic Seaboard  network  of  from 
6  to  11  low-power  stations  and 
the  Michigan  network,  formed 
early  this  year  by  George  W. 
Trendle,  of  WXYZ,  Detroit.  The 
Atlantic  network,  it  was  stated, 
will  give  concentrated  coverage 
over  a  territory  of  more  than 
12,500,000  population,  4,300,000  re- 
ceiving sets  and  10,500,000  list- 
eners, including  roughly  the  inclu- 
sive area  between  New  York  and 
Washington. 

On  April  29,  prior  to  the  issu- 
ance of  his  formal  statement,  Mr. 
Wynn,  accompanied  by  Ota  Gygi, 
vice  president  of  Amalgamated  and 
Mr.  Wynn's  partner,  visited  Wash- 
ington. At  a  luncheon  tendered 
to  the  radio  press,  they  said  that 
Western  Union  lines  had  been  run 
into  the  11  stations  that  probably 
would  form  the  first  segment  of 
the  chain. 

Wynn  Confident 

IN  DISCUSSING  his  network 
plans,  which  would  introduce  an 
entirely  new  relationship  between 
client,  network  and  station,  Mr. 
Wynn  enthusiastically  predicted  its 
success.  During  his  Washington 
visit,  he  called  at  the  Radio  Com- 
mission and  explained  to  four  of 
its  five  members  the  purposes  and 
ideals  of  his  enterprise.  He  also 
discussed  his  plans  with  members 
of  Congress  and  others  in  Wash- 
ington public  life,  with  whom  he 
had  personal  acquaintance.  He 
was  a  guest  at  the  Gridiron  Club 
spring  dinner  in  Washington  on 
April  29. 

Mr.  Gygi  revealed  that  the  sta- 


tions to  form  the  first  unit  of  the 
network  probably  would  be  WCDA, 
New  York;  WPEN,  Philadelphia; 
WTNJ,  Trenton;  WCBM,  Balti- 
more; WOL,  Washington;  WDEL, 
Wilmington;  WMIL,  Brooklyn; 
WFAS,  White  Plains;  WCAM, 
Camden,  N.  J.;  WCAP,  Asbury 
Park,  N.  J.,  and  WJBI,  Red  Bank, 
N.  J.  It  is  planned  to  run  a  "test 
program"  of  16-hours  a  day  for 
a  30  day  period  to  the  first  group 
of  stations. 

Good  Offer  Promised 

SHOULD  this  test  program  fulfill 
expectations,  arrangements  will  be 
made  immediately  for  regular  ser- 
vice, involving  payment  of  nomi- 
nal fees  by  the  stations,  Mr.  Wynn 
declared.  While  details  of  the  con- 
tracts to  be  offered  had  not  been 
worked  out,  Mr.  Wynn  stated  his 
proposition  would  be  far  more  lu- 
crative than  anything  heretofore 
offered  stations. 

The  later  formal  announcement 
did  not  include  all  of  the  stations 
mentioned  by  the  Amalgamated 
officials  during  their  Washington 
visit.  It  said  the  parent  hookup 
would  be  a  combination  of  WBNX, 
WCDA  and  WMSG,  in  New  York's 
metropolitan  area,  to  be  known  as 
WMET.  The  other  stations  men- 
tioned  were  WTNJ,  WPEN, 
WDEL,  WCBM  and  WOL. 

Limit  on  Advertising 

REGARDING  future  plans,  Mr. 
Wynn  asserted  he  had  more  than 
100  stations  "signed"  and  ready  to 
accept  service  whenever  it  was  of- 
fered. Refusing  to  admit  that  his 
project  can  fail,  he  said  he  had 
been  preparing  for  a  third  chain 
more  than  a  year,  and  while  facing 
serious  obstacles,  he  is  confident 
of  success. 

"I  intend  to  join  together  as 
many  independent  stations  as  will 
make  the  project  worth  while,  pro- 
viding them  with  16  hours  of  en- 
tertainment from  New  York  on  a 
live  and  let  live  basis,"  Mr.  Wynn 
asserted.  "Advertising  credits  will 
be  limited  to  one  minute  before 
and  after  each  program,  and  the 
continuity  will  always  refer  the 
listener  to  his  daily  newspapers 
or  regular  magazine.  In  that  way 
funds  that  have  been  diverted  from 
periodicals  will  be  restored  to 
them." 

Mr.  Wynn  declared  that  during 
the  program  test  period,  local  sta- 
tions will  have  the  privilege  of 
selling  announcements  to  local  ad- 
vertisers before  and  after  each 
chain  program  at  their  own  rates, 
and  of  crediting  the  program  to 
the  sponsor.  Only  live  talent  will 
be  used,  he  asserted.  Programs 
will  feature  some  of  the  best 
known  names  in  the  theatrical 
business. 

Invested  $250,000 

AS  TO  the  financing  of  the  proj- 
ect thus  far,  Mr.  Wynn  declared 
he  had  invested  upwards  of  $250,- 


Presents 

A  New  Radio  Program 

Tonight  at  9  o'clock  Station  WOR 


Old  favorites  will  entertain  you  with  a 
delightfully  varied  musical  program,  and 
will  refrain  from  telling  you  more  than 
you  would  care  to  know  about  the  peculiar 
excellence  and  outstanding  quality  of 
Kims  BEER. 

Miss  Irene  Taylor,  Al  and  Lee  Reiser,  Elmer 
Felkamp,  Merle  Johnston  and  the  Kings 
Men,  Joe  Bolton,  the  Kings  Jester 

Kings  Brewcr>,  Inc., 

!27.279  Pulaski  Strctt,  Brooklyn.  N.  V 
Pftinc  El'trgrrtn  7-2200 


Signs  of  the  Times 

SO-CALLED  "spotlight"  advertis- 
ing has  frequently  been  urged  as 
one  of  the  answers  to  the  news- 
paper-radio controversy.  It  has 
been  urged  as  a  definite  means 
whereby  newspapers  can  secure 
lineage  by  selling  radio  accounts 
the  idea  that  they  must  advertise 
in  print  to  win  maximum  audience 
in  these  days  of  keen  competition 
for  the  listeners'  ears. 

Here  is  a  reduced  facsimile  of 
a  "spotlight"  ad  appearing  prom- 
inently in  the  New  York  Times 
of  May  5.  This  is  the  first  beer 
account  to  be  signed  by  WOR. 
Note  how  the  sponsor  assures  pros- 
pective listeners  that  he  "will  re- 
frain from  telling  you  more  than 
you  would  care  to  know  about  the 
peculiar  excellence  and  outstanding 
quality  of  Kings  Beer." 

Though  beer  accounts  on  the  ra- 
dio have  not  yet  materialized  on 
the  big  scale  anticipated,  reports 
from  networks  and  stations  indi- 
cate that  such  accounts  will  be 
made  available  on  a  wider  local 
and  national  scale  when  breweries 
can  bring  their  production  apace 
with  demand.  In  the  meantime, 
such  beer  accounts  as  are  on  the 
air  have  generally  won  great 
praise  for  the  tastefulness  and  in- 
offensive character  of  their  com- 
mercial announcements. 


000  of  his  own  funds.  While  he 
had  procured  a  sum  of  money  from 
a  group  of  "Detroit  millionaires" 
at  the  outset,  he  said  he  had  not 
used  a  dollar  of  it  and  planned  to 
return  it  to  these  men,  whom  he 
termed  his  "partners".  The  Michi- 
gan banking  situation  is  partially 
responsible  for  this  decision,  he 
explained. 

Western  Union  has  balanced  a 
number  of  lines  for  use  by  the 
chain,  Mr.  Wynn  said.  Despite  en- 
gineering claims  that  regular  tele- 
phone circuits  alone  are  adapted 
for  broadcasting  service,  he  said 
a  high  degree  of  quality,  suffi- 
ciently good  to  justify  network 
use,  has  been  attained  in  tests  al- 
ready conducted. 

"I  consider  my  project  an  idealis- 
tic gesture,"  Mr.  Wynn  said.  "But 

1  believe  the  time  has  arrived  for 
a  new  deal  in  the  radio  and  show 
business.  The  theater  belongs  on 
the  air,  but  in  a  theatrical  man- 
ner; for  that  reason  I  am  confident 
that  my  new  network  will  be  a 
success. 

"Personally,  I  do  not  hope  to 
make  a  lot  of  money  out  of  the 
{Continued  on  page  20) 


Circularization  Asked 
For  Fan  Mail  Ruling 

THE  NATIONAL  Association  of 
Broadcasters  on  May  2  asked  the 
Post  Office  Department  to  circu- 
larize generally  throughout  the 
postal  service  the  recent  ruling  of 
Solicitor  Horace  J.  Donnelly  hold- 
ing that  fan  mail  may  be  trans- 
mitted, unopened,  from  station  to 
program  sponsor,  via  essential  in- 
termediaries, without  the  payment 
of  additional  first  class  postage. 

The  ruling,  rendered  March  16 
on  the  basis  of  questions  submitted 
in  behalf  of  WGN,  Chicago,  by  its 
counsel,  Louis  G.  Caldwell  and 
Arthur  W.  Scharfeld,  is  regarded 
as  of  great  importance,  since  it 
makes  possible  savings  of  thou- 
sands of  dollars  annually.  It  was 
published  in  full  text  for  the  first 
time  in  the  April  1  issue  of 
Broadcasting. 

Following  publication,  however, 
a  number  of  inquiries  from  agen- 
cies and  stations  indicated  that 
the  ruling  had  not  been  circular- 
ized and  that  postal  officials  in  the 
field  were  still  following  a  regula- 
tion issued  last  February  and  ap-  ' 
plying  only  to  the  delivery  of  fan 
mail  from  station  to  network.  This 
information  was  transmitted  to  the 
NAB  with  the  suggestion  that  it 
request  general  distribution  of  the 
latest  order  in  behalf  of  the  in- 
dustry. 


Dog  Food  Account 

CALIFORNIA  ANIMAL  PROD- 
UCTS Co.,  1536  E.  Twelfth  St., 
Oakland,  Cal.  (Calo  dog  food), 
through  its  Tampa,  Fla.  jobber,  the 
Walker  Brokerage  Co.,  tested  radio 
over  WFLA-WSUN,  Clearwater, 
Fla.  for  a  period  of  one  month  re- 
cently, using  50  word  announce- 
ments three  times  weekly.  A 
leather  leash  was  offered  in  re- 
turn for  six  Calo  dog  food  pack- 
age labels  and  10  cents.  The  trial, 
according  to  the  jobbers,  produced 
splendid  results  and  "has  fully  con- 
vinced us  of  the  value  of  radio 
advertising." 


New  Test  Campaign 

LEHN  &  FINK  PRODUCTS  Co., 
New  York,  early  in  May  began  a 
test  campaign  over  WCAU,  Phila- 
delphia, for  its  new  product.  Law- 
son  Robertson's  Athletic  Rub.  Ap- 
peal is  largely  to  men,  the  new  lin- 
iment having  been  developed  with 
the  help  of  Lawson  Robertson,  Uni- 
versity of  Pennsylvania  track  coach 
who  is  also  the  famous  coach  of 
the  American  Olympic  teams.  Rob- 
ertson appears  in  the  program  in- 
terviewing athletic  stars. 


Special  Hudson  Hookup 

HUDSON  MOTOR  Co.,  Detroit, 
sponsoring  the  Saturday  night 
dance  period  on  NBC-WEAF  for- 
merly occupied  by  Lucky  Strike, 
arranged  for  a  special  NBC-WJZ 
hookup  of  36  stations  on  May  11 
for  a  talk  to  its  dealers.  Pro- 
gram was  scheduled  at  2:30-3  p.m., 
EDST,  with  dealer  groups  gathered 
in  all  parts  of  the  country  to  hear 
talks  by  Hudson  executives.  The 
Blackman  Co.,  New  York,  ar- 
ranged the  broadcast. 
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Optimism  Prevades  A.  A.A.  A.  Meeting 

Radio  Advertising  Plan  Adopted  by  Executive  Board; 
Charles  Gannon  Lauds  BROADCASTING  Magazine 


Mr.  Gannon 


ENCOURAGING 
signs  for  adver- 
tising, as  confi- 
dence returns 
and  buying  in- 
creases, were 
manifest  in  the 
expressions  of 
leaders  in  the 
agency  field  at- 
tending the  six- 
teenth annual 
meeting  of  the  American  Associa- 
tion of  Advertising  Agencies  in 
the  Mayflower  Hotel,  Washington, 
May  11  and  12. 

Radio  was  absent  from  the  form- 
al program  for  the  first  time  in 
several  years,  but  considerations 
affecting  it  were  very  much  in  the 
discussions.  Radio,  however,  was 
the  subject  of  a  resolution  adopted 
by  the  executive  board  of  the 
A.A.A.A.  Though  not  presented 
in  the  open  sessions,  it  was  adopted 
virtually  as  prepared  by  the  radio 
committee  headed  by  Charles  F. 
Gannon,  chairman,  radio  executive 
of  Erwin,  Wasey  &  Co.,  New  York. 


A.A.A.A.  Radio  Advertising  Platform 

1.  Develop  an  independent  bureau,  supported  by  stations, 
advertisers  and  agencies,  to  study  radio  coverage  through  signal 
strength  measurements,  and  popularity  and  listening  habits 
through  field  surveys. 

2.  In  advance  of  signal  strength  measurements,  to  continue 
the  interchange  of  agency  experience  with  local  station  coverage 
throughout  the  country. 

3.  Issue  and  promote,  with  the  cooperation  of  the  NAB,  the 
Standard  Order  Blank  for  Spot  Broadcasting,  for  use  between 
agencies  and  individual  stations  in  placing  spot  broadcasting 
contracts. 

4.  Promote  publication  of  all  rates  of  stations  in  combination. 

5.  Promote  payments  by  radio  stations  of  standard  15  per  cent 
agency  commission  and  2  per  cent  cash  discount  on  station  time. 

6.  Encourage  formation  of  agency  recognition  standards  by 
the  National  Association  of  Broadcasters  and  practical  application 
of  them. 

7.  Encourage  the  listing  of  complete  information  about  radio 
stations  in  standard  rate  and  data  service. 

8.  Encourage  the  use  of  standard  rate  cards  for  radio  by 
stations. 

9.  Protect  agencies'  and  advertisers'  interests  in  case  of  license 
fees  or  other  charges  which  tend  to  increase  radio  costs  and  which 
might  make  the  medium  less  productive. 

10.  Study  and  make  available,  agency  operating  data  and  com- 
pensation in  handling  of  radio. 

11.  Favor  the  development  of  radio  representatives. 


Resolution  Planks 

THE  RESOLUTION  contained  11 
planks  and  was  called  by  its 
framers  "a  program  for  the  ad- 
vancement of  radio  advertising." 
Salient  features  included  a  pro- 
posal that  radio  stations,  advertis- 
ers and  agencies  set  up  an  inde- 
pendent bureau  to  study  radio  cov- 
erage through  signal  strength  mea- 
surements —  a  counterpart  in  the 
radio  field  to  the  Audit  Bureau  of 
Circulation;  that  the  proposed 
standard  order  form  for  spot 
broadcasting  be  adopted;  that  sta- 
tion and  combination  rates  be  pub- 
lished; that  the  NAB  set  up  agency 
recognition  standards;  that  agency 
and  advertiser  interests  in  license 
fees  (copyright)  and  other  charges 
tending  to  increase  radio  costs  be 
protected,  and  that  the  develop- 
ment of  radio  representatives  be 
encouraged. 

Practically  all  of  these  subjects 
have  been  discussed  in  advertising 
circles,  and  with  the  NAB,  in  the 
last  few  years,  and  it  was  evident 
that  the  A.  A.  A.  A.  is  looking  to- 
ward the  NAB  for  wholehearted 
cooperation  in  effecting  standards 
relating,  to  commercial  uses  of 
radio. 

Trade  Journal  Lauded 

IN  CONNECTION  with  the  plank 
urging  publication  of  information 
about  stations,  Chairman  Gannon 
took  occasion  to  laud  the  work  of 
Broadcasting,  declaring  that  its 
thorough  coverage  of  the  news  of 
radio  has  been  of  inestimable  value 
to  agencies  and  advertisers  in  get- 
ting a  true  picture  of  radio  devel- 
opments in  general  and  commer- 
cial radio  in  particular. 

Mr.  Gannon  asserted  that,  in  ad- 
dition to  the  publication  of  station 
rates  and  other  data,  the  advertis- 
ing fraternity  was  vitally  inter- 
ested in  the  news  of  station  activi- 
ties, particularly  in  the  type  of 
"idea"  news  that  Broadcasting 
regularly  carries.  Agencies  and  ad- 
vertisers, he  said,  are  constantly  on 


the  que  vive  for  "hunches"  that 
have  worked  for  others  which 
might  be  adapted  in  their  particu- 
lar selling  fields. 

Mr.  Gannon's  radio  committee  in- 
cluded H.  H.  Kynett,  Aitkin  -  Ky- 
nett  Co.,  Philadelphia;  Joe  M. 
Dawson,  Tracy-Locke-Dawson,  Inc., 
Dallas;  Proctor  H.  Pumphrey,  Ful- 
ler, Smith  &  Ross,  New  York;  Wil- 
liam L.  Weddell,  Erwin,  Wasey  & 
Co.,  New  York;  Howard  Angus, 
Batten,  Barton,  Durstine  &  Os- 
born.  New  York;  John  U.  Reber, 
J.  Walter  Thompson  Co.,  New 
York,  and  Henry  Dwight  Smith, 
McCann-Erickson,  Inc. 

Truth  in  Advertising 

IN  CONNECTION  with  the  plans 
of  Assistant  Secretary  of  Agricul- 
ture Tugwell  to  formulate  "truth 
in  advertising"  legislation  in  the 
foods  and  drugs  fields,  elsewhere 
treated  in  this  issue,  the  A.A.A.A. 
executive  board  passed  the  follow- 
ing resolution: 

"The  American  Association  of 
Advertising  Agencies  is  in  sym- 
pathy with  the  purpose  of  the  Gov- 
ernment to  discourage  and  prevent 
false  or  unfair  advertising,  and 
will  be  glad  to  cooperate  in  any 
constructive  legislation  that  does 
not  hamper  legitimate  advertising 
and  a  reasonably  persuasive  ap- 
peal to  the  public." 

The  note  of  optimism  evident  at 
the  meeting  was  first  struck  by 
Henry  T.  Ewald,  chairman  of  the 
A.A.A.A.  board  and  president  of 
Campbell-Ewald  Co.,  Detroit,  in  his 
opening  address. 

Encouraging  Business  Signs 

"LOOKING  into  the  future,"  he 
said,  "we  find  much  that  is  en- 
couraging. We  look  over  the  busi- 
ness field  and  we  see  abundant  evi- 


dence of  the  constructive  force  of 
advertising  in  the  relative  stand- 
ing of  business  institutions  that 
have  been  able  to  maintain  their 
advertising  activities  during  the 
last  few  years,  as  compared  with 
those  who  have  not. 

"The  administration  here  in 
Washington  is  doing  much  to  stim- 
ulate returning  confidence  and  to 
encourage  buying.  The  upward 
swing  is  under  way.  These  efforts 
are  producing  results.  As  the 
wheels  of  industry  gather  speed, 
management  must  realize  that  only 
by  keeping  the  money  received  in 
active  circulation  in  the  form  of 
wages  and  salaries  can  a  condition 
of  sound  prosperity  be  developed." 

Mr.  Ewald  declared  that  "the 
manufacturer  is  discovering  that 
production  is  only  the  first  step  in 
the  building  of  a  business.  He  is 
discovering  the  importance  of  con- 
sumption in  the  economic  scheme. 
"There  must  not  only  be  continu- 
ous production,"  he  said,  "but, 
more  important,  continuous  de- 
mand— and  above  all — continuous 
ability  to  buy. 

"Advertising  as  a  business  or 
profession  is  faced  by  a  great  re- 
sponsibility, and,  I  am  confident, 
by  a  great  opportunity.  Advertis- 
ing has  not  and  cannot  change  eco- 
nomic laws.  But  it  has  softened 
the  impact  of  uncontrollable  condi- 
tions. Facts  indicate  that  consis- 
tent advertisers  have  suffered  less 
than  non-advertisers." 

Speaker  Rainey  Optimistic 

THE  OPEN  session  of  the  conven- 
tion had  a  few  incidental  mentions 
of  radio,  the  banquet  being  fea- 
tured by  a  relay  by  NBC  land 
line  of  Speaker  Henry  T.  Rainey's 
highly  optimistic  speech  about  the 
upturn  of  business  conditions  from 
Pittsburgh    where    he    had  been 


grounded  on  an  airplane  trip  due 
to  weather  and  thus  prevented 
from  arriving  in  Washington  in 
time.  The  talk  was  broadcast  over 
NBC.  The  banquet  program  in- 
cluded some  enthusiastically  re- 
ceived songs  by  The  Revellers,  the 
Countess  Albani  and  John  Charles 
Thomas. 

The  morning  session  program 
included,  besides  Mr.  Ewald's  open- 
ing address,  talks  on  "Studies  of 
Outdoor  Traffic,"  by  Dr.  Miller 
McClintock,  director  of  the  street 
traffic  research  bureau  of  Harvard 
University;  "Trends  in  Food  Dis- 
tribution," by  C.  W.  Dipman,  edi- 
tor. Grocery  Trade  News  and  The 
Progressive  Grocer;  "How  Does 
the  Consumer  Think,  Feel,  Act  and 
Read?"  by  Otis  L.  Wiese,  editor, 
McCall's  Magazine;  "Trends  in 
Drug  Distribution,"  by  Wroe  Al- 
derson.  Department  of  Commerce. 

A  symposium  on  "Creating  Ad- 
vertising in  Times  Like  These" 
featured  the  first  afternoon  ses- 
sion. It  was  led  by  Stuart  L. 
Mims,  J.  Walter  Thompson  Co., 
discussing  the  "Spud"  account;  F. 

G.  Hubbard,  Fuller,  Smith  &  Ross, 
discussing  the  National  Canners' 
Association  account;  Shelley  E. 
Tracy,  Tracy-Locke-Dawson,  dis- 
cussing the  Conoco  campaign,^  and 
Gilbert  Kinney,  J.  Walter  Thomp- 
son Co.,  speaking  on  a  general 
svibject. 

Replies  to  Reformers 

MR.  MIMS  replied  to  those  who 
expect  too  much  from  current 
movements  to  restrict  advertising 
when  he  suggested  he  should  stop 
trying  to  put  a  halo  around  adver- 
tising. "Advertising,"  he  said,  "is 
of  the  market  place  and  can  never 
be  literally  truthful  to  the  degree 
now  urged  by  many  reformers.  It 
must  by  the  very  nature  of  its  job 
be  partisan.  If  what  the  Demo- 
crats said  about  the  Republicans 
in  the  presidential  campaign  of 
1932  was  true,  they  all  ought  to 
be  in  jail,  including  the  former 
President.  If  what  the  Republi- 
cans said  about  the  Democrats  was 
true,  the  whole  Democratic  party 
should  be  in  lunatic  asylums.  Ad- 
vertising, like  politics,  belongs  to 
the  persuasive  arts  and  will  live 
in  proportion  as  it  is  successfully 
persuasive." 

Radio  People  Attend 

RADIO  figures  were  prominent 
among  those  attending  the  open 
sessions  May  11.     They  included 

H.  K.  Boice,  CBS  vice  president  in 
charge  of  sales;  Karl  Knipe,  CBS 
sales  manager;  E.  P.  H.  James, 
NBC  sales  promotion  manager; 
Frank  Mullen,  NBC;  Henry  A. 
Bellows,  CBS  Washington  vice 
president;  Harry  Butcher,  man- 
ager, WJSV,  Alexandria,  Va.;  I.  Z. 
Buckwalter,  Mason-Dixon  Group; 
Arthur  Church,  KMBC,  Kansas 
City;  H.  K.  Carpenter,  WPTF, 
Raleigh,  and  Philip  G.  Loucks, 
NAB  managing  director. 


Officers  Elected 

THE  FULL  slate  of  officers 
and  regional  council  repre- 
sentatives elected  at  the  clos- 
ing session  of  the  A.A.A.A. 
will  be  found  on  Page  29  of 
this  issue. 
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Progress  Made  on  Regulatory  Program 
For  Securities,  Food-Drug  Advertising 

Both  Houses  Pass  Stocks-and-Bonds  Restrictive  Bill; 
Broadcasters  Confer  With  Agricultural  Officials 


THE  ADMINISTRATION  program 
for  regulating  the  advertising  of 
securities  and  of  foods  and  drugs 
moved  forward  during  the  last 
fortnight,  with  the  securities  mea- 
sure close  to  final  enactment  as 
Broadcasting  went  to  press.  Pro- 
posed food  and  drug  advertising 
legislation,  however,  is  still  in  a 
formative  stage  in  the  Department 
of  Agriculture,  with  little  likeli- 
hood of  action  of  any  character  un- 
til the  January  reconvening  of 
Congress. 

Both  Senate  and  House  passed 
measures  to  make  mandatory  the 
"truth  in  securities"  advertising 
idea,  and  on  May  9  conferees  of 
the  two  houses  began  deliberations 
to  compose  their  differences.  Hav- 
ing as  its  objective  protection  of 
the  investing  public  by  compelling 
publication  of  all  pertinent  facts  in 
connection  with  new  issues  of  se- 
curities, the  measure  will  prescribe 
definitely  limitations  within  which 
securities  may  be  advertised  in 
print  or  by  radio.  The  advertising 
restrictions  will  apply  to  all  media 
in  the  same  way. 

Tugwell  Holds  Parley 

FOLLOWING  conferences  with 
representatives  o  f  broadcasters, 
publishers  and  other  advertising 
groups  April  29,  Assistant  Secre- 
tary of  Agriculture  Rexford  G. 
Tugwell  and  his  assistants  began 
drafting  legislation  to  revise  the 
Food  and  Drugs  Act  so  as  to  make 
its  provisions  applicable  to  all  ad- 
vertising of  commodities  falling  in 
those  broad  categories.  Mr.  Tug- 
well made  it  clear  that  the  depart- 
ment does  not  propose  censorship 
of  advertising  in  any  form  but  is 
seeking  information  at  the  confer- 
ences for  ways  and  means  of  draft- 
ing legislation  to  protect  the  pub- 
lic against  foods  and  drugs  in- 
jurious to  health. 

As  Broadcasting  went  to  press, 
it  was  stated  at  Prof.  Tugwell's 
office  that  actual  drafting  of  the 
proposed  legislation  had  not  yet  be- 
gun. Since  Congress  plans  to  ad- 
journ its  special  session  next 
month,  it  was  indicated  that  noth- 
ing in  the  way  of  definite  legisla- 
tion can  be  expected  prior  to  the 
next  session. 

In  behalf  of  the  broadcasting  in- 
dustry, Philip  G.  Loucks,  NAB 
managing  director;  Frank  M.  Rus- 
sell, NBC  Washington  vice  presi- 
dent, and  Henry  A.  Bellows,  CBS 
Washington  vice  president,  at- 
tended the  Tugwell  conferences. 
Along  with  newspaper  representa- 
tives, they  concurred  in  the  purpose 
proposed  to  be  achieved  through 
the  new  legislation  but  urged  that 
the  media  used  to  advertise  im- 
proper products  should  not  be  held 
equally  liable  with  the  manufac- 
turer or  the  seller.  In  the  absence 
of  any  conspiracy,  they  contended, 
sole  responsibility  should  rest  with 
the  party  which  makes,  ships,  ad- 
vertises and  sells  the  harmful 
product. 

On  April  27  and  28,  Agriculture 
Department  officials  conferred  with 
representatives  of  advertising 


agencies  and  of  the  food  and  drug 
trade.  Opposition  was  expressed  by 
the  trade  groups  to  writing  into 
the  law  standards  and  formulae  for 
food  and  drug  products.  John  Ben- 
son, president  of  the  American  As- 
sociation of  Advertising  Agencies, 
explained  to  the  officials  the  opera- 
tions of  the  newly  created  board  of 
advertising  appeals  established  to 
pass  on  the  merits  of  advertising 
claims. 

Participating  in  the  conferences 
for  the  government,  in  addition  to 
Prof.  Tugwell,  were  Walter  G. 
Campbell,  chief  of  the  Food  and 
Drug  Administration  and  for  many 
years  an  advocate  of  revision  of 
the  law  to  embrace  advertising, 
and  Prof.  Milton  Handler  of  the 
Columbia  University  School  of 
Law,  who  is  assisting  in  the  fram- 
ing of  legislation.  Even  after  leg- 
islation is  drafted  and  submitted  to 
Congress,  it  is  likely  that  full  hear- 
ings will  be  held  before  appropriate 
committees  of  House  and  Senate. 


California  Bill  Limits 
Radio  Drug  Advertising 

BROADCASTERS  are  preparing  to 
wage  another  fight  against  anti- 
radio  legislation  introduced  in  the 
California  Assembly  and  designed 
to  restrict  radio  advertising  of  all 
patent  medicines,  drugs,  mineral 
waters  and  similar  products.  Mis- 
leading and  untrue  testimonials 
would  be  barred.  Radio  leaders  in- 
timated they  would  withdraw  op- 
position if  newspapers  were  in- 
cluded in  the  bill.  Last  month 
broadcasters  were  successful  in  de- 
feating a  measure  which  would 
have  set  up  state  control  of  broad- 
casting in  California. 


RCA  Turntables 

THE  MORE  than  100  stations 
which  already  have  purchased  new 
RCA  Victor  transcription  turn- 
tables have  been  notified  from 
Camden  headquarters  of  that  com- 
pany that  they  will  be  supplied, 
gratis,  with  new  large  diameter 
turntables  including  a  speed  reduc- 
tion device  which  will  be  furnished 
with  all  new  equipment.  It  was 
brought  out  that  up  to  the  present 
the  apparatus  has  been  equipped 
with  12-inch  turntables  designed 
for  use  with  rigid  type  transcrip- 
tion discs,  and  that  the  new  turn- 
tables are  designed  to  accommo- 
date the  new  flexible  discs. 


Chesterfield  Back 

CHESTERFIELD  returns  to  the 
air  June  5  over  practically  the 
same  CBS  network  it  previously 
used  with  a  new  weekly  program 
featuring  Lew  Holtz,  comedian  and 
master  of  ceremonies,  and  Len 
Hayton's  orchestra,  Fridays,  10- 
10:30  p.m.  Norman  Brokenshire 
will  again  be  announcer.  Account 
is  booked  for  52  weeks  and  is  han- 
dled by  Newell-Emmett,  Inc.,  New 
York. 


Mr.  Kaltenborn 


Kaltenborn  Will  Report 
World  Parley  for  CBS 

H.  V.  KALTEN- 
BORN, noted  CBS 
news  commenta- 
tor, who  forsook 
newspaper  work 
years  ago  to  de- 
vote his  full  time 
to  radio  and  the 
lecture  platform, 
sails  for  England 
May  27  to  report 
the  World  Eco- 
nomic Conference  in  a  series  of 
broadcasts  over  CBS  from  London. 
Periodical  broadcasts  will  be  heard 
over  the  network  from  the  opening 
of  the  conference  June  12,  when 
King  George  V  will  preside,  until 
its  close. 

Joint  Hearing  June  12 
On  KTM-KELW  Issue; 
Four  Seek  Channel 

A  JOINT  hearing  on  the  several 
appplications  for  the  facilities  of 
KTM  and  KELW,  Los  Angeles, 
which  share  780  kc.  with  1  kw.,  has 
been  scheduled  by  the  Radio  Com- 
mission for  June  12.  The  stations 
themselves,  recently  relicensed 
temporarily  after  the  Commission 
had  considered  Chief  Examiner 
Yost's  recommendations  that  they 
be  deleted  for  alleged  failure  to 
serve  public  interest,  are  seeking 
a  license  renewal,  though  they  are 
under  contract  to  the  Hearst  Los 
Angeles  Herald  for  purchase  if 
relicensed  at  the  reported  sum  of 
$35,000  and  $25,000,  respectively. 

The  Los  Angeles  Herald  at  the 
hearing  will  seek  authority  for 
voluntary  transfer,  the  stations 
being  represented  hy  Paul  D.  P. 
Spearman.  The  Don  Lee  System 
seeks  500  watts  on  780  kc.  for  a 
new  station  at  Redlands,  Cal.,  be- 
ing represented  by  John  W.  Guider. 
Earle  C.  Anthony,  operator  of  KFI 
and  KECA,  seeks  their  channel  for 
KECA,  being  represented  by  Louis 
G.  Caldwell  and  Arthur  Scharfield. 
The  McClatchy  newspaper  inter- 
ests, operating  KFBK,  Sacramen- 
to, seeks  500  watts  on  the  1430  kc. 
frequency  of  KECA  if  that  station 
should  get  the  780  kc.  frequency. 
Frank  D.  Scott  is  the  attorney. 

Applications  of  KFAC,  Los  An- 
geles, and  KQW,  San  Jose,  for  the 
780  channel  have  been  withdrawn, 
as  has  the  application  of  W.  L. 
Gleeson  for  a  new  station  on  780 
kc. 

RCA  Quarter  Loss 

GROSS  INCOME  of  $13,222,053 
from  all  sources,  but  a  net  loss  of 
$478,163,  for  the  first  three  months 
of  1933  was  reported  in  the  quart- 
erly statement  of  RCA  issued  May 
5  by  David  Sarnoff,  president. 
Operations  represented  $12,981,058 
in  income  and  other  income  totalled 
$240,995.  Cost  of  sales,  operation, 
development,  selling  and  adminis- 
tration amounted  to '  $12,665,306 
and  interest,  depreciation  and 
amortization  of  patents  repre- 
sented deductions  of  $1,034,910. 
RCA's  surplus  on  March  31  was 
stated  as  $9,373,020. 

WEVD,  Debs  Memorial  Radio  Fund 
station  in  New  York,  on  May  10 
applied  to  the  Radio  Commission 
for  a  power  increase  from  500 
watts  to  1  kw. 


Swanson  Rescinds 
Ban  on  Broadcasts 

Navy,  Marine  Bands  on  Radio 
Again  to  Please  Listeners 

SWAMPED  with  letters  of  pro- 
test from  all  parts  of  the  country, 
Secretary  of  the  Navy,  Claude  A. 
Swanson  on  May  4  rescinded  the 
order  of  his  predecessor  issued  last 
February  prohibiting  the  Navy  and 
Marine  bands  from  broadcasting, 
except  on  special  occasions.  Charles 
Francis  Adams,  who  retired  as  the 
Naval  Secretary  on  March  4,  had 
issued  the  order  after  union  musi- 
cians had  charged  that  the  service 
bands  created  unfair  competition. 

"Since  the  elimination  of  Navy 
and  Marine  band  radio  broadcasts," 
Secretary  Swanson  said  in  his  or- 
der, "there  have  been  such  strong 
and  nation-wide  protests  from  so- 
cieties, schools,  hospitals,  institu- 
tions and  private  individuals  who 
had  been  enjoying  the  high  quality 
of  this  music,  that  I  feel,  in  the 
interests  of  these  people,  especially 
the  invalids,  the  broadcasting 
should  be  resumed. 

"Patriotic  Hours" 

"THE  NAVY  and  Marine  bands 
are  therefore  authorized  to  partici- 
pate in  regular  concert  broadcasts, 
which  will  be  considered  especially 
for  the  benefit  of  those  confined  in 
the  government  and  civil  hospitals 
and  institutions,  and  will  be  con- 
sidered the  government's  share  in 
the  amusement  of  the  inmates.  The 
broadcasting  will  be  called  'Patri- 
otic Hours'. " 

Prior  to  the  Navy  ban,  broad- 
casts by  the  service  bands,  which 
began  almost  with  the  inception  of 
network  radio,  consumed  about  14 
hours  each  week  as  sustaining  fea- 
tures and  were  among  the  most 
popular  features  on  the  air.  The 
Army  band  did  not  stop  broadcast- 
ing since  the  War  Department  did 
not  sustain  the  unfair  competition 
charges  made  by  Joseph  H.  Weber, 
president  of  the  American  Federa- 
tion of  Musicians. 

Congress  Complained 

ISSUED  on  Feb.  28— just  four 
days  before  Secretary  Adams  re- 
tired from  office — the  order  ban- 
ning Navy  and  Marine  band  broad- 
casts precipitated  a  furore  in  Con- 
gress. The  Navy  was  attacked  by 
Rep.  Britten,  of  Illinois,  ranking 
Republican  on  the  Naval  Affairs 
Committee,  and  by  Rep.  Blanton, 
(D.)  of  Texas.  Two  lame-duck 
members,  LaGuardia,  New  York, 
and  Stafford,  Wisconsin,  both  Re- 
publican, defended  the  order.  The 
latter  charged  that  the  military 
band  concerts  were  sandwiched  in 
between  paid  advertisements  so 
that  broadcasters  derived  a  profit 
from  them. 


KTSA  Gets  Full  Time 

FULL  TIME  for  KTSA,  San  An- 
tonio, Tex.,  was  secured  on  April 
29  when  the  Southwest  Broadcast- 
ing Co.,  operator  of  the  station, 
was  authorized  to  purchase  and 
eliminate  KFUL,  Galveston,  Tex., 
with  which  KTSA  had  shared  time. 
KFUL  formerly  was  owned  by  the 
Galveston  News  &  Tribune. 
KTSA  now  gets  full  Southwest 
network  and  CBS  schedules. 
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Using  the  Mail  to  Map  Station  ^^Circulation" 

By  JOHN  J.  KAROL* 

CBS  Director  of  Market  Research 


Questionnaires  and  Fan  Letters  Found  Accurate  Indices 
To  Listening  Areas  at  Relatively  Low  Cost 


"EDUCATION  by  radio",  the 
phrase  which  appears  in  the  title 
of  this  Institute,  seems  to  me  to 
be  a  rather  apt  description  of  the 
activities  of  our  research  depart- 
ment during  the  past  few  years. 
I  do  not  mean  to  imply  by  this 
that  we  have  been  educators.  On 
the  contrary,  we  have  been  the 
students  and  radio  is  educating  us. 
Observing  and  studying  this  vital 
new  medium  almost  since  its  very 
inception,  we  have  learned  a  good 
deal  about  it — at  least  enough  to 
direct  our  thinking  toward  the  so- 
lution of  some  of  the  "unknowns" 
of  broadcasting. 

Radio  offers  such  a  limitless  and 
interesting  field  for  extensive  re- 
search that,  measured  against  the- 
oretical ideals,  we  have  as  yet  only 
taken  the  first  steps.  But  we  be- 
lieve we  have  taken  some  signifi- 
cant steps  and,  although  the  span 
of  this  work  has  been  limited  by 
radio's  youth  as  an  industry,  we 
have  learned  something  about  the 
nature  and  extent  of  the  listening 
audience. 

Letter-Writing  Nation 

THE  TECHNIQUES  which  we 
have  employed  are,  for  the  most 
part,  the  familiar  tools  of  research 
— the  personal  interview  and  the 
mail  questionnaire.  Broadcasting, 
however,  offers  one  additional  tool 
which  has  proved  helpful  in  our 
research  work — audience  mail. 

Among  the  "Social  Effects  of  the 
Radio"  listed  in  a  chapter  of  "Re- 
cent Social  Trends"  is  a  statement 
that  "Letter-writing  to  celebrities 
is  a  wide  practice."  Our  experi- 
ence indicates  that  this  practice  is 
not  limited  to  celebrities  and  radio 
has  apparently  now  made  America 
the  great  letter-writing  nation. 
During  the  past  year  the  stations 
affiliated  with  CBS  received  over 
15,000,000  letters.  In  New  York 
City  alone,  CBS  has  received  over 
3,000,000  pieces  of  mail  in  the  past 
12  months.  And  these  figures  do 
not  include  the  vast  quantities  of 
mail  addressed  directly  to  program 
sponsors. 

Morons  Well  Distributed 

BUT  the  point  I  wish  to  discuss 
does  not  concern  the  quantity  and 
nature  of  audience  mail.  Even 
though  Will  Durant  may  classify 
most  radio  fan  letter  writers  as 
m&rons,  these  letters  have  proved 
of  real  value  to  us.  Fortunately 
for  the  purpose  of  using  mail  in 
coverage  studies  there  appears  to 
be  a  fairly  even  pro-rata  distribu- 
tion of  "morons"  among  all  states 
and  all  counties  in  the  United 
States.  Incidentally,  Mr.  Durant 
might  be  somewhat  embarrassed  if 


An  address  before  the  Fourth  An- 
nual Institute,  Education  by  Radio, 
Ohio  State  University,  May  4. 


he  knew  that  some  of  the  so-called 
"morons"  from  whom  audience 
mail  has  been  received  include 
leading  business  men,  doctors, 
lawyers  and  university  professors. 

Since  one  of  our  first  interests 
concerns  the  location  of  the  list- 
eners to  our  stations,  our  studies 
of  audience  mail  have,  for  the 
most  part,  been  quantitative  in 
character.  Certain  facts  concern- 
ing station  coverage  may  be  ob- 
tained from  a  careful  statistical 
analysis  of  audience  mail.  For, 
when  Mrs.  Jones,  living  in  Kokomo, 
writes  to  the  station  she  has  been 
listening  to  and  requests  some- 
thing which  has  been  offered  on  a 
given  program,  it  is  a  fact  that 
she  has  heard  that  offer  broadcast 
over  the  given  station.  If  suffi- 
cient people  in  Kokomo  write  to 
the  given  station,  it  is  factual  evi- 
dence that  that  station  can  be  re- 
ceived clearly  on  the  average  radio 
set  in  that  city.    Thus,  fan  mail 


THE  NATIONAL  Broadcasting 
Company  fell,  for  a  long  time  that 
its  audience  mail  could  be  made  to 
yield  additional  valuable  informa- 
tion if  more  thoroughly  analyzed. 
Now,  that  is  being  done.  On  Feb. 
1  a  battery  of  card  -  punch  and 
counting  sorter  machinery  was  put 
into  operation  at  NBC  headquar- 
ters in  New  York. 

Although  still  somewhat  experi- 
mental, the  new  set-up  has  already 
revealed  some  interesting  facts. 
For  the  present,  only  eastern  mail 
directed  to  sponsors'  programs  and 
fan  mail  addressed  to  the  NBC's 
eastern  division  are  being  handled 
and  analysed. 

The  mail  is  classified  into  two 
groups  —  direct  and  indirect  re- 
sponse. The  direct  mail  includes 
letters  addressed  to  sponsors  of 
commercial  programs  by  name.  It 
is  tabulated  but  not  opened  and  is 
sent  direct  to  sponsors  or  to  their 
advertising  agents. 

The  indirect  mail — that  is,  let- 
ters and  cards  addressed  to  the 
broadcasting  company  only, — in- 
cludes sustaining  program  com- 
ments, letters  of  general  apprecia- 
tion of  NBC  features  and  the  like. 

During  February,  indirect  mail 
constituted  10.3  per  cent  of  the 
total  eastern  division  response;  re- 
quests for  offers,  39.3  per  cent;  ap- 
preciation response,  29.9  per  cent; 
critical  response,  only  2.1  per  cent. 

The  sex  of  the  writers  making 
up  this  total  of  indirect  mail  is  also 
highly  enlightening.  Male  response 
totalled  38.8  per  cent  as  against 
46.7  per  cent  for  female  response. 
Thus,  a  widespread  opinion  that 


when  properly  used,  does  offer  a 
tool  for  evaluating  the  coverage 
area  of  broadcasting  stations. 

We  have  made  good  use  of  that 
tool  during  the  past  few  years  and 
it  has  been  the  basis  of  our  pub- 
lished "Listening  Area"  maps. 
Our  first  "Listening  Area"  study, 
published  in  1931,  was  a  decisive 
step  aimed  at  taking  the  blue  sky 
out  of  radio  station  claims.  Pre- 
vious to  its  publication,  there  were 
several  methods  of  determining  the 
coverage  areas  of  broadcasting 
stations.  The  simplest,  of  course, 
was  an  arbitrary  circle  drawn 
around  a  given  station,  the  radius 
of  this  circle  depending  on  the 
station  manager's  enthusiasm. 
Other  maps  were  drawn,  by  simply 
plotting  the  total  fan  mail  received 
over  a  period  of  six  months  or  a 
year.  These,  needless  to  say,  were 
also  very  flattering  to  the  indi- 
vidual stations. 

In  seeking  a  uniform  method  for 


NBC  Fan  Mail  Calculator 


women  are  many  times  more  pro- 
lific letter  writers  than  men  seems 
to  be  refuted. 

The  percentage  story  for  Febru- 
ary of  the  indirect  mail  response 


for  NBC's  eastern  division  follows: 

Appreciation  29.9 

Constructive  Criticism   .7 

Adverse  Criticism  1.4 

Requests  for  Offers  39.3 

Requests  for  Information  6.1 

Requests  for  Invitations  11.1 

Response  to  Contests  3.7 

Contributions   7.8 

Writers  were  classified  as  fol- 
lows: 

Male   38.8 

Female  46.7 

Children  2.2 

Unknown  12.3 


determining  the  regular  listening' 
areas  of  each  of  our  stations  we 
considered  a  number  of  possibili- 
ties. Field  strength  surveys  con- 
ducted by  engineers  had  been  pre- 
pared for  certain  stations.  Aside 
from  the  prohibitive  cost  involved 
in  making  such  field  strength  mea- 
surements for  an  entire  network, 
this  method  was  discarded  because 
it  did  not  tell  us  the  whole  answer 
to  the  problem.  Engineers'  field 
strength  maps  indicate  where  a 
station  can  be  heard  but  fail  to 
tell  where  that  station  is  actually 
listened  to  regularly  and  habitu- 
ally. 

Evolving  a  Method 

OBVIOUSLY  none  of  these  mea- 
surements was  a  conservative  mea- 
surement of  the  average  coverage 
of  a  radio  station.  So  we  decided 
to  recreate  average  conditions  as 
nearly  as  possible  in  making  this 
study.  We  tried  to  select  an  aver- 
age week,  an  offer  of  average  ap- 
peal and  an  announcement  of  av- 
erage length.  In  detail  the  method 
employed  in  preparing  our  first 
series  of  "Listening  Area"  maps 
was  as  follows: 

First  step — A  souvenir  radio 
map  of  no  intrinsic  value  was  de- 
vised to  be  offered  to  radio  list- 
eners. 

Second  step — A  week  was  se- 
lected for  making  the  offer  over 
the  air — a  week  early  in  October 
when  atmospheric  conditions  were 
average  rather  than  favorable. 

Third  step — A  60-second  an- 
nouncement was  written,  offering 
this  souvenir  to  radio  listeners. 

Fourth  step — Every  station  on 
the  CBS  network  made  this  an- 
nouncement, through  its  local  an- 
nouncer, not  on  a  network  hook-up. 

Fifth  step — The  announcement 
was  made  for  7  days,  in  the  morn- 
ing, the  afternoon,  or  the  evening, 
so  that  responses  would  represent 
an  average  audience,  not  a  peak 
audience. 

Sixth  step — -All  the  mail  received 
by  each  station  in  response  to 
these  announcements  was  for- 
warded to  CBS,  New  York,  for 
auditing  and  tabulation. 

Seventh  step — The  requests  for 
the  map  were  tabulated  and  au- 
dited by  counties  for  each  station. 

Let  me  make  it  clear  at  once  that 
the  total  number  of  requests  re- 
ceived by  each  station  were  not 
plotted  as  such,  on  a  map,  but  the 
audited  figures  of  returns  by  coun- 
ties were  compared  with  the  popu- 
lation of  each  county  to  determine 
the  ratio  of  requests  per  thousand 
population  for  each  county.  From 
these  figures  the  maps  were  plotted 
on  the  following  basis: 

Counties  which  yielded 
from  50  to  100  per  cent  as 
many  requests  (per  thousand 
population)  as  the  county  in 
which  the  station  itself  is  lo- 
cated were  mapped  as  "in- 
tense" coverage.  Counties 
which  yielded  from  25  to  50 
per  cent  as  many  requests 
(per  thousand  population)  as 
(Continued  on  page  26) 


MACHINE  ANALYZES  FAN  MAIL 

Men  Write  39  Per  Cent  of  Letters,  Critical  Response 
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ASCAP    Designates    Counsel    Owen  D.  Young  Resigns 
1%/r      *    O    I  •    U*  Remains 

lo  Meet  Balder  on  Copyriglit  as  chairman  of  g  e. 


Program  Foundation  Organization  Completed; 
European  Composers  Sue  U.  S.  Society 


FACED  with  the  choice  of  remain- 
ing either  with  the  RCA  or  the 
General  Electric  Co.,  under  the 
consent  decree  entered  in  the  gov- 


IF  ANY  compromise  is  reached 
between  the  NAB  and  the  Ameri- 
can Society  of  Composers,  Authors 
and  Publishers  for  a  reduction  in 
music  royalties  to  forestall  litiga- 
tion seeking  dissolution  of  the  al- 
leged copyright  monopoly,  it  will 
be  through  negotiations  between 
Newton  D.  Baker,  NAB  special 
copyright  counsel,  and  Nathan 
Burkan,  general  counsel  of  ASCAP. 
ASCAP's  case  has  been  turned 
over  to  Mr.  Burkan,  and  E.  C. 
Mills,  ASCAP  general  manager 
has  departed  for  a  month's  stay  in 
Europe. 

Meanwhile,  the.  NAB  is  perfect- 
ing its  bill  of  complaints  for  a 
possible  dissolution  suit,  and  also 
has  completed  organization  of  the 
Radio  Program  Foundation,  de- 
signed to  build  up  a  radio  music 
and  program  pool  which  ultimately 
would  release  it  from  dependence 
upon  ASCAP.  Even  should  ASCAP 
finally  capitulate  to  the  Baker  de- 
mands for  a  reduction  in  royal- 
ties, the  intention  is  to  proceed 
with  the  Program  Foundation. 

Baker  Awaits  Word 

AS  Broadcasting  went  to 
press,  Mr.  Baker  was  still  await- 
ing word  from  the  ASCAP  gen- 
eral counsel.  On  April  4,  after  an 
NAB  committee  headed  by  Presi- 
dent Alfred  J.  McCosker,  director 
of  WOR,  Newark,  had  walked  out 
of  a  meeting  with  Mr.  Mills  when 
that  official  said  there  would  be 
no  revision  of  contracts  "except 
upward",  it  was  stated  flatly  that 
all  negotiations  were  off  and  that 
steps  would  be  taken  for  ASCAP's 
dissolution. 

Mr.  Mills,  however,  immediately 
invited  Mr.  Baker  to  resume  ne- 
gotiations. In  a  letter  to  Mr. 
Mills  April  16,  the  distinguished 
NAB  counsel  said  he  would  be 
willing  to  discuss  the  matter  only 
on  condition  that  the  negotiations 
be  on  the  basis  of  a  "measured 
service",  or  a  per  piece  plan  where- 
by stations  would  pay  nominal 
royalties  only  on  the  ASCAP  num- 
bers used,  and  that  providing  that 
ASCAP  immediately  amend  the 
present  three  per  cent  of  net  re- 
ceipts scale  to  the  payment  of  that 
royalty  only  on  receipts  from  pro- 
grams using  ASCAP  music. 

Mr.  Baker's  ultimatum  was  con- 
sidered at  a  special  meeting  of  the 
ASCAP  board  April  27.  On  May  1, 
Mr.  Mills  wrote  Mr.  Baker  that  his 
board  had  referred  the  entire  mat- 
ter to  the  ASCAP  general  counsel 
who  would  communicate  with  him 
"at  an  early  date." 

Suit  Still  Threatened 

REGARDING  litigation,  there  is 
still  a  question  as  to  whether  a 
dissolution  suit  will  be  brought  by 
NAB  itself,  in  behalf  of  the  in- 
dustry, or  whether  the  Department 
of  Justice  or  Federal  Trade  Com- 
mission, both  of  which  are  inves- 
tigating ASCAP,  will  prosecute. 
In  any  event,  Mr.  Baker  is  pre- 
pared to  initiate  the  action,  should 


the  conversations  with  Mr.  Burkan 
lead  nowhere.  The  former  Secre- 
tary of  War  is  determined  to  have 
no  sidestepping  of  the  main  issue 
— a  reduction  in  the  tribute  paid 
ASCAP  by  all  stations  and  perma- 
nent settlement  of  the  difficulties, 
it  is  said  authoritatively. 

To  all  reports  of  threatened  liti- 
gation, Mr.  Mills  has  replied  that 
ASCAP  would  invite  government 
investigation  into  its  activities. 
"Even  if  the  action  of  the  broad- 
casters were  successful  and  we 
were  declared  to  be  a  combination 
in  restraint  of  trade,  it  would  pro- 
vide no  solution,"  Mr.  Mills  said. 
"Broadcasters  would  then  be  under 
necessity  of  dealing  with  thou- 
sands of  copyright  owners." 

Composers  Battle 

MEANWHILE,  ASCAP  is  having 
its  troubles  on  other  fronts.  The 
Society  of  European  Stage  Au- 
thors and  Composers,  Inc.,  113 
West  42nd  Street,  New  York,  has 
filed  suit  against  ASCAP  in  the 
Supreme  Court  of  New  York  for 
$250,000  damages.  The  suit  al- 
leges that  after  an  agreement  had 
been  arranged  last  year  and  was 
ready  for  signature,  under  which 
CBS  was  to  pay  $17,850  as  a  li- 
cense fee  for  broadcasting  music 
controlled  by  the  European  group, 
ASCAP  "wrongfully  and  mali- 
ciously made  false  statements 
about  the  plaintiff  and  its  officers 
and  its  right  to  the  works  in  its 
catalogue"  which  caused  CBS  to 
refuse  to  sign  the  contract.  It  was 
further  alleged  that  ASCAP  was 
"induced  by  jealousy  and  a  desire 
for  personal  gain"  to  prevent  the 
consummation  of  the  agreement. 

The  same  copyright  group  also 
filed  two  suits  in  the  U.  S.  District 
Court  at  New  York  May  7,  each 
for  not  less  than  $5,000,  alleging 
the  use  of  its  works  without  per- 
mission. One  suit  named  Harold 
Stern,  orchestra  leader,  and  Her- 
man Bernie,  Stern's  manager,  as 
defendants,  and  the  other  was 
against  the  Marcus  Loew  Booking 
Agency,  Inc.,  as  operator  of  WHN, 
New  York,  alleging  that  the  song 
"Sag  Ja",  had  been  sung  over  the 
station  without  permission. 

NAB  Foundation  Formed 

NAB  completed  organization  of 
the  Radio  Program  Foundation  in 
New  York  May  3  at  a  meeting  of 
the  board  of  trustees.  Mr.  Mc- 
Cosker was  elected  chairman  of 
the  board  and  Oswald  F.  Schuette, 
director  of  copyright  activities  of 
the  NAB,  was  elected  president. 
Joseph  C.  Hostetler,  partner  of 
Mr.  Baker,  and  member  of  the 
Cleveland  firm  of  Baker,  Hostetler, 
Sidlo  &  Paterson,  was  elected  sec- 
retary. Philip  G.  Loucks,  NAB 
managing  director,  was  chosen 
treasurer.  The  board  of  trustees, 
headed  by  Mr.  McCosker,  will  con- 
trol the  policy  of  the  Foundation, 
while  active  management  will  rest 
with  Mr.  Schuette. 

Immediately  after  the  meeting 
Mr.    Schuette    began  conferences 


ernment's  anti-trust  suit  against 
RCA,  Owen  D.  Young  has  resigned 
as  chairman  of  the  executive  com- 
mittee and  as  a  director  of  RCA, 
according  to  announcement  May  5 
by  David  Sarnoff,  president.  Mr. 
Young  elected  to  remain  as  chair- 
man of  General  Electric. 

Mr.  Young,  who  was  instrumen- 
tal in  the  formation  of  the  RCA 
in  1920  as  an  executive  of  Gen- 
eral Electric,  said  he  felt  it  was 
his  plain  duty  to  remain  with  Gen- 
eral Electric  since  that  company 
has  divested  itself  of  control  of 
RCA  under  the  consent  decree. 
The  RCA  directors  accepted  the 
resignation  with  the  "keenest  re- 
gret" and  with  thanks  to  him  for 
his  "long,  devoted  and  loyal  ser- 
vices to  the  company." 

Simultaneously  the  RCA  board 
announced  that  at  its  May  4  meet- 
ing all  officers  of  the  corporation 
had  been  reelected.  They  are:  Maj. 
Gen.  J.  G.  Harbord,  chairman  of 
the  board;  David  Sarnoff,  presi- 
dent; J.  R.  McDonough,  executive 
vice  president;  Manton  Davis,  vice 
president  and  general  attorney; 
Otto  S.  Schairer,  vice  president  in 
charge  of  the  patent  department; 
George  S.  DeSousa,  treasurer; 
Henry  A.  Sullivan,  comptroller, 
Lewis  MacConnach,  secretary,  and 
Robert  C.  Proppe,  assistant  secre- 
tary. 


KFAB  Libel  Suit 

THE  SUPREME  Court  of  Ne- 
braska will  hear  arguments  May 
18  in  the  Sorensen  vs.  KFAB  libel 
case,  and  is  expected  to  sustain 
automatically  its  previous  decision 
holding  a  radio  station  equally 
liable  with  a  speaker  for  libel  ut- 
tered over  its  facilities.  In  hear- 
ing the  case  previously,  the  court 
upheld  the  libel  contention,  but  re- 
manded it  to  the  lower  court  on 
the  ground  that  it  had  erred  in  in- 
structing the  jury.  This  procedure 
was  necessary  to  prepare  the  case 
for  the  Supreme  Court  of  the 
United  States  for  final  adjudica- 
tion, because  of  its  importance  to 
the  radio  industry.  NAB  is  co- 
operating with  KFAB  in  the  liti- 
gation. 

with  copyright  owners  and  repre- 
sentatives of  copyright  owners 
owning  titles  not  included  in  the 
ASCAP  pool.  He  said  the  Founda- 
tion would  begin  functioning  under 
the  full  powers  granted  in  the 
charter  within  a  short  time.  Head- 
quarters are  likely  to  be  main- 
tained in  Washington. 

While  Mr.  Mills  was  said  to  be 
going  to  Europe  for  the  purpose 
of  attending  the  annual  meeting 
of  the  Confederation  of  Perform- 
ing-rights Societies  in  Copenhagen, 
he  doubtlessly  intends  to  take  steps 
to  "sew  up"  European  music 
sources  for  the  ASCAP  catalogue. 
The  NAB  Foundation,  it  is  under- 
stood, has  been  approached  by  nu- 
merous copyright  owners,  includ- 
ing European,  with  a  view  to  work- 
ing out  arrangements  for  perform- 
ing rights  in  this  country. 

A  number  of  broadcasting  sta- 


tions in  New  England,  it  is  re- 
ported, have  been  threatened  with 
infringement  suits  by  the  Associ- 
ated Music  Publishers,  Inc.,  a  sub- 
sidiary of  Wired  Radio,  Inc.,  which 
in  turn  is  a  subsidiary  of  the  North 
American  Company,  big  public- 
utility  holding  company.  This 
company,  claiming  ownership  of 
performing  rights  for  an  European 
catalogue,  has  threatened  infringe- 
ment suits  for  numbers  performed 
in  1931,  at  $250  each,  or  the  al- 
ternative of  the  stations  accepting 
performing  licenses,  the  terms  of 
which  are  not  known. 

In  a  special  bulletin  to  all  sta- 
tions issued  May  9,  Mr.  Schuette 
vigorously  attacked  ASCAP  for  its 
campaign  to  exact  license  fees 
from  minor  business  establish- 
ments, pointing  out  that  this  was 
being  done  despite  the  promise  of 
ASCAP  officials  to  Congress  a  year 
ago  that  this  would  not  be  done. 

"Although  ASCAP  gave  a  form- 
al promise  to  Congress  a  year  ago  \ 
that  it  would  make  no  effort  to  '! 
collect  royalties  from  small  restau-  i 
rants  and  other  minor  business  es- 
tablishments,   an    ASCAP    cam-  || 
paign  to  exact  such  license  fees  '! 
is  now  going  on  in  various  parts 
of  the  country",  Mr.  Schuette  said. 

Urges  Stations  to  Act 

"COOPERATING  broadcasting 
stations  have  sent  me  details  of 
the  campaigns  in  their  localities, 
together  with  copies  of  the  threat- 
ening letters  received  from  the 
Society  by  restaurants  that  have 
radio  receiving  sets.  Apparently 
there  is  no  uniformity  in  this  cam- 
paign. As  it  is  important  that  we 
should  have  full  information  con- 
cerning the  methods  used  in  dif- 
ferent cities,  I  am  asking  all  sta- 
tions to  make  inquiries  in  their 
own  localities  concerning  these  op- 
erations. It  will  be  of  particular 
service  if  each  station  will  send 
me  copies  of  correspondence  and 
other  information  about  the  meth- 
ods by  which  the  Society  is  under- 
taking to  obtain  fees  from  small 
restaurants  in  violation  of  its 
pledge  to  Congress." 

Advising  stations  to  ask  their 
Senators  and  Representatives  to 
act,  Mr.  Schuette  suggested  also 
that  the  small  users  should  like- 
wise ask  their  Congressmen  to  pre- 
sent the  matter  to  Chairman  Siro- 
vich  of  the  House  Patents  Commit- 
tee, to  whom  the  pledges  were 
given.  "Or,"  he  concluded,  "they 
should  ask  their  Senators  or  Rep- 
resentatives to  call  the  situation  to  !■ 
the  attention  of  the  Department 
of  Justice  or  the  Federal  Trade  ' 
Commission.  Both  of  these  gov- 
ernment departments  are  now  in- 
vestigating the  ASCAP  organiza- 
tion and  its  methods." 


Westinghouse  Moves 

REMOVAL  of  its  radio  offices,  ra- 
dio laboratories  and  store  rooms 
from  the  Westinghouse  plant  at 
East  Pittsburgh,  Pa.  to  its  manu- 
facturing plant  at  Chicopee  Falls, 
Mass.,  is  being  effected  by  the 
company.  This  action  follows  the 
recent  promotion  of  Walter  C. 
Evans  to  manager  of  the  Westing- 
house radio  department  in  charge 
of  sales,  manufacture  and  re- 
search, as  well  as  broadcasting. 
Mr.  Evans  now  is  making  his  head- 
quarters at  Chicopee  Falls. 
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Suggests  Protective  Law  on  Copyright 

Revision  of  1909  Act  to  Restrict  Performance  Fees 
To  Station  Originating  Broadcast  Proposed 


HOW  FAR  can  the  copyright  owner  go  in  collecting 
royalties  for  public  performances  where  radio  is 
concerned,  such  as  recordings  and  transcriptions, 
programs  originating  in  network  studios,  hotel 
receivers,  etc.  ?  The  man  in  the  business  of  broad- 
casting has  lost  sight  of  this  important  issue  be- 
cause he  has  been  absorbed  with  his  own  troubles 
with  the  American  Society  and  the  broadcasters. 
In  this  article,  the  former  president  of  the  Radio 
Manufacturers  Association  and  former  president 
of  Samson  Electric  Co.,  now  a  Boston  attorney, 
invades  these  little  discussed  aspects  of  copyright, 
which  happen  to  be  of  vast  importance  to  the  en- 
tire industry.  He  offers  a  definite  legislative  pro- 
gram to  correct  existing  evils. 


By  C.  C.  (CY)  COLBY 
Former  President,  RMA 


ONE  OF  the 
ominous  clouds 
overhanging  the 
radio  industry  is 
the  copyright 
situation. 


Mr.  Colby  support  broad- 
casting through  their  time  on  the 
air  and  the  manufacturers  of  ra- 
dio receiving  equipment,  but  also 
the  large  army  of  listeners 
throughout  the  nation. 

When  it  is  realized  that  the 
Copyright  Act  now  in  effect  was 
passed  in  1909,  before  the  advent 
of  broadcasting,  and  that  within 
another  year  it  will  be  a  quarter 
century  old,  no  one  will  contest 
the  fact  that  there  should  be  legis- 
lation to  bring  this  statute  in  step 
with  the  developments  of  the  last 
24  years. 

Rights  of  Composers 

NEITHER  will  any  one  contest  the 
fact  that  it  is  and  should  be  a 
fundamental  policy  of  the  country 
to  protect  properly  the  composer, 
author  and  publisher  in  the  per- 
formance, use  and  distribution  of 
their  copyrighted  material  in  or- 
der that  they  may  be  suitably  rec- 
ompensed for  their  work  and  effort. 

On  the  other  hand  the  new  copy- 
right law  should  be  set  up  with 
justice  to  all  and  the  developments 
of  the  last  quarter  century  should 
have  their  fair  bearing  in  the  new 
regulations.  Particularly  is  this 
true  of  radio,  which  is  proving  of 
inestimable  value  as  a  means  of 
disseminating  information  and  edu- 
cation, as  well  as  a  morale  builder 
through  its  entertainment  features, 
especially  in  this  period  of  depres- 
sion. 

The  radio  industry  has  had  a 
decade  of  wrangling,  fighting,  up- 
heaval and  disillusion  caused  by 
unfair  attempts  to  monopolize  il- 
legally the  rights  granted  by  the 
government  to  inventors,  and  as 
one  surveys  the  results  of  this  ten- 
year  war  around  radio  patents  it 
should  be  obvious  that  a  new  deal 
on  copyright  legislation  should  be 
such  that  no  rights  granted  in  the 
future  could  ever  be  made  the 
basis  of  oppression. 

Fundamental  Issues 

LET  US  consider  this  problem  in 
a  common-sense  way.  Granting  at 
the  outset  that  copyright  is  a  com- 
plicated subject,  we  are  concerned 
only  with  the  relation  of  copyright 
to  the  radio  field  and  we  believe 
that  the  fundamental  elements  in 
relation  thereto  are  not  hard  to 
understand  when  set  forth  in  a 
simple  manner. 

Copyright  grants  to  the  com- 
poser, author  or  publisher  control 
of  his  copyrighted  work.    He  is 


given  the  right  among  others  to 
control  the  performance  and  the 
making  of  copies  or  records  of  the 
copyrighted  material. 

An  extremely  important  distinc- 
tion between  these  two  is  the  time 
element  involved-  A  performance 
of  the  musical  composition  by  an 
orchestra,  for  instance,  begins  with 
the  first  note  and  ends  as  the  last 
note  dies  away.  On  the  other 
hand,  if  a  record  is  made  of  this 
performance  a  reproduction  of  the 
performance  may  be  had  at  a  later 
date  as  often  as  desired  by  the  use 
of  suitable  reproducing  means. 

The  United  States  Supreme 
Court  did  not  recognize  this  dif- 
ference in  time  element  in  the 
cases  which  have  come  before  it 
under  the  existent  statute.  This 
has  caused  considerable  confusion 
with  relation  to  the  right  to  re- 
ceive broadcast  programs  and  in- 
dicates a  need  for  redefinition  by 
legislation. 

Ruling  on  Hotels 

THE  LEADING  case  on  this  sub- 
iect.  Gene  Buck  et  al  vs.  Jewell- 
LaSalle  Realtv  Companv,  283  U.  S. 
191,  was  decided  in  1931.  In  this 
case  a  hotel's  reception  through 
a  radio  receiving  set  and  loud 
speakers  for  the  benefit  of  its 
guests  of  a  copyrighted  musical 
composition  broadcast  from  a  ra- 
dio station  was  held  to  constitute 
a  performance  of  such  composition. 

Let  us  consider  for  a  moment 
the  reasonableness  of  the  situation 
this  decision  creates.  There  can 
be  no  audible  transmission  of  a 
musical  composition  except  by  the 
producing  of  air  waves  which 
when  they  come  in  contact  with 
the  diaphragm  of  the  ear  give  an 
effect  which  we  call  sound.  List- 
eners are  therefore  a  necessary 
element  in  the  performance  of  a 
musical  composition  and  the  effect 
of  radio  transmission  is  only  to 
enlarge  the  number  of  listeners. 

In  the  opinion  above  cited  Mr. 


Justice  Brandeis  laid  emphasis  on 
the  fact  that  the  electrical  means 
used  to  transmit  the  program  was 
inaudible.  He  said:  "In  the  mic- 
rophone of  the  radio  transmitter 
the  sound  waves  are  used  to  modu- 
late electrical  currents  of  rela- 
tively high  freauencies  which  are 
broadcast  .  .  .These  radio  waves 
are  not  audible.  In  the  receiving 
set  they  are  rectified;  that  is  con- 
verted into  direct  currents  which 
actuate  loud  speakers  to  produce 
again  in  the  air  sound  waves  of 
audible  frequencies." 

Double  Performance 

BECAUSE  of  this  inaudible  in- 
tervening means  of  electrical  trans- 
mission the  reception  and  repro- 
duction in  the  hotel  of  a  musical 
comnosition  was  held  to  be  another 
performance. 

If  we  follow  out  this  theory  of 
the  intervening  inaudible  electri- 
cal means  of  transmission  to  a 
logical  conclusion  it  would  mean 
that  where  transmission  was  by 
carrier  wave  frequency  over  wires 
the  musical  composition  trans- 
mitted would  be  re-performed 
where  received  because  such  trans- 
mission is  inaudible. 

It  would  seem  naturally  to  fol- 
low that  where  the  transmission  of 
a  program  by  the  use  of  wires  in 
the  ordinary  amplifying  system, 
inasmuch  as  the  electrical  means 
interposed  between  the  original  air 
waves  and  the  air  waves  set  ud  in 
the  loud  speaker  is  inaudible, 
would  be  another  performance. 
For  instance,  imagine  a  large  au- 
dience before  whom  the  musical 
composition  was  being  rendered, 
where  a  portion  of  the  audience 
could  hear  the  direct  air  waves 
while  thousands  beyond  the  range 
could  hear  only  by  means  of  an 
electrical  amplifying  system 
through  the  reaction  of  the  sec- 
ondary air  waves  set  up  by  the 
loud  speakers  of  the  system.  Here 
then  would  be  a  double  perfor- 


mance in  the  presence  of  a  single 
audience. 

Re  Record  Making 

THERE  is  but  one  place  where 
the  instruments  are  and  the  in- 
strumentalists are  playing.  Here 
is  the  performance.  When  the  music 
ceases  the  reproduction,  whether 
local  or  at  a  distance  transmitted 
by  electrical  means,  ceases.  It  is 
simultaneous.  In  point  of  time 
that  performance  is  over.  The  in- 
tervening electrical  transmission 
means  has  simply  enlarged  the 
audience. 

Let  us  for  a  moment  consider 
the  situation  of  recorded  perfor- 
mances. Here  the  performance  has 
been  reduced  to  permanent  form, 
a  record  has  been  created  and  by 
the  use  of  suitable  reproducing 
means  a  reproduction  of  the  per- 
formance may  be  had, — yes,  is  in- 
tended to  be  had,  at  a  later  date. 
The  performance  of  the  musical 
composition  took  place  in  the  re- 
cording studio.  It  is  over.  It  is 
probable  that  no  one  outside  the 
recording  studio  heard  it.  The  in- 
tent in  making  it  is  that  a  repro- 
duction of  the  composition  may  be 
had  through  the  use  of  suitable 
mechanical  or  electrical  means 
later  at  will  so  long  as  the  record 
shall  last. 

The  record  of  a  musical  compo- 
sition is  analogous  to  a  published 
book,  the  enjoyment  of  which  is 
brought  to  the  mind  through  the 
ear  by  suitable  reproducing  means, 
rather  than  through  the  eye.  It 
is  made  for  sale  and  distributed 
through  the  trade  like  the  book. 
Once  sold  its  use  cannot  be  con- 
trolled by  the  manufacturer  in  the 
case  of  a  record  or  a  publisher  in 
the  case  of  a  book. 

A  Trap  for  Performer 

THE  TIME  to  protect  a  copyright 
owner  in  the  case  of  records  is 
when  the  license  to  record  the  com- 
position is  given,  but  he  should  be 
given  no  more  right  to  interfere 
with  its  sale,  distribution  or  use 
than  is  permitted  in  the  case  of 
a  printed  copy  of  a  published  copy- 
righted work. 

Under  the  Copyright  Act  of 
1909  intent  to  infringe  is  not  es- 
sential. Consequently  if  the  re- 
ception of  a  broadcast  program  is 
to  be  considered  a  performance 
within  the  meaning  of  the  act  a 
situation  is  created  which  is  not 
only  unfair,  but  which  will  result 
in  thousands  of  unintentional  in- 
fringement cases,  as  an  operator 
of  a  receiving  set  has  no  adequate 
means  of  informing  himself  in 
advance  as  to  the  musical  compo- 
sitions to  be  played  or  whether  the 
broadcaster  is  licensed  as  to  each 
or  any  of  them. 

The  result  of  this  situation  is 
to  set  a  trap  for  the  operator  and 
to  provide  a  means  for  the  copy- 
right owners  to  work  an  extensive 
racket  in  demanding  royalties  of 
every  owner  of  a  hotel,  restaurant, 
arena,  dance  hall — in  fact  _  any 
place  where  the  public  is  admitted. 

Means  of  Relief 

MR.  JUSTICE  BRANDEIS  in  the 
case  above  mentioned  sensed  this 
and  pointed  the  way  to  its  relief 
when  he  said:     "It  may  be  that 

{Continued  on  page  26) 
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Building  and  Loan 
Program  Stabilizer 
In  Banking  Holiday 

"Hoss  Sense"  Hiram  Restores 
Confidence  of  D.  C.  Public 

By  WILLIAM  S.  QUINTER 
Secretary,  Building  Ass'n.  Council 
District  of  Columbia 

THIS  IS  a  story  of  how  a  fictitious 
radio  character  successfully  stood 
guard  over  more  than  $87,000,000 
during  the  hectic,  uncertain  days 
of  the  bank  holiday.  It  is  also 
another  instance  of  radio  being 
able  to  do  something  which  would 
have  been  impossible  in  any  other 
advertising  medium. 

Last  January  the  17  building 
and  loan  associations  of  the  Dis- 
trict of  Columbia,  which  comprise 
the  Building  Association  Council, 
first  considered  the  possibilities  of 
using  radio  as  a  medium  to  tell 
people  of  the  services  of  those 
associations.  The  original  plan 
was  to  use  a  series  of  spot  an- 
nouncements in  connection  with 
Thrift  Week. 

Homely  Character  Proposed 

DISCUSSION  of  the  matter  with 
the  Henry  J.  Kaufman  Advertising 
Agency,  however,  brought  a  sug- 
gestion for  a  more  consistent  use 
of  radio.  Shannon  Allen,  head  of 
the  Kaufman  radio  department, 
carefully  analysed  the  particular 
job  we  wanted  done  and  then  sug- 
gested a  program  idea  to  do  it. 

This  suggestion  contemplated  the 
creation  of  a  radio  character  whose 
homely  humor  and  native  wit  gave 
his  remarks  an  entertainment 
value  and  whose  obvious  good 
sense  and  hard-headedness  gave 
weight  to  what  he  had  to  say  rela- 
tive to  building  and  loan  associa- 
tions. 

Evolution  of  Program 

THAT  this  character  might  logi- 
ically,  and  in  an  entertaining  way, 
deliver  his  remarks,  two  other 
characters,  a  nephew  and  the 
nephew's  wife,  were  created.  The 
scene  was  laid  in  a  typical  middle 
class  Washington  home.  Simple 
situation  humor  was  present,  and 
the  nephew,  a  rather  gullible  chap, 
established  a  perfect  foil  for  the 
Uncle's  remarks. 

And  so,  "Hoss  Sense"  Hiram,  on 
a  very  modest  schedule  of  three 
times  a  week  in  five  minute  pe- 
riods, started  on  WRC  for  13 
weeks,  ending  April  17.  Suspended 
for  the  summer,  this  program  will 
return  to  the  air  in  September  for 
26  more  weeks. 

From  the  beginning  it  was  ap- 
parent that  in  "Uncle  Hiram"  we 
had  a  means  of  calling  public  at- 
tention to  points  which  heretofore 
had  been  difficult  to  make  clear. 
He  very  shortly  established  a  fol- 
lowing and  earned  a  reputation  as 
a  man  of  few  words,  but  who, 
when  he  spoke,  spoke  with  author- 
ity and  "hoss  sense". 

Role  in  Bank  Holiday 

THEN  the  bank  holiday! 

Building  and  loan  associations 
as  well  as  banks  were  affected  by 
Treasury  Department  rulings.  The 
public  was  hoping  for  the  best, 
wanting  to  believe  that  all  was 


NEW  STANDARD  OF  COVERAGE 

Listening  Habits  Held  Inaccurate  Index  to  Station's 
 Reliable  Service  /  Scientific  Check  Urged  


f/3 
Mr.  Felix 


By  EDGAR  H.  FELIX* 

THE  VALUA- 
TION of  the  cov- 
erage of  a  broad- 
casting station 
has  never  been 
on  the  gold  stand- 
ard. In  fact,  only 
recently  has  any- 
one attempted  to 
establish  any  rec- 
ognized standard 
for  the  determi- 
nation of  the  coverage  of  a  broad- 
casting station. 

Numerous  attempts  have  been 
made  by  broadcasting  manage- 
ments to  evolve  a  service  claim  by 
assuming  an  arbitrary  coverage 
radius,  by  the  cumulative  tabula- 
tion of  mail  response  and  by  the 
wholesale  questioning  of  listeners. 
But  no  broadcasting  station  has 
uniform  coverage  in  all  directions 
and  there  appears  to  be  only  a 
vague  relation  between  power  and 
service  range. 

Mail  tabulations  do  not  dis- 
tinguish between  regular  listening 
and  reception  under  unusual  condi- 
tions at  hours  which  the  adver- 
tiser does  not  purchase.  Question- 


well,  anxious  to  be  assured — but 
withal,  extremely  sceptical. 

But  they  believed  "Hoss  Sense" 
Hiram ! 

For  weeks  he  had  been  coming 
into  their  homes,  a  kindly,  shrewd 
old  gentleman.  They  had  confi- 
dence in  him,  and  in  his  judgment 
on  things.  Fortunately,  "Hoss 
Sense"  in  his  regular  calls  had 
been  commenting  on  things  of  the 
moment,  so  there  was  no  stepping 
out  of  character  when  he  began 
going  to  the  mat  with  the  local 
fiscal  situation. 

The  nephew  and  his  wife  voiced 
every  question  and  uncertainty 
that  were  in  the  public  mind  at 
the  moment.  Quietly,  forcefully, 
and  with  a  manner  that  insured 
confidence,  "Hoss  Sense"  Hiram 
gave  them  the  facts,  allayed  their 
fears  and  kept  them  in  line.  So 
common-sense  were  his  statements, 
so  accurately  did  they  apply  to  the 
local  situation,  that  any  one  listen- 
ing was  certain  to  be  reassured. 

Stands  the  Test 

AND  THEN  came  the  test.  The 
Treasury  Department  lifted  its  re- 
straining orders.  The  doors  were 
open  again.  People  had  the  op- 
portunity of  indicating  their  con- 
fidence in  the  building  and  loan 
associations.  "Uncle  Hiram"  had 
been  the  only  spokesman  for  the 
council  during  the  holiday,  but  evi- 
dently he  had  done  his  job  well, 
for  deposits  immediately  exceeded 
withdrawals. 

The  Building  Association  Coun- 
cil of  the  District  of  Columbia  is 
thoroughly  convinced  that  radio, 
as  a  medium  for  reaching  a  great 
number  of  people,  can  be  utilized 
to  create  a  definite  public  impres- 
sion of  a  service  or  a  product. 
Success  depends  on  planning  a  pro- 
gram which  entertains  and  which 
at  the  same  time  puts  over  the 
idea  desired  by  the  sponsor. 


naires  are  frequently  misleading, 
listeners  often  claim  to  regular 
utilization  of  a  station  despite  the 
fact  that  it  delivers  unsatisfactory 
service  to  them. 

For  example,  XER,  Villa  Acuna, 
Mexico,  is  claimed  as  a  source  of 
regular-service  by  listeners  in 
every  state  of  the  union  and  every 
province  of  Canada,  but  it  renders 
regular  and  enjoyable  service  in 
only  a  few  southern  states.  How- 
ever, listeners  like  to  assert  in 
questionnaires  that  they  listen  reg- 
ularly to  a  foreign  station  or  in 
fact  to  distant  stations  which  they 
can  tune  in  with  fair  reliability  at 
late  hours. 

The  confusion  between  listening 
habits  and  coverage  is  in  part  oc- 
casioned by  the  fact  that  there 
may  be  listeners  where  there  is  no 
regular  coverage  and  conversely, 
where  there  is  coverage,  there  may 
be  no  listeners. 

Scientific  Check  Possible 

THE  FUNCTION  of  a  broadcast 
transmitter  is  to  deliver  a  signal 
over  an  area,  and  the  advertiser 
wants  to  know  the  extent  of  the 
area  where  the  signal  is  absolutely 
reliable  and  can  be  used  for  enter- 
tainment purposes  at  all  hours 
without  fading  or  excessive  back- 
ground noise.  Only  through  the 
delivery  of  such  a  signal  can  ha- 
bitual listening  to  a  good  program 
be  secured  and  good  will  and  sales 
power  established.  The  extent  of 
this  area  can  be  determined  accu- 
rately by  scientific  measurement  in 
the  field  and  without  recourse  to 
such  an  unreliable  criterion  as 
listener  judgment. 

The  distinction  between  coverage 
and  listening  is  similar  to  that  ex- 
isting in  magazine  and  newspaper 
coverage.  A  classified  advertise- 
ment in  the  New  York  Times  may 
secure  a  response  from  Nome, 
Alaska,  because  the  paper  has  cir- 
culation there,  but  certainly  no  ad- 
vertiser would  buy  the  Times  to 
secure  Nome  coverage.  The  de- 
livery of  a  publication  to  an  ad- 
dress is  no  assurance  that  an  ad- 
vertisement will  be  read.  That  de- 
pends upon  the  attractiveness  of 
the  publication,  the  number  of 
competing  publications  being  re- 
ceived and  the  competition  of  every 
other  form  of  human  activity.  Cir- 
culation is  merely  the  establish- 
ment of  a  potential,  and  not  ac- 
tual, reader. 

Potential  Listeners 

THE  DELIVERY  of  an  entirely 
useful  and  unfailing  signal  to  a 
radio  receiver  does  not  necessarily 
produce  an  actual  listener;  merely 
a  potential  listener.  But  it  gives 
the  advertiser  an  opportunity  by 
means  of  a  program  of  sufficient 
attractiveness  to  win  a  listening 
group,  exactly  comparable  with 
the  opportunity  afforded  through 
the  circulation  of  a  publication. 

Therefore,  the  accurate  determi- 
nation of  measured  radio  coverage 
is  as  significant  to  the  radio  ad- 
vertiser as  circulation  is  to  the 
(Continued  on  page  26) 


Roper's  Plan  Still 
Before  Roosevelt 

More  Commission  Dismissals 
Slated  to  Meet  Budget  Cut 

ALL  REMAINS  quiet  officially  on 
the  Roper  government  bureau  re- 
organization plan,  which  first  in- 
corporated a  proposal  to  transfer 
radio  regulation  to  the  proposed 
Bureau  of  Transportation  of  the 
Department  of  Commerce.  The 
proposal,  submitted  to  President 
Roosevelt  more  than  a  month  ago, 
has  been  revised  in  several  details, 
but  how  radio  regulation  is  af- 
fected remains  undisclosed. 

Strong  protests  against  abolition 
of  the  Commission  have  been  pre- 
sented to  the  White  House,  to  Sec- 
retary of  Commerce  Roper,  and  to 
other  administration  officials.  These 
are  understood  to  have  influenced 
sentiment  against  any  immediate 
change  in  the  present  form  of 
radio  regulation. 

Reports  that  the  entire  Roper 
plan  had  been  pigeonholed,  for  the 
time  being  at  least,  were  denied  by 
Secretary  Roper.  He  said  that 
proposal  is  before  President  Roose- 
velt and  awaits  his  consideration. 
The  series  of  economic  conferences 
with  foreign  emissaries  has  pre- 
vented presidential  consideration 
of  this  and  other  governmental  re- 
organization proposals,  it  was  said. 

Meanwhile,  the  Commission  is 
continuing  its  reorganization 
plans,  necessitated  by  the  sharp 
reduction  in  its  appropriation  ef- 
fective July  1.  Chief  Examiner 
Ellis  A.  Yost  and  Examiner  El- 
mer W.  Pratt,  both  Republicans, 
are  expected  to  leave  the  Commis- 
sion next  month  to  make  way  for 
new  Democratic  appointees  in  the 
legal  division,  with  Ralph  L.  Wal- 
ker and  George  H.  Hill,  both  Dem- 
ocratic attorneys  in  the  legal  divi- 
sion, slated  for  examinerships.  The 
chief  examinership  is  to  be 
abolished. 

Rosel  H.  Hyde,  the  third  ex- 
aminer, also  a  Republican,  is  to  be 
transferred  to  the  legal  division  at 
a  sharp  reduction  in  salary. 

Although  the  Commission  has  de- 
cided to  abolish  the  press  section, 
headed  by  G.  Franklin  Wisner, 
veteran  Washington  newspaper- 
man, vigorous  protests  were  of- 
fered by  Washington  newspaper- 
men, who  submitted  to  the  Com- 
mission a  petition  with  approxi- 
mately a  hundred  signatures  op- 
posing abolition  of  the  section. 
Rep.  Ludlow,  (D.)  of  Ind.,  himself 
a  former  newspaperman,  attacked 
the  proposed  abolishment  of  the 
press  section  in  an  address  before 
the  House  May  10. 

The  Commission,  within  the  next 
fortnight,  is  also  expected  to  an- 
nounce deletion  of  about  two  dozen 
employees,  both  in  Washington  and 
in  the  field,  and  will  close  three 
field  offices  to  meet  the  $140,000 
cut  in  its  appropriations. 


PLANS  are  being  made  for  a  meet- 
ing of  the  NAB  Engineering  Sec- 
tion to  be  held  at  Chicago  concur- 
rently with  the  annual  convention 
of  the  Institute  of  Radio  Engineers 
June  26,  27  and  28.  The  program 
is  being  worked  out  by  Joseph  A. 
Chambers,  WLW,  Cincinnati, 
chairman  of  the  NAB  section,  and 
J.  C.  McNary,  NAB  engineer. 
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Radio  Audit  Bureau  Proposed 
At  Education  Institute  Meeting 

Canadian  Criticizes  Advertising  Practices; 
Improved  School  Programs  Urged 


COLUMBUS,  0.— Various  views 
on  the  problems  of  education  by 
radio,  criticism  of  advertising 
methods  of  commercial  broadcast- 
ers, a  plea  for  better  quality 
rather  than  more  quantity  in  edu- 
cational broadcasting  and  a  pro- 
posal that  an  audit  bureau  be  es- 
tablished for  radio  stations  were 
advanced  by  speakers  at  the  fourth 
annual  Institute  for  Education  by 
Radio  May  4-6  at  Ohio  State  Uni- 
versity. 

All  speakers  agreed  that  educa- 
tion by  radio  is  still  in  its  infancy, 
and  several  intimated  that  educa- 
tors would  do  well  to  make  the 
most  of  facilities  available  rather 
than  to  strive  for  more  wave 
lengths  at  this  stage. 

Canadian  Criticism 

THE  ONLY  outspoken  criticism  of 
the  American  Plan  of  broadcasting 
was  voiced  by  an  outsider — E.  A. 
Weir,  director  of  programs  for  the 
Canadian  Radio  Broadcasting  Com- 
mission. 

"The  increasing  tide  of  dissatis- 
faction aroused  as  a  result  of  the 
lengths  to  which  some  advertisers 
go  in  their  efforts  to  force  sales 
threatens  to  seriously  impair  the 
efficiency  of  radio  even  as  an  ad- 
vertising medium,"  he  said.  Add- 
ing that  he  is  not  in  entire  accord 
with  the  view  that  "the  prime  pur- 
pose of  radio  is  to  be  a  great  en- 
tertainment and  educational  me- 
dium," he  said: 

"Though  the  latter  school  of 
thought  is  close  to  the  truth,  it 
does  not  fully  express  the  real  pur- 
pose of  radio.  To  me  the  prime 
purpose  of  this  great  medium  of 
thought  is  to  develop  to  the  high- 
est degree  the  latent  possibilities 
of  the  talent  lying  undeveloped  or 
semi-developed  in  our  cosmopolitan 
population." 

Favors  Foreign  Exchange 

MR.  WEIR  asserted  that  the  "pro- 
motion of  national  unity  by  radio 
always  carried  with  it  the  danger 
of  promoting  narrow  nationalism" 
but  that  Canada  "seems  well  past 
that  danger".  The  Canadian  Com- 
mission, he  said,  is  seeking  to  de- 
velop a  foreign  program  exchange 
"as  one  of  the  greatest  possible 
sources  of  entertainment  and  edu- 
cation." 

Establishment  of  an  "audit  bu- 
reau of  circulation"  for  radio  was 
suggested  by  Herman  S.  Hettinger, 
instructor  of  merchandising  at  the 
Wharton  School  of  Finance  and 
Commerce,  University  of  Pennsyl- 
vania. Such  an  agency,  he  said, 
could  make  field  intensity  mea- 
surements, conduct  listener  re- 
search and  determine  the  popu- 
larity of  specific  programs  and 
stations. 

Declaring  that  the  development 
of  listener  research  is  compara- 
tively recent,  starting  in  1928,  he 
said: 

"The  comparative  recency 
explains  the  wide  disparity  of 
methods    and    fundamental  con- 


cepts which  exist  in  that  field. 
The  remarkable  thing  is  not  the 
different  methods  which  have  been 
employed,  but  the  degree  to  which 
the  results  attained  by  these  meth- 
ods are  in  agreement.  This  agree- 
ment points  to  the  fact  that  list- 
ener research  is  emerging  from 
the  experimental  field  and  that  the 
time  has  come  for  an  evaluation 
and  probably  greater  standardiza- 
tion of  methods." 

Mr.  Hettinger  discussed  two  pre- 
vailing methods  of  research — the 
telephone  interview  and  the  house- 
to-house  canvass,  holding  that  the 
latter  plan  has  many  advantages. 

Investigations  show,  he  said, 
that  from  55  to  57  per  cent  of  all 
the  programs  listened  to  are  never 
mentioned  in  response  to  the  in- 
terviewers' questioning. 

Memory  Unreliable 

"THE  unreliability  of  the  listener's 
program  memory  has  been  shown 
by  F.  H.  Lumley,  of  Ohio  State 
University,  in  a  study  which  re- 
vealed that,  when  confronted  with 
names  of  programs  actually  broad- 
cast and  fictitious  names  of  pro- 
grams never  broadcast,  listeners 
are  almost  as  prone  to  mention  the 
fake  programs  as  the  real  ones." 

Among  the  factors  Mr.  Hettinger 
cited  as  serving  to  impress  a  pro- 
gram on  the  listener's  memory  are 
novelty,  showmanship,  presence  of 
star  performers,  program  repeti- 
tion, and  the  distinctive  names  of 
the  program.  "Programs  possess- 
ing qualities  of  this  type  tend  to 
be  remembered  more  readily  than 
are  other  programs,"  he  said. 
"This  works  especially  to  the  det- 
riment of  the  sustaining  programs 
of  a  station  or  network." 

Importance  of  quality  rather 
than  quantity  in  educational  broad- 
casting was  stressed  by  Kenneth 
G.  Bartlett,  program  director  of 
WMAC,  Syracuse  University. 
Stating  that  last  year  Syracuse 
University  reduced  its  programs 
on  WMAC  75  per  cent,  he  ex- 
plained: 

"We  have  not  put  such  a  hodge- 
podge of  stuff  on  the  air;  we  have 
filled  our  programs  more  carefully 
and  broadcast  them  more  fre- 
quently; and  our  results  warrant 
the  continuance  of  this  program 
another  year.  Our  experience  is 
definite  in  this  respect — we  must 
broadcast  better  before  we  can 
broadcast  more." 

Still  in  Infancy 

RADIO  education  is  still  in  its  in- 
fancy. Dr.  C.  M.  Koon,  senior  spe- 
cialist in  education  by  radio,  U.  S. 
Office  of  Education,  told  the  Insti- 
tute. After  describing  the  work 
of  his  office  and  a  pamphlet  re- 
cently issued  on  "The  Art  of  Teach- 
ing by  Radio",  Dr.  Koon  said: 

"Years  of  scientific  research  and 
experimentation  will  be  needed  to 
solve  the  numerous  educational  and 
broadcasting  problems  involved  in 
teaching  by  radio." 

Radio  station  program  directors 
were  urged  to  coach  public  officials 


Talking  over  World  Fair  Radio 


PRACTICALLY  all  broadcasting 
stations  in  Chicago  and  many  in 
other  cities  are  cooperating  with 
the  radio  division  of  the  Century 
of  Progress  International  Exposi- 
tion in  an  extensive  publicity  cam- 
paign to  promote  the  1933  world's 
fair,  starting  June  1  and  lasting 
to  Nov.  1. 

Chicago  stations  of  NBC  and 
CBS  besides  carrying  individual 
programs,  are  acting  as  keys  for 
programs  that  are  being  carried 
over  the  networks.  In  addition, 
continuities  are  beitig  distributed 
among  broadcasters  throughout 
the  country  with  suggestions  re- 
garding the  publicizing  of  the  ex- 
position. 

The  above  picture  shows  R.  Cal- 
vert Haws,  chief  of  radio  activi- 
ties of  the  Century  of  Progress 
Exposition,  discussing  with  Steve 
Trumbull,  Chicago  contact  man  for 
CBS,  arrangements  for  making 
available  164  line  circuits  for 
broadcasting  from  any  part  of  the 
exposition  grounds. 


in  the  art  of  public  speaking  be- 
fore allowing  them  to  go  on  the 
air  by  Prof.  Virginia  E.  Sander- 
son, of  Ohio  State  University.  The 
speaker  "owes  it  to  his  audience" 
to  make  a  good  talk,  she  said,  "and 
certainly  the  person  who  arranges 
for  the  program  should  feel  a  re- 
sponsibility toward  the  audience, 
too." 

"The  radio  audience  wants  to  be 
addressed  directly;  wants  to  hear 
a  vivid,  interesting  talk,  contain- 
ing not  more  than  one  or  two 
major  ideas.  It  desires  to  be  made 
to  feel  that  the  speaker  is  really 
speaking  with  them  and  is  inter- 
ested in  their  response,  and  appre- 
ciates language  which  is  clear  and 
stimulating." 

Because  "some  speakers  resent 
the  fact  that  they  need  help  and 
are  content  with  themselves  as  they 
are,"  Prof.  Sanderson  suggested 
use  of  the  greatest  tact  on  the 
part  of  the  program  director  in 
bringing  about  the  desired  im- 
provement. 

N.  C.  E.  R.  Survey 

A  REPORT  on  a  survey  of  broad- 
casting in  land-grant  colleges  and 
state  universities  was  made  by 
Tracy  F.  Tyler,  secretary  and  re- 
search director  for  the  National 
Committee  on  Education  by  Radio. 

"Two  facts  stood  out  above  all 
others  in -a  study  of  the  facilities 
used  in  broadcasting  by  the  college 
and  university  stations,"  he  said. 
"First,    the    relatively   poor  fre- 


quency assignments  a  commercially 
minded  Radio  Commission  has 
given  to  these  institutions  charged 
with  the  responsibility  of  serving 
their  entire  states.  Second,  the 
relatively  insignificant  amount,  1.8 
per  cent,  of  the  United  States 
broadcast  band  assigned  to  this 
important  service." 

Other  conclusions  based  on  the 
survey  were  that  college  broad- 
casting may  consist  of  as  much  as 
28  per  cent  entertainment  mate- 
rial, that  broadcasts  of  athletic 
contests  and  musical  and  dramatic 
entertainment  will  gain  favorable 
attention  for  the  institution  and 
that  broadcasts  intended  for  school 
use  should  be  of  a  supplementary 
nature. 

Radio  and  the  Farmer 

SINCE  the  advent  of  radio  the 
farmer  and  his  family  no  longer 
"go  to  bed  with  the  chickens," 
Frank  E.  Mullen,  NBC  agricultural 
program  director,  said  in  a  talk  on 
"The  Farmer's  Interest  in  Radio". 

"The  radio  receiver  today  is  as 
important  a  piece  of  farm  equip- 
ment as  the  tractor  or  the  auto- 
mobile," he  said,  "because  of  the 
invaluable  nature  of  radio's  agri- 
cultural service. 

"Farmers  differ  radically  from 
city  people  in  their  reactions  to 
radio  programs  in  this  one  par- 
ticular," he  said.  "They  apply  the 
yardstick  of  usefulness  in  addition 
to  the  valuation  of  radio  as  an  en- 
tertainment medium.  While  they 
receive  the  same  thrill  from  hear- 
ing a  great  orchestra  or  a  famous 
artist  as  city  listeners,  they  also 
receive  important  news  and  infor- 
mation of  decided  economic  value." 

Mr.  Mullen  reviewed  10  years  of 
agricultural  broadcasting,  stating 
that  most  of  the  informational  fea- 
tures such  as  weather  and  markets 
which  originated  with  the  birth  of 
broadcasting  still  remain  on  the 
air. 

In  Teaching  Arts 

THE  ROLE  of  broadcasting  in 
teaching  the  arts  was  stressed  by 
William  H.  Vogel,  art  director  for 
the  Cincinnati  public  schools,  and 
Wayne  Claxton,  of  the  art  educa- 
tion faculty  of  the  University  of 
Wisconsin. 

Both  agreed  that  the  teaching  of 
any  art  by  radio  must  of  neces- 
sity be  of  a  general  nature.  Mr. 
Claxton  said  that  his  programs 
create  "dramatic  settings,  stimu- 
lating the  child's  imagination  for 
recreation  in  plastic  form."  The 
broadcasts  are  followed  by  draw- 
ing or  painting  periods,  he  said, 
and  the  sketches  are  then  for- 
warded to  the  radio  station. 
Twenty  schools,  with  500  to  700 
pupils,  have  been  participating  in 
the  Wisconsin  radio  art  classes. 
Mr.  Vogel  said  "radio  for  the  most 
part  is  designed  for  the  masses" 
and  that  any  educational  program 
should  "be  suggestive  rather  than 
didactic." 


Pape  Back  at  WODX 

W.  O.  PAPE,  president  and  mana- 
ger of  WAPI,  Birmingham,  has 
sold  his  half  interest  in  that  sta- 
tion to  B.  H.  Hopson,  his  partner, 
who  represents  the  interests  of 
Frederick  I.  Thompson,  publisher 
of  the  Montgomery  Journal  & 
Times.  Mr.  Pape  has  returned  to 
WODX,  Mobile,  of  which  he  was 
co-founder. 
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The  WIBO  Decision 

RIGHTLY  or  wrongly,  the  United  States  Su- 
preme Court  has  spoken  with  finality  on  the 
radio  law.  Its  ruling  in  the  WIBO  case  gives 
the  Radio  Commission  absolute  powers  in  the 
parceling  out  of  radio  facilities,  even  to  the 
point  of  taking  them  away  from  one  party 
and  giving  them  to  another.  That  the  deci- 
sion has  thrown  fear  into  the  hearts  of  sta- 
tion owners  in  every  one  of  the  30  over-quota 
states,  goes  without  saying. 

This  fear  is  not  based  solely  on  the  court's 
decision.  It  grows  out  of  a  lack  of  confidence 
in  the  Commission  itself.  If  the  Commission 
were  really  a  judicial  board,  administering  the 
law  without  fear  or  favor,  there  could  be  no 
quarrel  from  any  quarter  with  the  Supreme 
Court's  decision.  But  the  fact  remains  that 
politics  all  too  often  has  swayed  its  decisions. 
To  see  more  stations  snuffed  out  of  existence, 
regardless  of  their  public  service  merits,  sim- 
ply because  the  weight  of  political  influence 
was  against  them,  would  render  the  whole  fed- 
eral regulation  of  radio  a  mockery. 

It  is  to  be  hoped  that  the  Commission  will 
use  its  new  power  to  purge  the  radio  waves 
of  those  licensees  whose  past  and  present  rec- 
ords show  they  are  not  fit  to  serve  the  public. 
Bringing  about  an  equalization  this  way  would 
be  hailed  by  the  better  class  of  broadcasters. 
But  for  worthy  licensees  to  be  subjected  to 
political  bludgeoning  simply  because  they  hap- 
pen to  be  in  over-quota  areas,  is  rank  injustice. 

There  is  no  point  in  bemoaning  the  Supreme 
Court's  decision.  It  is  too  late  to  quarrel  with 
the  NAB  for  failing  to  intervene  in  the  case 
on  behalf  of  the  industry  so  that  WIBO  and 
WPCC  would  have  had  better  representation. 
If  those  who  believe  the  Davis  amendment  has 
already  served  its  purpose  are  sincere,  they 
should  extend  their  efforts  to  have  it  repealed. 
That  is  the  only  way  the  teeth  can  be  taken 
cut  of  the  Supreme  Court  decision — that  or  a 
more  vigorously  independent  Radio  Commis- 
sion. 


Getting  the  News 

THE  EDICTS  of  the  Associated  Press  and 
the  American  Newspaper  Publishers  Associa- 
tion limiting  news  on  the  air  appear  to  have 
more  bark  than  bite.  In  practice,  the  resolu- 
tions adopted  by  the  press  groups  have  not 
very  greatly  altered  the  functions  of  either 
the  networks  or  stations  in  the  broadcasting 
of  news.  Those  of  the  press  who  had  in  mind 
a  definite  ban  on  radioing  the  news  must  be 
sadly  disappointed. 

Radio  people  generally  seem  quite  indiffer- 
ent about  the  actions  taken  at  the  recent  press 
meetings.  The  networks  and  their  commenta- 
tors have  found  legitimate  ways  of  getting 


what  news  they  want  and  need  without  press 
association  help,  for  the  press  by  no  means 
can  have  a  monopoly  on  news.  Local  stations 
interested  in  supplying  news  are  still  getting 
it  in  almost  as  substantial  quantity  as  before, 
for  the  A. P.  is  not  the  only  press  association 
in  the  field. 

From  our  observations,  and  from  reports 
coming  to  us  from  the  field,  there  is  scant 
perceptible  difference  between  the  news  flashes 
and  comments  now  being  offered  and  those  of 
the  pre-resolution  days.  The  100  or  more  news- 
papers operating  stations  and  the  several  hun- 
dred more  that  have  satisfactory  radio  tieups 
are  still  on  the  air  with  news.  Their  A.P. 
bulletins  may  be  somewhat  shorter,  but  the 
essential  news  is  there — and,  aside  from  com- 
ments, who  wants  our  essential  entertainment 
medium  surfeited  with  too  much  routine  news  ? 

Naturally,  there  was  at  first  some  anxiety 
in  broadcasting  circles  over  the  press  action. 
Newspapers  controlling  radio  stations  were 
almost  unanimously  opposed  to  the  resolutions, 
and  are  still  more  irked  than  any  others. 
"What  bothers  me  more  than  the  fact  that 
a  lot  of  country  editors  should  have  put  one 
over  on  us,"  remarked  the  editor  of  one  of 
America's  largest  newspapers  which  also  op- 
erates an  important  station,  "is  that  these 
broadcasters  don't  seem  to  give  a  hang." 


Was  it  honest  journalism  for  the 
vaunted  Associated  Press  deliberately  to 
omit  mention  in  its  dispatches  that  radio 
was  the  medium  over  which  President 
Roosevelt  rendered  his  second  account  of 
stewardship  to  the  A  me  ric  an  people 
May  7? 


Astute  Use  of  Radio 

AGAIN  we  of  the  radio  industry  should  doff 
our  hats  to  President  Roosevelt  for  knowing 
how  to  use  radio  with  greatest  effectiveness. 
We  confess  we  were  at  first  provoked  when 
we  learned  that  he  would  not  permit  the 
broadcasting  of  his  more  or  less  impromptu 
and  informal  remarks  before  the  United 
States  Chamber  of  Commerce  May  4.  Then 
we  learned  the  real  reason.  He  did  not  want 
to  detract  interest  from  his  special  radio 
speech  to  the  American  people — his  "account 
of  stewardship"  to  date — that  he  had  planned 
for  Sunday  night.  May  7.  Either  President 
Roosevelt  or  the  men  around  him  are  consum- 
mate showmen,  for  this  was  an  astute  deci- 
sion. That  the  President  should  again  use 
the  radio  as  the  primary  medium  for  con- 
tacting his  "American  family"  is  another 
great  tribute  to  radio  for  which  the  broad- 
casters owe  the  chief  executive  their  heart- 
felt thanks. 


The  RADIO 
BOOK  SHELF 

HUNDREDS  of  promotional  ideas  based  on 
analyses  of  proved  advertising  successes  in  50 
of  the  country's  leading  stores  are  contained 
in  "The  Daily  Planning  Guide",  just  published 
by  the  Sales  Promotion  Division  of  the  Na- 
tional Retail  Dry  Goods  Association,  225  W. 
34th  St.,  New  York.  The  guide  is  a  reference 
manual  consisting  chiefly  of  sales  calendars 
for  every  month  in  the  year.  It  is  designed 
to  aid  in  planning  advertising  operations  and 
help  the  retailer  to  feature  the  right  merchan- 
dise for  each  occasion  and  use  the  most  at- 
tractive selling  arguments  in  connection  with 
each  special  event. 


WESTINGHOUSE'S  Octavus  Roy  Cohen 
Murder  Mystery,  which  the  celebrated  author 
wrote  especially  for  the  microphone,  is  about 
to  become  a  book  and  take  its  place  on  the 
long  shelf  of  Cohen  mystery  stories.  L^ter 
it  may  become  a  play  on  Broadway.  "The 
Townsend  Mystery",  as  the  serial  now  being 
broadcast  over  an  NBC-WJZ  network  Mon- 
days, Wednesdays  and  Saturdays  at  7:15  p. 
m.,  EST,  is  know'n,  will  be  brought  out  by 
Appleton  &  Company,  Cohen's  regular  pub- 
lishers, early  in  the  summer,  and  probably 
will  be  the  first  radio  script  ever  presented  as 
a  book  without  alteration  or  revision. 


Push  Power  Up 

WHY  NOT  INCREASE  the  powers  of  all 
broadcasting  stations  horizontally?  Engineers 
say  there  is  everything  to  gain  and  nothing 
to  lose.  The  Radio  Commission,  however, 
clings  to  the  terms  of  its  ancient  regulations 
which  rigidly  limit  the  output  of  stations  in 
the  clear,  regional  and  local  channel  categories. 

If  all  stations  on  any  particular  wave  length 
were  boosted  in  the  same  proportion,  that  is, 
if  50  kw.  stations  were  advanced  to  250  kw., 
1  kw.  regionals  to  5  kw.,  and  100  watt  locals 
to  500  watts,  there  would  be  infinite  improve- 
ment all  around.  It  would  simply  be  an  "im- 
proved status  quo",  to  quote  the  eminent  en- 
gineer. Dr.  Alfred  N.  Goldsmith,  former  RCA 
vice  president.  Static  and  electrical  disturb- 
ances would  be  overriden,  all  stations  would 
push  out  their  service  areas  and  fading  would 
be  reduced.  There  would  be  no  changes  in 
the  relative  strength  of  the  various  classes  of 
stations,  and  inter  channel  interference  there- 
fore would  remain  the  same. 

When  it  is  realized  that  a  50  kw.  station — 
the  most  powerful  allowed  by  the  Commis- 
sion— actually  generates  less  than  70  horse- 
power, or  about  the  energy  produced  by  a 
flivver,  one  gets  a  clear  picture  of  the  broad- 
casting power  situation.  The  danger  of  blan- 
keting by  so-called  "super-power"  stations  has 
been  largely  eliminated  by  the  production  of 
more  selective  receivers. 

Perhaps  the  time  for  the  Commission  to 
consider  a  horizontal  increase  in  power  will 
come  within  a  few  months.  Changes  in  the 
existing  structure  unquestionably  will  be  ne- 
cessitated after  the  forthcoming  North  Ameri- 
can wave  length  conference  at  Mexico  City. 
Whatever  is  done  will  take  a  year  or  more  to 
effect.  Why  not  a  reallocation  of  powers  up- 
ward at  the  same  time?  It  would  certainly 
carry  out  that  fundamental  principle  in  the 
radio  law  which  calls  for  service  "in  the  pub- 
lic interest,  convenience  and  necessity,"  for 
every  station  would  enjoy  a  larger  audience 
without  any  added  interference. 
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We  Pay  Our  Respects  to — 


HARRY  KENNETH  CARPENTER 


IF  THERE  is  one  individual  in 
the  broadcasting  business  who 
might  be  called  the  "standard" 
broadcaster,  he  is  Harry  Kenneth 
Carpenter,  genial  general  manager 
of  WPTF,  Raleigh,  N.  C,  better 
known  to  his  host  of  friends  in  and 
out  of  radio  as  "Carp."  As  chair- 
man of  the  commercial  section  of 
the  National  Association  of  Broad- 
casters, he  has  had  more  to  do  with 
drafting  standards  and  codes  relat- 
ing to  commercial  practices  than 
any  other  man  in  radio.  During 
his  NAB  career,  which  began  in 
1929,  he  has  tackled  such  intricate 
jobs  as  the  formulation  of  a  code 
of  ethics,  standards  of  commercial 
practices,  standard  order  blanks, 
standard  coverage  and  data  sur- 
veys, standard  rate  cards  and 
standard  commercial  credits. 

Whenever  there  is  a  meeting  of 
the  big  trade  associations  of  ad- 
vertisers or  agencies,  "Carp"  is  on 
hand  for  the  NAB  to  consult  about 
matters  affecting  broadcasting.  At 
each  NAB  annual  convention  he 
presents  a  comprehensive  report 
on  the  commerical  side  of  radio. 
Almost  invariably  his  is  the 
largest  batch  of  recommendations 
and  resolutions  put  before  the  con- 
vention. Always  an  enthusiast 
about  any  task  before  him,  he 
gives  freely  of  his  time  and  energy 
in  the  ,work  that  concerns  itself 
largely  with  the  all-important  dol- 
lars and  cents  problems  of  broad- 
casting. 

Mr.  Carpenter  is  another  of 
those  broadcasters  who  just  hap- 
pened into  radio.  Let  him  tell  you, 
in  his  own  words,  how  it  came 
about: 

"I  was  manager  of  the  Goodyear 
Industrial  University  (Akron)  and 
had  just  completed  staging  a  very 
large  minstrel  show  for  the  Good- 
year Friars  Club,  the  book  of 
which  I  had  written.  On  May  1, 
1925,  Ward  Van  Orman,  world's 
champion  free  balloonist,  was  en- 
tered in  the  national  balloon  races 
and  was  the  first  man  that  year  to 
carry  a  radio  receiving  set  in  the 
races. 

"Goodyear  owned  WEAR  in 
Cleveland  and  was  anxious  to  pro- 
vide a  continuous  musical  program 
for  the  entire  night  of  May  1,  so 


that  Van  Orman  would  have  some- 
thing to  tune  in  in  order  to  get 
weather  reports  every  15  minutes. 
The  races  that  year  started  from 
St.  Joseph,  Mo.,  and  Van  Orman 
expected  the  prevailing  winds  to 
carry  him  near  Cleveland.  Inas- 
much as  this  minstrel  show  had 
been  staged,  I  was  asked  to  take 
the  entire  cast  to  Cleveland  to  fur- 
nish entertainment  the  night  of 
May  1.  This  was  the  first  time  I 
had  ever  been  inside  the  studio, 
but  we  ran  a  continuous  program 
from  7  p.m.  to  5  a.m. 

"Along  about  midnight,  the  only 
announcer  the  station  had  at  that 
time  complained  that  his  voice  was 
giving  out  and  asked  me  if  I  didn't 
want  to  do  some  announcing.  I 
announced  intermittently  from 
midnight  until  5  a.m. — my  initial 
microphone  appearance.  I  was  in- 
terested in  radio  as  I  saw  it  that 
night,  and  succeeded  in  convincing 
the  advertising  department  of 
Goodyear  to  such  an  extent  that  I 
was  sent  to  Cleveland  as  manager 
of  WEAR  just  a  week  later." 

That  was  "Carp's"  start  in 
radio.  In  1926,  when  WEAR  was 
purchased  by  the  Willard  Battery 
Co.  and  consolidated  with  WTAM, 
he  carried  on  as  manager  of  the 
combined  stations,  continuing  un- 
til 1928  when  the  stations  again 
changed  ownership.  Alterations  of 
policies  and  methods  of  operation 
caused  him  to  resign  that  summer. 
He  joined  WPTF,  operated  by  the 
Durham  Life  Insurance  Co.,  in 
September,  1928,  and  has  been  as- 
sociated with  it  since. 

Harry  Kenneth  Carpenter  was 
born  in  Beallsville,  O.,  Jan.  7,  1894, 
of  English-Scotch  parentage.  He 
attended  the  Ravenna,  O.  elemen- 
tary schools  from  1902  to  1909  and 
high  schools  of  the  same  town 
until  1913.  During  the  following 
two  years  he  attended  Case  and 
Kent  State  Normal  College,  in 
Ohio,  and  while  he  did  not  receive 
a  degree,  he  did  obtain  a  certificate 
to  teach  in  Ohio's  public  schools. 

Interested  in  athletics  and  the- 
atricals, young  Carpenter  was  cap- 
tain or  manager  of  various  teams 
during  his  high  school  years,  and 
also  produced  several  amateur 
shows.     During  his  summer  vaca- 


PERSONAL  NOTES 


WILLIAM  S.  HEDGES,  manager  of 
WMAQ  and  former  president  of  the 
NAB,  has  been  reelected  president  of 
the  Chicago  Broadcasters  Association. 
Other  officers  reelected  are  Homer 
Hogan,  manager  of  KYW,  vice  presi- 
dent, and  William  E.  Hutchinson, 
manager  of  WAAF,  secretary  -  treas- 
urer. Quin  Ryan,  WGN  manager,  and 
Jeff  King,  WBBM,  were  elected  direc- 
tors. 

CARL  HAVERLIN,  who  recently  re- 
signed as  sales  manager  of  KPI,  Los 
Angeles,  to  become  vice  president  of 
Bowman,  Deute  and  Cummings,  Inc., 
returned  to  the  radio  station  on 
May  1. 

JAMES  YATES,  formerly  sales  man- 
ager of  WAPI,  Birmingham,  has  re- 
signed to  join  W.  O.  Pape  at  WODX, 
Mobile,  in  the  same  capacity. 

VISITORS  at  the  office  of  Fred 
Weber,  NBC  Chicago  traffic  depart- 
ment, in  the  last  fortnight  have  in- 
cluded Edgar  Bell,  of  the  Oklahoma 
Publishing  Co.  (WKY) ;  Gyle  Grubb, 
commercial  manager  of  WKY,  Okla- 
homa City;  George  Smith,  Washing- 
ton radio  attorney;  C.  W.  Corkhill, 
manager  of  KSCJ,  Sioux  City,  la. 

MALCOLM  A.  FROST,  executive  of 
the  British  Broadcasting  Corp., 
stopped  in  San  Francisco  for  a  few 
hours  early  in  May  while  en  route 
from  England  to  Australia.  He  visited 
Don  Oilman  at  NBC  before  embark- 
ing. 

LIEUT.  COL.  THOMAS,  registrar  of 
the  University  of  Hobart,  Tasmania, 
has  been  appointed  controller  of  edu- 
cational activities  and  administrator 
of  the  Australian  Broadcasting  Com- 
mission. 

MERYL  FRIEDEL,  formerly  publicity 
director  at  WBBM,  WJKS  and  WLAP, 
has  joined  KMOX,  St.  Louis,  in  a  sim- 
ilar capacity. 

JAMES  LLOYD,  formerly  with 
WNOX,  Knoxville,  Tenn.,  is  now  pro- 
gram director  of  WRDW,  Augusta,  Ga. 


tions  he  obtained  juvenile  roles  in 
a  professional  stock  company  for 
three  successive  years.  In  college 
his  interests  turned  toward  teach- 
ing and  writing,  as  well  as  the 
stage  and  public  speaking.  In  his 
last  half  year  he  taught  several 
college  classes  and  was  editor  of 
the  college  annual.  Summer  vaca- 
tions from  college  were  spent 
largely  in  the  operation  of  a  pri- 
vate summer  high  school  in  co- 
operation with  the  normal  college. 

Upon  completing  his  education, 
Mr.  Carpenter  in  1915  married 
Bernice  V.  Lytle  of  Ravenna,  O. 
They  have  three  daughters,  ages 
17,  12  and  10.  The  following  two 
years  found  him  serving  as  princi- 
pal of  high  schools  in  his  home 
state.  In  1918  he  joined  the  Good- 
year company  at  Akron,  starting 
as  an  instructor  in  the  factory 
schools.  Remaining  there  until 
1925,  when  he  took  over  manage- 
ment of  WEAR,  he  spent  his  last 
three  years  in  Akron  as  manager 
of  the  Goodyear  Industrial  Uni- 
versity. 

Mr.  Carpenter  is  one  of  two  hon- 
orary life  members  of  the  Good- 
year Friars  Club.  C.  W.  Seiber- 
ling,  former  vice  president  of 
Goodyear,  is  the  other.  He  is  vice 
president  of  the  Raleigh  Rotary 
Club,  and  a  Mason.  A  member  of 
the  Edenton  Street  Methodist  Epis- 
copal Church  at  Raleigh,  he  has 
been  a  teacher  of  the  Adult  Sun- 
day School  Class  for  several  years. 
His  hobbies,  besides  his  family  and 
radio,  are  contract  bridge,  "dub" 
golf  and  swimming. 


ED  SIMS,  original  "Man  About  Town" 
with  WKBC,  Birmingham,  is  now  pro- 
gram director  of  WSOC,  Gastonia,  N. 
C.,  joining  that  station  after  having 
been  with  WNOX,  Knoxville;  WOPI, 
Bristol,  Tenn.,  and  WEHC,  Emory, 
Va. 

HUGH  DEADWEYLER,  formerly  of 
WDRW,  Augusta,  Ga.,  and  before  that 
with  KELW,  Los  Angeles,  and  other 
California  stations,  is  now  advertising 
director  of  WNOX,  Knoxville,  Tenn., 
which  also  has  added  Chuck  Simpson, 
formerly  of  WROL,  Knoxville,  to  its 
announcing  staff. 

IRENE  PRENTICE,  formerly  pub- 
licity secretary  with  KRKD,  Los  An- 
geles, has  joined  KMPC,  Beverly 
Hills,  in  a  similar  capacity. 

LEW  STARK,  director  of  educational 
programs  for  WHAM,  Rochester,  rep- 
resented Rochester  School  of  the  Air 
at  the  fourth  Institute  on  Education 
by  Radio,  May  4-6,  at  Ohio  State  Un- 
versity,  Columbus. 


BEHIND 
THE  MICROPHONE 


ART  GILLHAM,  formerly  heard  on 
CBS  and  on  the  stage  and  individual 
stations,  has  returned  to  KMOX,  St. 
Louis,  appearing  on  a  program  spon- 
sored by  the  Bon  Kura  Products  Co., 
Battle  Creek,  Mich,  (reducing  treat- 
ment) . 

MEL  LEAMAN  and  his  Ambassadors 
orchestra  have  just  completed  engage- 
ments at  Miami,  where  they  broadcast 
over  WIOD  and  WQAM,  and  on  May 
15  will  open  at  the  Chalfonte,  Atlan- 
tic City. 

GORDON  BROWN,  formerly  of  KQW, 
San  Jose,  Cal.,  has  returned  to  his 
previous  affiliation  with  KJBS,  San 
Francisco,  handling  the  all-night  Owl 
program.  He  succeeds  Dudd  William- 
son. 

VERN  HEINER,  formerly  chief  an- 
nouncer for  KLZ,  Denver,  has  joined 
the  staff  of  KTM,  Los  Angeles.  Late- 
ly he  has  been  doing  continuity  for 
some  of  the  Chic  Sales  transcriptions. 
"UNCLE  NEAL"  TOMY,  dean  of  the 
Detroit  broadcasting  fraternity,  en- 
tered his  twelfth  year  of  radio  work 
May  5.  He  entered  radio  as  head  of 
WCX  (now  WJR)  and  under  the  title 
of  "The  Chief"  conducted  the  "Red 
Apple  Club",  one  of  the  most  popular 
midnight  frolics  on  the  air. 
BOAKE  CARTER,  news  commentator 
on  CBS  for  Philco,  a  wartime  Royal 
Air  Force  aviator  and  a  former  news- 
paper correspondent,  was  interviewed 
in  the  "Meet  the  Artist"  period  on 
CBS  May  9  from  the  WCAU  studios. 
He  was  interviewed  by  Kenneth  Stow- 
man,  WCAU  public  relations  director. 
MILDRED  BAILEY,  blues  -  singing 
favorite,  has  been  signed  by  the  Co- 
lumbia Artists  Bureau  and  will  in- 
augurate a  series  of  Wednesday  and 
Friday  broadcasts  over  CBS  May  17. 
GENE  CARROLL  and  Glenn  Rowell 
(Gene  and  Glenn)  on  May  1  opened 
an  indefinite  engagement  at  WJR,  De- 
troit. They  are  continuing  their  series 
on  WTAM,  Cleveland,  by  direct  tele- 
phone circuit. 

BARNEY  McCARVILLE,  announcer 
at  KYW,  Chicago,  is  recuperating 
from  an  operation  for  appendicitis  in 
a  Chicago  hospital. 

TWO  MARRIAGES  at  NBC,  San 
Francisco,  during  early  May  are  John 
Ribbe,  producer,  to  Modesta  Morten- 
son,  symphony  violinist,  and  Ruby 
Lenhart  of  the  auditing  department 
to  Milton  Penn  of  the  Greyhound 
Company. 

CLIFTON  TWISS  has  been  added  to 
the  announcing  staff  of  NBC  in  San 
Francisco,  coming  from  KQW,  San 
Jose. 

NINO  MARTINI,  young  Italian  oper- 
atic tenor,  who  has  gained  great  favor 
on  CBS,  has  been  signed  by  the  Met- 
ropolitan Opera  Company  for  the 
1933-34  season. 
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CONSISTENTLY 

PROVED 

and 

GIVEN 

"Dollars  in  the  advertiser's 
pocket  for  every  dollar  spent" 
— that's  the  watch  -  word  with 
the  CKLW  staflF,  and  prob- 
ably it  explains  CKLWs  rec- 
ord-breaking performance  and 
prosperity. 

Representing  the  combined  facili- 
ties of  CKOK,  Detroit- Windsor, 
and  CJGC,  London,  Ont., 
CKLW  offers  the  greatest  mea- 
sure of  dollar-for-doUar  value 
in  the  Middle  West. 

CKLW 

INTERNATIONAL 
CLEARED  CHANNEL 

5000  Watts  -  540  K.C. 
555.6  Meters 

Columbia  Basic  Network 

Union  Guardian  Building, 
Detroit,  Michigan 

Guaranty  Trust  Building, 
Windsor,  Ontario 


IN  THE 
CONTROL  ROOM 


EDWARD  GOVE,  chief  engineer  of 
WHK,  Cleveland,  and  an  amateur 
photographer,  will  exhibit  some  of  his 
best  camera  studies  to  the  Cleveland 
Photographic  Society  soon.  Three  of 
his  views  wei-e  taken  in  northern  Can- 
ada and  a  fourth  of  an  airplane  from 
his  office  window. 

G.  S.  TURNER,  formerly  assistant 
federal  radio  supervisor  at  Chicago, 
is  now  acting  inspector  in  charge  of 
the  Atlanta  office. 

CLYDE  WHITE,  assistant  to  Carl 
Meyers,  chief  engineer  of  WGN,  Chi- 
cago, and  a  licensed  pilot,  transported 
in  his  own  plane  the  equipment  used 
by  WGN  to  pick  up  the  Kentucky 
Derby  at  Churchill  Downs  May  6. 

DEAN  GARVER,  for  many  years 
chief  technician  at  KNX,  Hollywood, 
has  been  appointed  chief  engineer  of 
XEAW,  Reynosa,  Mexico. 


Goes  Commercial 

ANOTHER  educational  station 
turned  commercial  May  12  with 
the  transfer  of  WJBU  from  Buck- 
nell  University  to  Charles  S.  Blue 
by  authority  of  the  Radio  Com- 
mission. The  Commission  also 
authorized  removal  of  the  station 
from  Lewisburg,  home  of  the  uni- 
versity, to  Sunbury,  Pa.  It  oper- 
ates on  1210  kc.  with  100  watts, 
specified  hours. 


plan.  I  do  know  the  show  busi- 
ness, however.  There  are  17,000 
actors  out  of  work.  I  think  this 
new  chain,  offering  programs  with 
the  Broadway  tradition,  will  pro- 
vide a  means  of  putting  thousands 
of  actors  to  work. 

Master  of  Ceremonies 

"I  HAVE  been  working  on  this 
project  for  more  than  a  year,  and 
I  am  using  my  own  funds.  There 
is  not  a  single  share  of  stock  for 
sale,  and  the  stations  that  join  me 
are  working  as  my  partners.  For 
a  30-day  period  they  will  receive 
Amalgamated  programs — the  best 
I  can  produce.  If  they  like  the 
service,  they  can  continue  on  a 
basis  we  will  work  out  to  our  mu- 
tual satisfaction. 

"If  our  plans  work  out,  I  will 
appear  intermittently  for  about 
four  hours  during  a  night  as  mas- 
ter of  ceremonies.  I  also  plan  to 
introduce  over  the  network  a  15- 
minute  course  on  humor,  and  ex- 
pect it  to  be  the  forerunner  of  a 
regular  course  on  humor  in  the 
public  schools.  Another  revolu- 
tionary idea  I  have  is  that  of  pre- 
senting an  entire  musical  comedy 
over  the  air  to  last  from  two  to 
three  hours." 

Mr.  Wynn  explained  that  his 
present  Texaco  "Fire  Chief"  con- 
tract does  not  expire  until  next 
October.  Under  the  terms  of  that 
contract  he  cannot  appear  in  any 
other  radio  program.  Moreover, 
he  pointed  out  that  he  has  a  con- 
tract for  a  motion  picture  to  be 
made  in  Hollywood,  which  might 


Chief  Engineer  Long  and  Owl 


WHAM,  Rochester,  lost  its  33,000- 
volt  power  supply  April  21  when 
this  great  horned  owl  settled  on 
an  open-wire  transmission  circuit 
to  enjoy  a  meal  of  sparrow  hawk. 
Its  wing  spread  of  four  feet,  eight 
inches,  was  sufficient  to  reach 
from  the  line  to  a  transmission 
tower.  Result — an  owl  with  rigor 
mortis  and  two  minutes  off  the  air 
for  WHAM.  The  Rochester  sta- 
tion has  arrangements  whereby  its 
transmitter  may  be  fed  power 
from  either  Rochester  or  Canan- 
daigua.  When  the  owl  flashover 
opened  the  breakers  in  one  circuit 
it  was  necessary  only  to  shift  to 
the  opposite  feed.  The  photograph 
shows  John  J.  Long,  Jr.,  WHAM 
chief  engineer,  and  the  owl. 


interfere  with  his  present  "Fire 
Chief"  schedule,  but  would  not  dis- 
turb the  Amalgamated  plans  other 
than  to  prevent  his  appearances 
over  that  network. 

Text  of  Statement 

MR.  WYNN'S  formal  statement,  is- 
sued May  8,  follows:  "Actual  date 
of  our  opening  will  be  within  the 
next  month.  The  only  undeter- 
mined factor  in  fixing  the  actual 
opening  date  is  the  usual  one  of 
technical  set-ups  and  proving-up 
tests.  We  will  subject  the  whole 
hookup  to  exhaustive  tests  before 
our  formal  opening.  And  that 
opening  will  be  a  big  event  on  the 
air.  Of  this  we  will  tell  more 
later. 

"All  reports  about  us  have  been 
speculative.  But  I  recognize,  I 
think,  the  cause  of  this  specula- 
tion. There  is  a  deep  sense  of  ex- 
pectancy in  radio — more  so  than  in 
all  other  entertainment  fields — just 
now  as  to  how  and  when  the 
awaited  'new  deal'  is  to  come. 
Scores  of  friends,  in  business  and 
of  the  stage  and  microphone,  have 
been  kind  enough  to  tell  me  that 
we  are  bringing  in  'the  new  deal' 
in  radio.  I  have  been  thankful  to 
them  for  this  sense  of  expectancy, 
especially  in  the  talks  I  had  re- 
cently with  President  Roosevelt 
and  other  officials  in  Washington. 
But  rather  than  disappoint  these 
persons  and  the  veritable  millions 
of  listeners-in  who  likewise  are 
interested,  we  have  deferred  form- 
al statement  of  our  immediate 
plans  until  now.  There  was  a  good 


reason  for  it.  We  have  moved  de- 
liberately, as  everyone  in  the  tech- 
nical side  of  broadcasting  knows. 

Scoffs  at  Rumors 

"SUCH  established  factors  in  our 
set-up  as  financing,  station  power, 
cooperative  coast-to-coast  arrange- 
ments and  Federal  attitude,  all 
have  been  spotlighted  in  these 
freely-circulated,  unfounded  and 
often  ridiculous  reports  affecting 
Amalgamated.  Nothing  we  have 
said  since  first  announcement  of 
Amalgamated  has  been  changed. 
I  regard  some  of  these  reports 
rather  as  an  attest  of  public  in- 
terest,  rather   than   of  mischief. 

"Now  let's  go  down  the  line  of 
our  organization  and  look  at  the 
record.  First,  as  to  financing,  we 
are  financed — always  have  been. 
Amalgamated's  board  is  a  well- 
rounded  body  of  seasoned  men,  rep- 
resenting the  fields  of  finance,  en- 
tertainment, radio  technique  and 
practique,  jurisprudence  and  mod- 
ern, conservative  sales  promotion 
and  sponsorship.  The  power  situ- 
ation, where  we  start  out  with 
small  wattage,  has  been  prevised — 
if  I  may  coin  a  term — and  is  solved 
satisfactorily  for  primary  opera- 
tion. I'm  proud  of  the  position  in 
which  we've  been  placed  through 
a  flood  of  proffers  from  station 
units  and  sponsors  which  come 
from  coast  to  coast.  Our  plans  re- 
garding eventual  scope  are  com- 
plete, but  we  move  deliberately. 
The  Michigan  network  of  half-a- 
dozen  stations  will  represent  the 
second  phase  of  our  extension,  and 
a  score  of  stations  in  southern  sea- 
board and  tributary  territory  will 
mark  the  third.  We'll  have  more 
to  say  about  that  later." 

Economic  Issue  Raised 
In  Removal  of  KICK 

THE  RADIO  Commission's  deci- 
sion authorizing  KICK  to  move 
from  Red  Oak  to  Carter  Lake,  la., 
a  suburb  of  Des  Moines,  was  sus- 
tained by  the  Court  of  Appeals  of 
the  District  of  Columbia  in  an  opin- 
ion May  1.  The  station  operates 
on  1420  kc.  with  100  watts. 

Appeals  from  the  Commission 
decision  were  taken  by  WOW  and 
WAAW,  Omaha,  and  KOIL,  Coun- 
cil Bluffs-Omaha,  contending  there 
was  no  necessity  for  the  proposed 
change  of  location.  The  court  held, 
however,  that  it  did  not  appear 
that  the  operation  of  KICK  in  the 
Omaha  area  "would  to  any  appre- 
ciable extent  curtail  the  advertis- 
ing business"  of  present  stations 
in  the  area.  It  was  the  first  time 
that  the  economic  issue  ever  had 
been  raised. 


New  Erie  Station 

A  NEW  station  for  Erie,  Pa.,  to 
take  over  the  facilities  of  WERE, 
of  that  city,  deleted  several  months 
ago  for  violation  of  regulations, 
was  authorized  by  the  Radio  Com- 
mission May  9.  The  Commission 
granted  the  application  of  Leo  J. 
Omelian,  of  Erie,  who  purchased 
WERE's  equipment  at  an  auction 
sale,  to  operate  on  1420  kc.  with 
100  watts  night  and  250  watts  day, 
unlimited  time,  without  designat- 
ing the  application  for  hearing. 
Under  the  rules,  the  decision  is 
temporary  for  20  days.  A  hearing 
is  automatic  if  there  is  protest. 


Ed  Wynn's  New  Network  Plans 

{Continued  from  page  8) 
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WBBM 

(Western  Key  Station  of  the  Columbia  Broadcasting  System) 

■ — is  now  carrying 
tlie  largest  volume 
of  advertising  in 
its  liistory 


WBBM  is  carrying  more  local  and  national  '^spot'  ad- 
vertising than  ALL  the  other  major  Chicago  stations 
combined — with  three  out  of  four  of  its  clients  on 
renewals.  Sales  in  1933  are  14.1^  ahead  of  1932. 
Sales  in  1932  were  15.2%  ahead  of  1931.  You 
don't  have  to  theorize  about  these  results! 

For  Complete  Details  and  ^"Open  -  Time^^  write  to : 

WBBM— 410  N.  MICHIGAN  AVENUE,  CHICAGO 

or  to  RADIO  SALES,  INC.  — 485  Madison  Ave.,  New  York 


May  15,  1933  •  BROADCASTING 


Page  21 


The  Business  of  Broadcasting 

Current  News  About  Accounts,  Pending  Schedules,  Transcriptions, 
Representatives  and  Apparatus;  Notes  from  the  Stations 


STATION  ACCOUNTS 


WTMJ,  Milwaukee,  reports  the  follow- 
ing new  accounts:  McKay  Nursery 
Co.,  Madison,  Wis.  (plants  and 
shrubs),  day  announcements  on  vary- 
ing schedule,  direct;  The  Western  Co., 
Chicago  (Dr.  West's  toothbrush)  day 
and  night  announcements  daily  except 
Sunday,  direct;  W.  &  J.  Sloane,  New 
York  (floor  coverings)  six  day  an- 
nouncements, Anderson,  Davis  & 
Platte,  Inc.,  New  York;  SOS  Mfg. 
Co.,  Chicago  (kitchen  cleaner)  day 
announcements  except  Sunday,  Henri, 
Hurst  &  McDonald,  Chicago;  Vick 
Chemical  Co.,  Greensboro,  N.  C.  (an- 
tiseptic) night  announcements,  except 
Sunday,  Morse,  International,  Inc., 
New  York;  Blatz  Brewing  Co.  Mil- 
w  a  u  k  e  e  (beer)  announcements  3 
nights  weekly,  Klau-Van  Pietersom- 
Dunlap  &  Associates,  Inc.,  Milwau- 
kee; Skelly  Oil  Co.,  Kansas  City  (oil 
products)  15  minute  transcription 
daily  except  Saturday  and  Sunday, 
Russell  C.  Comer  Advertising  Co., 
Kansas  City;  Truesdell  Fur  Co.,  Ber- 
lin, Wis.  (furs)  15  minute  studio  pro- 
gram, Tuesdays,  E.  D.  Leroy,  Apple- 
ton,  Wis.;  Heil  Co.,  Milwaukee  (truck 
bodies  and  hoists)  morning  and  night 
weather  reports  daily.  Editorial  Ser- 
vice Co.,  Milwaukee. 

KMOX,  St.  Louis,  reports  the  follow- 
ing accounts:  Skelly  Oil  Co.,  Kansas 
City,  "The  Adventures  of  Jim  Allen", 
transcription,  5  days  weekly;  Clark 
Bros.  Chewing  Gum  Co.,  Pittsburgh 
(Teaberry  gum),  "Sport  Scribs",  two 
5-minute  periods  daily,  52  weeks;  Sin- 
ger Sewing  Machine  Co.,  New  York, 
"Singercrafters",  15  minutes,  3  times 
weekly;  The  Western  Co.,  Chicago 
(Dr.  West's  toothbrush  and  toothpaste) , 
half  of  games  of  St.  Louis  Cardinals 
and  Browns;  Hydrox  Corp.,  Chicago 
(ice  cream)  and  Pevely  Dairy,  St. 
Louis,  remaining  games  of  Cardinals 
and  Browns;  Vick  Chemical  Co., 
Greensboro,  N.  C,  5-minute  transcrip- 
tions, 13  weeks;  Shell  Petroleum 
Corp.,  St.  Louis,  5  announcements 
daily,  20  days;  Chieftain  Mfg.  Co., 
Baltimore  (Color  Shine  shoe  polish) 
spot  announcements. 

NEW  ACCOUNTS  reported  by  WJSV, 
Alexandria,  Va.:  Bulova  Watch  Co., 
New  York,  time  announcements  thru 
December,  The  Blow  Co.  New  York; 
Stanback  Co.,  Salisbury,  N.  C.  (head- 
ache powders),  300  daily  spot  an- 
nouncements, J.  Carson  Brantley, 
Salisbury,  N.  S.;  Numismatic  Co. 
Dallas  (stamps,  old  coins),  13  tran- 
scriptions, thru  SHB  and  Guenther- 
Bradford  Co.,  New  York;  Western 
Co.,  Chicago  (Dr.  West's  toothbrush 
and  toothpaste)  3  transcriptions 
weekly,  13  weeks,  thru  WBS  and 
Hays  -  McFarland  Co.,  Chicago;  Bor- 
den Co.,  New  York,  half-hour  night 
program  weekly,  13  weeks.  Young  & 
Rubicam,  New  York. 

KYW,  Chicago,  reports  signing  Good 
Humor  Co.,  Chicago  (ice  cream  bars) 
for  three  transcriptions  weekly  dur- 
ing May,  using  dramatic  adaptations 
of  Cooper's  "The  Deerslayer."  Hand- 
led by  A.  T.  Sears  &  Son,  Chicago. 

WAAF,  Chicago,  reports  Reliable 
Packing  Co.,  Chicago  (Danish  Brand 
meat  products)  spot  announcements 
daily,  direct;  Toby  Polish  Co.,  Geneva, 
N.  Y.  (furniture  polish)  two  an- 
nouncements daily  6  days  a  week  for 
indefinite  period,  direct;  Good  Humor 
Co.,  Chicago  (ice  cream  bars)  time 
signals  during  May,  A.  T.  Sears  & 
Son. 


WHBF,  Rock  Island,  111.,  reports  the 
following  new  accounts:  Norge  Re- 
frigerator, 15  minutes  daily  thru 
Quad-City  dealers;  Oshkosh  Distribut- 
ing Co.,  Rock  Island  (Oshkosh  beer) 
daily  sports  review  Wm.  H.  Mast  Nur- 
sery, Davenport,  la.,  15  minutes  week- 
ly,  direct;    Goodrich-Silvertown,  Inc., 

5  -  minute  transcriptions  on  varying 
schedule,  direct;  Fred  H.  Boetje  Rock 
Island  (Boetje's  mustard)  direct; 
Kohrs  Packing  Co.,  Davenport  (meat 
packers)  time  signals  daily  thru  sum- 
mer, R.  A.  Mortiz  Advertising,  Daven- 
port; Halligan  Corporation,  Daven- 
port (coffee)  daily  announcements 
thru  summer,  R.  A.  Moritz  Advertis- 
ing, Davenport;  Illinois  -  Iowa  Roofing 
Co.,  Rock  Island,  15  minutes  daily,  di- 
rect; Julian  Goldman  People's  Stores, 
New  York,  announcements  4  times 
weekly  during  summer,  direct. 

REO  MOTOR  Co.,  Detroit  (automo- 
biles) is  using  announcements  daily 
in  the  Chicago  Hour  over  WBBM,  Chi- 
cago, for  indefinite  period,  thru  SHB. 
Station  also  reports  signing  Auburn 
Automobile  Co.,  Auburn,  Ind.,  for 
three  announcements  May  1,  2  and  3, 
P.  P.  Willis,  Chicago;  American  Bird 
Seed  Co.,  Chicago  (bird  supplies) 
quarter-hour  programs  weekly  for  33 
weeks  from  Oct.  1,  Weston-Barnett, 
Chicago;  Zonite  Products  Corp.,  New 
York  (Forhan's  toothpaste)  "Count 
of  Monte  Cristo"  transcriptions  five 
nights  weekly  from  May  1,  thru  SHB 
and  McCann-Erickson,  New  York; 
United  Remedies,  Chicago,  (Peruna  and 
Kolorbak)  enlarging  schedule  to  quar- 
ter-hour evening  programs  five  nights 
weekly,  Heeth  Seehof,  Chicago. 

WHAM,  Rochester,  reports  13  daytime 
broadcasts  by  Dairymen's  League  as 
a  result  of  New  York  State  milk  war. 
Also  reinstatement  of  Bulova  account 
by  Blow  to  December,  1933;  series  of 
13  transcriptions  by  Lambert  Phar- 
macal;  two  Sunday  morning  spots  for 
Judge  Rutherford's  Watchtower,  and 
renewal  of  Beechnut's  "Chandu"  for 
a  year  with  privilege  of  cancellation 
after  13  weeks.  Also  local  series  by 
Genesee  Valley  Trust  Co. 

WIBO,  Chicago,  reports  Spic,  Inc., 
Chicago  (deodorant)  sponsoring  Jerry 
Sullivan  in  quarter-hour  periods  six 
nights  a  week  for  indefinite  period, 
handled  direct;  Baldwin  of  Chicago 
(perfumes)  sponsoring  6  quarter-hour 
programs  a  week,  direct;  Prima  Brew- 
ing Co.,  Chicago,  using  quarter-hour 
musical  programs  6  afternoons  a  week 
for  indefinite  period,  direct. 

REX  COLE,  Inc.,  New  York  (Frigid- 
aire  distributor)  on  May  8  returned 
to  WEAF  with  the  "Rex  Cole  Moun- 
taineers", daily  except  Saturday  and 
Sunday,  7-7:15  p.m.,  EDST,  13  weeks. 
Maxon,  Inc.,  New  York,  handles  ac- 
count. WEAF  has  also  signed  Shef- 
field Farms  Co.,  New  York  (dairy 
products)  for  the  "Scrap  Book  Club", 
Dorothy  Lewis  in  children's  stories, 
starting  May  6  for  8  weeks,  Satur- 
days, 8:45-9  p.m.,  EDST.    N.  W.  Ayer 

6  Son,  New  York,  handles  account. 

LITTLE  TREE  FARMS,  Framing- 
ham  Center,  Mass.,  has  begun  spon- 
sorship of  the  "Crockerville  Moun- 
taineers" Friday  nights  on  WNAC, 
Boston,  in  addition  to  spot  announce- 
ments on  WNAC,  WEEI  and  WBZ- 
WBZA.  Harry  M.  Frost  Co.,  Boston, 
handles  account. 

MILLER  HIGH  LIFE  Co.,  Milwaukee 
(beer)  has  started  what  may  later  be 
a  wider  radio  advertising  campaign 
with  the  "Miller  High  Life  Girls" 
weekly  on  WGN,  Chicago,  and  a  10- 
minute  studio  program  on  WTMJ, 
Milwaukee;  account  is  handled  by 
Zimmer-Keller,  Detroit. 


WFAA-WBAP,  Dallas  -  Fort  Worth, 
reports  the  following  new  accounts: 
Three-Minute  Cereal  Co.,  Cedar  Rap- 
ids, la.,  weekly  announcements,  Black- 
ett-Sample-Hummert,  Chicago;  Bour- 
jois  Sales  Corp.,  New  York  (Barbara 
Gould  cosmetics)  ten  15-minute  tran- 
scriptions weekly,  Redfield  Coupe, 
Inc.,  New  York;  Bulova  Watch  Co., 
New  York,  time  signals  to  Jan.  1, 
1934,  The  Blow  Co.,  New  York;  Kes- 
ter  Solder  Co.,  Chicago,  announce- 
ments, Aubrey  &  Moore  Chicago; 
Chevrolet  Motor  Co.,  Detroit,  2  daily 
announcements,  Campbell  -  Ewald  Co., 
Detroit;  Can  Patch  Syrup,  Cairo,  Ga., 
Crook  Advertising  Agency,  Dallas; 
National  Old  Age  Pension  Ass'n,  daily 
15  minute  talks,  direct;  The  Western 
Co.,  Chicago  (Dr.  West's  toothbrush 
and  toothpaste),  2  daily  announce- 
ments, direct;  Morten  Milling  Co., 
Dallas  (LaFrance  flour),  100  fifteen- 
minute  and  52  thirty  -  minute  pro- 
grams, Roy  Cowan  Advertising 
Agency,  Dallas;  Kerr  Glass  Mfg.  Co., 
Sand  Springs,  Okla.  (fruit  jars)  an- 
nouncements, Rogers-Gano  Advertising 
Co.,  Tulsa. 

WLS,  Chicago,  reports  signing  Allis 
Chalmers  Co.,  West  Allis,  Wis.,  (trac- 
tors) for  six  daily  morning  announce- 
ments from  May  8,  Freeze  -  Vogel- 
Crawford,  Milwaukee;  International 
Photo  Service,  Chicago  (pictures) 
three  announcements,  A.  N.  Baker, 
Chicago;  Cupples  Mfg.  Co.,  St.  Louis 
(wooden  ware)  16  announcements 
three  times  weekly  from  May  8,  hand- 
led by  D'Arcy  Advertising  Agency, 
St.  Louis;  Bell  Company,  Chicago 
(window  cleaner)  two  5-minute  after- 
noon programs  May  8  and  12,  Rogers 
&  Smith,  Chicago. 

WGN,  Chicago,  reports  signing  Ber- 
land  Shoe  Co.,  St.  Louis,  for  "Heart 
to  Heart  Club",  15  -  minute  program 
Monday  nights  for  52  weeks  from 
May  8,  Louis  E.  Westheimer,  St.  Louis; 
Rudolph  Wurlitzer  Co.,  Cincinnati 
(musical  instruments)  renewal  of 
daily  quarter-hour  program  with  Al- 
lan Grant,  pianist,  for  three  weeks, 
Keelor  &  Stites,  Cincinnati. 


NETWORK  ACCOUNTS 


CONTINENTAL  BAKING  Corp.,  New 
York,  on  May  8  brought  "The  Happy 
Wonder  Bakers"  back  to  an  8-station 
CBS  network,  Mondays,  Wednesdays 
and  Fridays,  6:30-6:45  p.m.,  EDST. 
Batten,  Barton,  Durstine  &  Osborn 
handles  account. 

WYETH  CHEMICAL  Co.  on  May  23 
will  carry  "Jack  Dempsey's  Gym- 
nasium" on  CBS  Tuesdays,  Wednes- 
days and  Thursdays,  6:45-7  p.m. 

EX-LAX,  Inc.,  Brooklyn,  N.  Y.,  on 
May  13  renewed  its  "Magic  Voice" 
program  over  24  CBS  stations,  Tues- 
days and  Saturdays,  8:15-8:30  p.m., 
EDST,  13  weeks.  The  Joseph  Katz 
Co.  handles  account. 
TIDEWATER  OIL  SALES  Corp., 
New  York  (Tydol  and  Veedol)  has  ex- 
tended Dolph  Martin's  orchestra  and 
Travelers  Quartet  for  17  additional 
weeks  beyond  May  22  on  a  16-station 
CBS  network,  Mondays,  Wednesdays 
and  Fridays,  7:30-7:45  p.m.,  EDST. 
Lennen  &  Mitchell,  New  York,  hand- 
les account. 

LIONEL  CORP.,  New  York  (Lionel 
electric  trains)  on  Nov.  5  starts  pro- 
gram to  be  determined  over  nation- 
wide NBC-WEAF  network,  Wednes- 
days, 5-5:15  p.m.;  on  Nov.  15  it 
switches  to  Sundays,  4:45-5  p.m.,  with 
10  Mountain  and  Pacific  stations  tak- 
ing Sunday  programs  only.  Account 
is  for  13  weeks,  and  ie  handled  by 
Fuller,  Smith  &  Ross,  Cleveland. 


LOUDON  PACKING  Co.,  Terre  Haute, 
Ind.  (Doggie  Dinner)  on  May  5  start- 
ed "Stamp  Adventures  Club"  over  9 
CBS  stations  and  on  May  19  will  ex- 
tend it  to  12  more,  Fridays,  5:45-6 
p.m.;  after  May  26  a  rebroadcast 
6:45-7  p.m.,  13  weeks.  Matteson-Fo- 
garty-Jordan,  Inc.,  Chicago,  handles 
account. 

THE  BARBASOL  Co.  Indianapolis,  on 
Sept.  22  renews  "Singin'  Sam,  the 
Barbasol  Man"  over  22  CBS  stations, 
daily  except  Saturday  and  Sunday, 
8-8:15  p.m.  Erwin,  Wasey  &  Co.,  New 
York,  handles  account. 

KOLYNOS  SALES  Co.,  Chicago,  on 
May  1  renewed  "Just  Plain  Bill"  over 
9  CBS  stations,  daily  except  Saturday 
and  Sunday,  6:45-7  p.m.  until  May  22, 
and  7:30-7:45  p.m.  from  May  23. 
Blackett-Sample-Hummert,  Inc.,  New 
York,  handles  account. 

THE  CAMPANA  Corp.,  Batavia,  111. 
(hand  lotion)  on  May  5  renewed  with 
"The  First  Nighter"  on  23  NBC-WJZ 
stations  and  NBC-KGO  network,  Fri- 
days, 10:30-11  p.m.,  EDST,  52  weeks. 
McCann  Erickson,  Inc.,  Chicago, 
handles  account. 

REAL  SILK  HOSIERY  MILLS,  In- 
dianapolis, on  May  7  started  "Real 
Silk  Program"  with  Vincent  Lopez 
and  orchestra  on  26  NBC  -  WJZ  sta- 
tions and  NBC-KGO  network;  from 
May  7  to  July  2,  Sundays,  10:15-10:45, 
EDST;  from  July  9  to  July  30,  Sun- 
days, 6:30-7  p.m.,  EDST,  13  weeks. 
Erwin,  Wasey  &  Co.,  Chicago,  hand- 
les account. 

SWIFT  &  Co.,  Chicago  (Formay  short- 
ening) on  May  4  renewed  "The  Happy 
Ramblers"  with  Irving  Kaufman  and 
Lucy  Allen  on  6  NBC-WEAF  stations 
(WTIC  Thursdays  only),  Thursdays 
and  Fridays,  10:30-10:45  p.m.,  EDST. 
J.  Walter  Thompson  Co.,  Chicago, 
handles  account. 

COMFORT  PAPER  CORP.,  San  Fran- 
cisco, has  signed  for  13  weeks  on  the 
Women's  Magazine  of  the  Air,  and 
Paraffine  Companies,  Inc.,  has  renewed 
for  another  13  weeks  on  the  same 
period  on  the  NBC  -  KGO  network. 
Both  accounts  are  handled  by  the 
Emil  Brisacher  &  Staff,  San  Fran- 
cisco. 

PHILIP  MORRIS  &  Co.  has  extended 
"Ferde  Grofe's  Orchestra  with  Ranny 
Weeks",  which  started  April  17  to  52 
weeks  on  NBC-WEAF  network,  Mon- 
days, 8:45-9  p.m.,  EDST,  and  Wednes- 
days and  Saturdays,  9-9:15  p:m., 
EDST. 

PEPSODENT'S  program  on  the  NBC- 
WJZ  network  for  a  midnight  repeat 
for  "The  Rise  of  the  Goldbergs",  which 
was  to  have  added  KOA  and  KPO  on 
May  1,  will  continue  without  those 
stations. 

BRISTOL  MEYERS  Co.  has  extended 
"Phil  Cook  and  the  Ingram  Shavers" 
to  July  17  on  NBC-WJZ  network, 
Mondays,  Wednesdays  and  Fridays, 
8:45-9  p.m.,  EDST. 

NATIONAL  OIL  PRODUCTS  Co.  on 
May  2  added  Thursdays  and  Fridays 
to  its  Tuesday  programs  on  CBS, 
11:15-11:30  p.m.,  EDST,  signing  "Big 
Freddy"  Miller  as  artist. 

LIGGETT  &  MYERS  TOBACCO  Co., 
New  York  (Chesterfield  cigarettes) 
on  June  5  starts  Lew  Holtz,  the  co- 
median, and  Lennie  Hayton's  orches- 
tra over  CBS  network,  Fridays,  10- 
10:30,  EDST,  52  weeks.  Newell-Em- 
mett.  Inc.,  New  York,  handles  ac- 
count. 

WESTINGHOUSE  E.  &  M.  Co.  on 
May  15  is  replacing  its  "Townsend 
Murder  Mystery"  series,  originally 
scheduled  for  52  episodes,  with  Ever- 
ett Marshall  and  Al  Mitchel's  orches- 
tra, after  carrying  the  Octavus  Roy 
Cohen  feature  through  39  episodes. 

THE  "BELLE  and  Martha"  series, 
announced  two  weeks  ago  by  KHJ  as 
an  audition  test  on  the  Don  Lee-CBS 
chain,  has  been  taken  for  sponsorship 
five  days  a  week  by  General  Foods 
for  Lafrance  Bluing.  Young  and  Rubi- 
cam, New  York,  handles  account. 
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When  in  Rome  do  as  the  Romans  do  ...  . 


The  "locals"  know  their 


way  around 


WKRC  has  consistently  carried  more  local  advertising  than  any  other 
Greater  Cincinnati  station. 

With  a  full  19  hour  schedule — a  preferred  position  on  the  dial  (550 
kilocycles) — the  finest  of  technical  equipment — the  only  local  outlet 
for  the  ever  popular  Columbia  Network  programs — is  it  any  wonder 
that  local  advertisers  favor  WKRC?  They  know  that  here  RESULTS 
are  realities  .  .  .  not  promises! 

Consult  your  own  Cincinnati  jobbers  and  dealers  before  you  schedule 
a  radio  advertising  campaign  in  their  area.  Learn  from  them  the  rea- 
son why  WKRC  carries  more  local  advertising  than  any  other  Greater 
Cincinnati  station. 


WKRC  CINCINNATI,  OHIO 

1,000  WATTS 

New  York  and  Chicago  Sales  Representatives  RADIO   SALES,  Inc. 
485  Madison  Ave.,  New  York  410  North  Michigan  Ave.,  Chicago,  111. 


AN  EVENING  SCHEDULE  OF  MORE  THAN  70%  COLUMBIA  PROGRAMS 
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CBS  reports  the  following  hookup 
changes:  Acme  White  Lead  &  Color 
Works  on  April  23  added  KSL;  Gulf 
Refining  Co.  on  May  3  replaced  WDOX 
with  WSFA;  Corn  Products  Refining 
Co.  on  June  1  will  add  WJAS  and  on 
July  10  will  add  CKLW;  Gold  Dust 
Corp.  on  May  8  added  WABC;  Bar- 
bara Gould  on  May  11  replaced  WDBJ 
with  WTAR;  Nonspi  Co.  on  June  5 
will  add  WBT. 

LOUIS  PHILLIPPE,  Inc.,  has  added 
a  Sunday  pfogram,  2:45-3  p.m.,  start- 
ing April  30,  to  bring  "Armida,  Inter- 
national Songstress"  to  the  air. 
TASTYEAST,  Inc.,  on  May  11  changed 
its  "Tastyeast  Jesters"  program  on  an 
NBC  -  WJZ  network  to  Thursdays, 
7:30-7:45  p.m. 

HOUSEHOLD  FINANCE  Corp.  has 
extended  its  contract  on  NBC-WJZ  to 
Dec.  26.   

CBS  Shifts  Programs, 
Changes  Sunday  Set-up 

A  NEW  Sunday  night  program 
schedule  was  inaugurated  by  CBS 
May  14.  The  shift  divides  the 
"John  Henry — Black  River  Giant" 
sustaining  broadcasts  into  twice-a- 
•week  presentations  in  place  of  the 
present  schedule,  which  calls  for 
two  episodes  in  the  one  evening. 
It  will  also  bring  to  the  network 
a  new  series  of  radio  dramas  pre- 
sented by  the  Columbia  Dramatic 
Guild.  From  8  p.m.  to  the  10:45 
p.m.  spot,  inclusive,  the  new 
line-up  is  as  follows:  8 — "The 
Gauchos";  8:30 — "Chicago  Variety 
Show";  9 — "Columbia  Dramatic 
Guild";  9:30— "Andre  Kostelanetz 
Presents";  10 — "John  Henry"; 
10:15— "The  Columbia  Revue"; 
10:45 — "Quiet  Harmonies"- 


AGENCIES  AND 
REPRESENTATIVES 


ROGER  REYNOLDS,  formerly  South- 
ern advertising  manager  of  the 
American  Weekly,  the  Memphis  Com- 
mercial -  Appeal  and  the  Atlanta 
Georgian,  has  been  appointed  mana- 
ger of  the  new  Atlanta  office  of  Ed- 
ward Petry  &  Co.,  station  representa- 
tives, eflfective  June  1.  Offices  already 
are  maintained  in  New  York,  Chicago 
and  San  Francisco. 

APPOINTMENT  of  Domie  S.  Hast- 
reiter  as  head  of  the  Detroit  office  of 
Scott  Howe  Bowen,  Inc.,  was  an- 
nounced May  4.  Mr.  Hastreiter  suc- 
ceeds Joseph  R.  Spadea,  who  has  been 
transferred  to  New  York  headquar- 
ters. Previously  it  had  been  indicated 
that  the  Detroit  office  would  be  closed. 

CAMPBELL-MITHUN,  Inc.,  new 
Minneapolis  agency,  has  been  appoint- 
ed to  handle  the  advertising  of  the  fol- 
lowing accounts  which  have  used  ra- 
dio: Land  0'  Lakes  Creameries,  Inc.; 
McLaughlin  Gormley  King  Co.,  Min- 
neapolis (insecticides)  and  Northwest 
Bancorporation. 

BATTEN,  Barton,  Durstine  &  Os- 
born  has  been  appointed  by  P.  Duff  & 
Sons,  Inc.,  Pittsburgh  (Duff's  ginger 
bread,  quick  -  cooking  bread  and  cake 
flour)  to  handle  its  advertising.  Com- 
pany has  previously  used  radio. 

ITS  MINNEAPOLIS  office  still  func- 
tioning, Crichfield  &  Co.  agency  an- 
nounces that  it  is  placing  the  follow- 
ing accounts  which  have  previously 
used  radio:  Jacob  E.  Decker  &  Sons, 
Mason  City,  la.  (ham,  bacon,  lard, 
etc.)  ;  Zinsmaster  Baking  Co.,  Duluth, 
Minn,,  and  Durkee  Atwood  Co.,  Min- 
neapolis  (automotive  accessories). 


HENRY  H.  PATTEE  &  Co.,  with  of- 
fices in  the  New  England  Bldg.,  Kan- 
sas City,  is  a  new  agency  headed  by 
H.  H.  Pattee  and  Ivan  Flanery  for- 
merly with  KMBC  and  WHB.  It  will 
specialize  exclusively  in  radio  ac- 
counts. 

B.  THEODORE  CREAMER  Advertis- 
ing Agency,  108  West  Second  St.,  Los 
Angeles,  is  handling  the  account  of 
Coffee  Products  of  America,  Inc.,  Los 
Angeles. 

H.  W.  KASTOR  &  Sons  Co.,  Chicago, 
handles  the  following  accounts:  Pratt 
Food  Co.,  Philadelphia  (animal  and 
poultry  food)  and  Mars,  Inc.,  Chicago 
(candy) . 

MILTON  J.  BLAIR,  vice  president  of 
J.  Walter  Thompson,  discussed  "The 
Cost  of  Advertising"  in  a  talk  over 
WMAQ,  Chicago,  May  3,  in  the  series 
under  the  direction  of  the  Advertis- 
ing Council  of  the  Chicago  Associa- 
tion of  Commerce. 

LEO  FITZPATRICK,  general  mana- 
ger of  WJR,  Detroit;  J.  J.  Hartigan, 
of  Campbell-Ewald  Co.;  and  Gordon 
K.  MacEdward,  of  Advertising  Dis- 
plays, Inc.,  are  among  the  new  direc- 
tors of  the  Detroit  Adcraft  Club. 

GEORGE  L.  PRICE,  formerly  secre- 
tary of  The  Mayers  Co.,  Los  Angeles 
agency,  has  joined  the  Corben  Corp., 
Pasadena,  as  radio  and  continuity 
editor. 

LIEBMANN  BREWERIES,  Inc., 
Brooklyn,  is  placing  its  adver*"ising 
through  Calkins  &  Holden,  New  York. 

FIDELIO  BREWERY,  New  York,  has 
placed  its  advertising  wi*"h  E.  T. 
Howard  Co.,  Inc.,  New  York. 

KINGS  BREWING  Co.,  Brooklyn, 
N.  Y.,  has  appointed  W.  S.  Lock- 
wood  advertising  manager.  Advertis- 
ing placed  direct. 


PROSPECTS 


CONCERNS  that  have  previously  used 
radio  and  that  make  up  their  lists  for 
advertising  campaigns  during  the 
next  few  months  are  reported  by  the 
National  Directory  of  Advertisers  as 
follows:  California  Fruit  Growers 
Exchange,  Los  Angeles  (citrus  prod- 
ucts) ;  San  Diego-California  Club,  San 
Diego,  Cal.  (community)  ;  Paraffine 
Companies,  Inc.,  San  Francisco 
(paint,  roofing,  shingles,  etc.)  ;  Cam- 
pana  Corp.,  Batavia,  111.  (Italian 
balm)  ;  DDD  Corp.,  Batavia,  111. 
(medicines) ;  Burnham  &  Morrill  Co., 
Portland,  Me.  (sea  foods,  vegetables, 
etc.)  ;  Faultless  Mfg.  Co.,  Baltimore 
(dry  goods)  ;  Del-Mar-Va  Eastern 
Shore  Ass'n,  Inc.,  Salisbury,  Md. 
(property  and  resources)  ;  Warren 
Telechron  Co.,  Ashland,  Mass.  (Tele- 
chron  electric  clocks) ;  Firestone  Foot- 
wear Co.,  Boston  (rubber  and  canvas 
footwear)  ;  Templetone,  Inc.,  Detroit 
(medicines) ;  Scott  &  Bowne,  Bloom- 
field,  N.  J.  (Scott's  cod  liver  oil); 
G.  W.  Van  Slyke  &  Horton,  Albany, 
N.  Y.  (Schuyler  cigars);  D'Orsay 
Perfumeries  Corp.,  New  York  (toilet- 
ries); General  Foods  Corp.,  New 
York;  General  Cigar  Co.,  New  York; 
Crosley  Radio  Corp.,  Cincinnati. 

HAAS,  BARUCH  &  Co.,  Los  Angeles 
(Iris  canned  and  preserved  goods) 
makes  up  lists  during  June  and  De- 
cember, using  radio  along  with  other 
media.  Advertising  is  placed  by 
Emil  Brisacher  &  Staff,  Los  Angeles. 

PURITAN  CHEMICAL  Co.,  Atlanta 
(insecticides)  has  appointed  the  John- 
son-Dallis  Co.,  Atlanta,  to  place  its 
advertising,  which  will  include  radio 
and  newspapers. 


CHAR-TEX  Co.,  Minneapolis,  di- 
vision of  the  Terminal  Co.,  340 
Stimson  Blvd.,  Minneapolis,  is  test- 
ing radio  locally  for  a  new  mouth 
wash,  account  being  handled  by 
Critchfield  &  Co.,  Minneapolis. 


STUDIO  NOTES 


KFOX,  Long  Beach  Cal.,  now  con- 
ducts a  Spanish  department,  offering 
the  services  of  a  continuity  writer,  ad 
writer  and  announcer  as  well  as  Span- 
ish entertainers.  The  new  department 
is  proving  commercially  profitable, 
reaching  the  Mexican  and  Spanish 
speaking  population.  It  is  under  the 
direction  of  Senor  Antonio  Seine,  na- 
tive of  Mexico,  who  conducts  an  early 
morning  Spanish  period  at  6  o'clock 
called  "El  Despertador",  or  "The 
Early  Riser". 

CAPTAIN  HENRY'S  Showboat,  spon- 
sored every  Thursday  night  on  NBC- 
WEAP  by  Maxwell  House  Coffee  Co., 
is  being  reproduced  in  a  Paramount 
talkie  short  for  an  early  release. 

KFAC,  Los  Angeles,  has  started  to 
broadcast  a  spelling  bee  three  times 
weekly  through  the  cooperation  of  34 
local  high  schools.  Each  school  se- 
lects a  team  from  the  senior  class. 
These,  by  rotation,  will  appear  before 
the  KFAC  microphone  until  elimina- 
tions leave  one  contestant  from  each 
school.  Finals  will  be  between  these 
candidates,  with  the  first  prize  a 
scholarship  in  the  University  of 
Southern  California. 

THE  DAILY  Illustrated  Times,  Chi- 
cago tabloid  newspaper,  is  now  broad- 
casting 15-minute  news  periods  each 
weekday  morning  over  WJJD,  Chi- 
cago. This  is  in  addition  to  twice 
daily  periods  over  WBBM,  Chicago, 
and  daily  periods  over  WJKS,  Gary, 
Ind. 

KHJ,  Los  Angeles,  has  started  a  new 
series  called  "Conquerors  of  the  Sky", 
with  previews  a  week  in  advance.  Bill 
Robson,  staff  writer,  is  writing  the 
script  which  depicts  big  moments  in 
the  lives  of  aviation  headliners.  Pro- 
gram will  go  over  the  Don  Lee-CBS 
network. 

WOR,  Newark,  reports  that  15,000 
students  have  enrolled  for  its  four 
language  courses  —  French,  Italian, 
Spanish  and  German.  A  secondary 
French  course  was  recently  started 
under  the  heading  "A  Little  French 
for  Little  Folks." 

WNAC,  Boston,  furnished  the  Yankee 
Network  and  CBS  a  dramatic  bit  of 
spot  news  coverage  on  May  5  when 
Jim  Smith,  ace  reporter  for  the  Bos- 
ton Evening  American,  related  the 
events  leading  up  to  the  solution  of 
the  McMath  kidnapping  in  a  broadcast 
from  the  police  station  at  Harwich- 
port,  Mass. 

WHAT  is  believed  to  be  the  only  Chi- 
nese program  presented  by  an  all- 
Chinese  cast  as  a  regular  feature  over 
a  middle  western  station  is  broadcast 
each  Thursday  night  by  WGES,  Chi- 
cago. Under  the  supervision  of  the 
Chinese  Daily  News,  Chicago,  the 
program  presents  a  cast  of  16,  a  Chi- 
nese orchestra,  songs  and  drama.  Gene 
Dyer,  station  manager,  breaks  into 
the  program  periodically  to  explain 
in  English  various  phases  of  the  en- 
tertainment. The  series  is  intended 
to  promote  a  friendly  feeling  for  the 
Chinese  in  Chicago. 

THE  WEEKLY  audience  for  the  "Do- 
Nut  frolic"  at  KNX,  Hollywood,  has 
became  so  large  that  the  cast  has 
moved  to  Freeman  Lang's  sound  stage 
at  1343  Gordon  Street,  Hollywood,  for 
a  weekly  personal  appearance  and 
broadcast  performance. 

THE  MORRIS  B.  SACHS  department 
store,  Chicago,  disposed  of  1500  wom- 
en's dresses  in  one  day  following  the 
sponsorship  of  seven  time  signals  on 
the  preceding  day  over  WAAP,  Chi- 
cago, early  in  March. 

KDB,  Santa  Barbara,  Cal.,  on  April 
30  celebrated  its  second  anniversary 
with  a  special  program  to  the  Don 
Lee-CBS  chain.  Herbert  Witherspoon, 
at  one  time  on  the  commercial  staff 
of  KHJ,  is  manager  of  KDB. 


^iTou  pay  a  low  price 
for  thorough  south- 
ern coverage  on  W  SM 
—  the  national  re- 
sponse you  get  is 
velvet. 


Exclusive  National  Representatives 
EDWARD   PETRY  AND  COMPANY 
New  York     Chicago     San  Francisco 


Cleared  Channel 


Unlimited  ||  Time 


NBC 
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WSM 

50,000  WATTS 


Owned  and  Operated  by 
The  National  Life  &  Accident  Insurance  Company,  Inc. 
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New  England  Expecting 
Larger  Radio  Audience 
In  Summer  Than  Winter 


Phelan 


NEW  E  N  G  - 
LAND  will  have 
a  larger  radio 
audience  this 
summer  than  it 
d  i  d  during  the 
winter  just  past, 
predicts  Charles 
W.  Phelan,  direc- 
tor of  sales  for 
the  Yankee  Net- 
work.   Prior  to 


the  advent  of  the  automobile  radio 
receiver,  he  points  out,  every  sur- 
vey showed  New  England's  sum- 
mer audience  to  be  90  per  cent  of 
the  winter. 

"With  the  sale  of  many  hundred 
thousand  small  receiving  sets  and 
automobile  radios,  it  is  safe  to 
state  there  will  be  a  larger  au- 
dience this  summer  in  New  En- 
gland than  there  was  last  winter." 

Declaring  that  New  England  be- 
comes the  mecca  for  vacationists 
from  May  to  October,  Mr.  Phelan 
said  there  will  be  no  relaxation  in 
broadcasting  this  summer. 

"When  you  add  nearly  3,000,000 
people  spending  $500,000,000  to 
8,500,000  people  spending  $3,783,- 
570,000,  you  have  an  idea  how  im- 
portant the  vacation  industry  is  to 
New  England,"  he  added. 

A  NEW  station  for  Greenville, 
N.  C.,  was  recommended  to  the 
Radio  Commission  May  12  by  Chief 
Examiner  Yost  on  application  of 
William  Avera  Wynne.  Assign- 
ment requested  is  1420  kc,  100 
watts,  daytime. 


EQUIPMENT 


RCA  VICTOR  Co.,  Camden,  N.  J.,  re- 
ports the  sale  of  a  10  kw.  broadcast 
transmitter  to  be  installed  at  La  Paz, 
Bolivia,  to  operate  on  600  kc.  Order 
also  included  a  1  kw.  short  wave 
transmitter  to  operate  on  6,080  and 
13,500  kc. 

HERALDO  de  CUBA,  Havana  news- 
paper, has  ordered  a  Model  lOOlC 
broadcast  transmitter  from  RCA  Vic- 
tor Co.,  Camden,  N.  J.  It  will  oper- 
ate with  1  kw.  on  1100  kc. 
E.  E.  GRIFFIN,  former  chief  tech- 
nician with  radio  stations  in  Los  An- 
geles, Inglewood  and  Pomona,  Cal., 
but  for  the  last  three  years  chief  en- 
gineer with  the  Universal  Microphone 
Co.,  Inglewood,  has  been  promoted  to 
vice  president  of  Universal  in  charge 
of  factory  production  and  the  pre- 
cision laboratory. 

THE  CONTROL  staff  at  WHAM,  Ro- 
chester, has  installed  a  panel  mount- 
ing long-short  wave  receiver  to  tune 
in  NAA,  Arlington,  for  time  checks. 
Electric  clocks  on  Rochester  current 
vary  as  much  as  15  seconds  in  five 
hours. 

WESTERN  TELEVISION  Co.,  Chi- 
cago, has  secured  an  order  from  the 
National  Revolutionary  Party  of  Mex- 
ico for  a  1  kw.  television  transmitter 
to  be  operated  in  Mexico  City  in  con- 
nection with  its  broadcasting  station 
XFO.  Engineer  Armando  Conto  has 
been  sent  to  Mexico  City  to  make  the 
installation. 


KGIR  Gets  Increase 

AN  INCREASE  in  day  power 
from  500  watts  to  1  kw.  was 
given  KGIR,  Butte,  Mont.,  by  the 
Radio  Commission  May  5.  The 
station  also  was  authorized  to  in- 
stall new  equipment. 


PLUS  Actual  Merchandisina  Service  f 


You  can't  get  "AA"  just  by  having  more  power  and  better  reception  .  .  .  you  need 
consistently  superior  entertainment,  both  studio  and  national  chain  .  .  .  and  your 
programs  must  be  built  up  through  newspaper  publicity,  air  publicity,  billboard  tie- 
ups  and  actual  merchandising  and  survey  work.  You  can  get  all  this  when  you  use 
KMBC — first  in  the  hearts  of  the  heart  of  America  .  .  .  where  retail  sales  are  $488 
per  capita  (highest  in  U.S.A.)  against  national  average  of  $230.  Are  you  getting 
your  share? 

MIDLAND  BROADCASTING  CO.,  Kansas  City,  Mo. 
New  York  Office:  17  E.  49th  St.    Phone  Eldorado  5-5070 

AA— AUDIENCE  APPRECIATION 
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BC 

THESE 
FOLKS 
DEPEND 


UPON 
EVERY  DAY 


Bankers,  Merchants,  Feed  and 
Lumber  Dealers 

Grain  Farmers  and  Country 
Elevators 

Creameries  and  Country  Buyers 
Fruit  and  Vegetable  Growers 
Livestock  Producers 
Dairy  Farmers 
Foul  try  men 


From  the  very  first,  WLS  has  been  committed  to  an 
inviolable  program  of  constructive  service  to  farmers 
and  all  others  dependent  upon  agriculture.  Throughout 
the  day,  immediately  after  market  and  weather  reports 
are  released  through  official  sources,  WLS  reporters 
rush  to  the  microphone  and  a  great  army  of  listeners 
learn  the  price  of  hogs,  trend  of  the  butter  market, 
what's  doing  in  the  fruit  and  vegetable  market,  and 
what  the  weather  man  says. 

These  hundreds  of  thousands  look  upon  WLS  not 
merely  as  a  medium  of  entertainment.  They  plan  their 
daily  farm  work,  their  shipments  to  market,  trading 
operations,  and  many  other  activities  after  hearing 
these  vital  economic  reports  over  WLS.  To  them,  WLS 
means  dollars  and  cents  made  or  saved. 

WLS  farm  reporters  are  farm  trained — educated  in 
agriculture  and  journalism.  They  know  the  problems 
of  agriculture.  Not  only  do  they  arrange  and  broad- 
cast a  market  and  weather  service,  but  they  bring  news 
of  farm  legislation,  spot  reporting  of  State  Fairs,  In- 
ternational Livestock  Expositions,  Poultry  Shows,  and 
other  news  equally  important. 

This  great  audience  that  depends  upon 
WLS  for  this  "dollars  and  cents"  service 
ivill  listen  to  advertisers'  messages  built  by 
the  men  and  women  of  WLS  who  know 
their  market.  Now  is  the  time  to  go  after 
that  market — midwest  farm  conditions  are 
improving  day  by  day. — Full  particulars 
as  to  rates  and  coverage  ivill  gladly  be  fur- 
nished upon  request. 
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Mail  and  Index  to  "Circulation" 

{Continued  from  page  9) 


Speedy  Selling 


the  county  in  which  the  sta- 
tion itself  is  located  were 
mapped  as  "very  good"  cover- 
age. These  two  areas  com- 
bined were  designated  as  "pri- 
mary coverage". 

Any  counties  from  which 
less  than  25  per  cent  as  many 
requests  were  received  were 
arbitrarily  excluded  from  this 
area  and  were  mapped  as  sec- 
ondary but  "regular"  coverage. 

Arbitrary  Basis 

YOU  MAY  wonder  what  prompted 
us  to  use  these  precise  ratios  for 
the  levels  of  coverage.  It  was 
quite  arbitrary — we  were  plowing 
new  ground.    We  could  have  used 


Theatre  Program 

Ready  for  Sponsorship  ! 

Here's  a  Saturday  Night  program  with 
pep — zip — and  go.  A  variety  show  that 
pulls  listeners  from  the  Iowa-Nebraska 
territory  for  two  solid  hours  of  snappy 
entertainment.    Produced  on  local  stage. 

Offers  a  fast-moving  combination  of  vocal 
and  instrumental  music,  including  one 
period  of  genuine  hill-billy  music  —  well 
mixed  with  drama  and  comedy  by  the 
well  known  KOIL  KRIME  KLAN  cast, 
and  Tony  and  Babe,  the  midwest's  most 
popular  comedy  team.  Thirty-five  people 
working,  with  two  announcers. 

An  audience  ready  for  your  advertising 
message.  Can  be  sponsored  cooperatively 
or  in  quarter — or  half-hour  periods.  A 
natural !  Let  us  prove  it.  Write  for  de- 
tails of  program  and  station  coverage. 


Affiliated  with  NBC's  Blue  Network 


THE   TEST  STATION 

"Voice  of  Barnsdall— 
the  World's  First  Refiner" 
COMMERCIAL  DEPT.,    .    OMAHA,  NEB. 


ratios  of  1/3  or  1/4  instead  of  1/2 
but  we  found  that  the  ratios  used 
were  readily  comprehensible  and 
sufficiently  broad  for  clear  distinc- 
tion between  the  areas. 

On  this  basis,  then,  "Listening 
Area"  maps  were  prepared  for 
each  station  on  the  CBS  network. 
It  will  be  seen  that  the  total  num- 
ber of  requests  received  by  any 
station  had  very  little  bearing  on 
the  size  or  shape  of  its  "Listening 
Area"  map.  The  relation  of  these 
requests  per  thousand  population 
to  the  "home"  county  was  the  im- 
portant factor.  It  was  our  belief 
that  relating  the  mail  to  popula- 
tion would  eliminate  variables  due 
to  difference  in  returns  from  each 
station.  But  we  checked  this  point 
by  experimenting  in  New  York 
City.  One  map  using  the  above 
formula  was  prepared  on  the  basis 
of  2,000  letters  and  another  on  the 
basis  of  10,000.  The  primary 
"Listening  Areas"  were  identical 
and  the  secondary  areas  checked 
very  closely.  The  map  based  on 
10,000  letters  showed  a  few  addi- 
tional counties  of  "occasional"  cov- 
erage. 

Directional  Tendencies 

IN  LOOKING  through  this  series 
of  "Listening  Area"  maps  several 
interesting  facts  are  evident.  In 
the  first  place,  almost  without  ex- 
ception the  maps  are  not  circular 
in  shape  but  highly  individual.  The 
"Listening  Areas"  show  strong  di- 
rectional tendencies  and  sometimes 
form  almost  a  grotesque  shape 
which  shows  no  direct  geographi- 
cal congruity  with  the  station  con- 
cerned. For  example,  the  "Listen- 
ing Area"  of  Columbia's  station  in 
Dallas  extends  southward  from 
Arkansas  to  Mexico  in  a  lateral 
band  frequently  only  a  few  coun- 
ties wide,  but  over  200  miles  long. 
And  other  stations,  for  example, 
Boston,  show  a  "Listening  Area" 
in  almost  direct  contrast.  The  in- 
tense "Listening  Area"  of  the  Bos- 
ton station  is  scarcely  50  miles 
wide  but  extends  north  and  south 
for  almost  300  miles. 

It  is  interesting  to  note  that 
the  primary  "Listening  Areas"  al- 
most always  fall  within  the  field 
strength  maps  prepared  by  engi- 
neers. The  "Listening  Area"  maps 
do  not  show  the  entire  area  which 
a  given  program  can  cover,  but  in- 
dicate the  areas  it  will  reach  at 
the  outset,  by  laws  of  average,  and 
to  the  relative  degree  of  habitual 


DOES  RADIO  sell  automo- 
biles? Yes,  replies  the  Rice 
Motors,  Inc.,  Cincinnati,  after 
a  week  of  spot  announce- 
ments over  WCKY,  Coving- 
ton, Ky.  The  firm  had  a 
large  stock  of  1933  Auburn 
eights  to  close  out  at  bar- 
gain prices.  Seven  announce- 
ments, each  with  diflferent 
copy,  were  arranged.  In  four 
days  every  car  was  sold,  and 
more  Auburns  of  the  same 
type  were  ordered  from  the 
factory  to  supply  demand. 
Factory  executives  at  Au- 
burn, Ind.,  who  tuned  in  the 
announcements,  compli- 
mented Rice  Motors  on  their 
effectiveness.  The  continuity 
was  handled  by  Elmer  H. 
Dressman,  WCKY  continuity 
director. 


listening  to  the  station  in  each  of 
those  areas. 

Basis  of  Market  Data 

BECAUSE  of  their  accurate  county 
divisions,  these  maps  have  given 
us  an  opportunity  to  supply  exact 
market  data  for  the  territories  cov- 
ered by  each  station.  Such  figures 
as  the  number  of  families,  radio 
homes,  telephones,  automobiles,  etc. 
permit  the  broadcast  advertiser, 
for  the  first  time,  to  evaluate  care- 
fully each  radio  market. 

The  second  "Listening  Area" 
study  has  just  been  completed  and 
is  now  on  the  press.  We  can  speak 
with  even  more  confidence  concern- 
ing the  "Listening  Area"  method 
now  that  we  have  seen  the  close 
correlation  between  the  two  groups 
of  maps.  Almost  without  excep- 
tion, the  second  "Listening  Area" 
study,  conducted  two  years  later, 
checks  with  the  first  "Listening 
Area"  maps.  Where  there  are  sig- 
nificant differences,  these  can  usu- 
ally be  accounted  for  by  changes 
in  equipment,  increases  in  power, 
removal  of  transmitter  site,  change 
in  program  policy  or  other  spe- 
cific factors. 

I  should  like  to  point  out  that 
these  maps  make  no  attempt  to 
show  the  number  of  listeners  to 
any  station  or  any  one  program. 
We  are  frequently  asked  for  this 
information,  but  this  is  an  elusive 
figure  that  changes  from  quarter- 
hour  to  quarter-hour  every  day  of 
the  week.  The  number  of  listeners 
to  a  specific  program  can  be  deter- 
mined by  'round  the  clock  tele- 
phone surveys  and  similar  types 
of  investigations. 

Mail  Questionnaire 

OUR  "Listening  Area"  maps  did 
not  even  tell  us  how  many  people 
actually  listened  to  each  station  re 
regularly  and  habitually.  In  com- 
piling a  composite  "Listening 
Area"  map  far  the  entire  CBS  net- 
work, we  were  able  to  make  use 
of  figures  indicating  the  percent- 
age of  regular  listeners  to  each 
station.  But  these  figures  were 
obtained  in  another  way  and  this 
brings  us  to  another  technique  we 
employed — the  mail  questionnaire. 

As  a  matter  of  fact  the  mail 
questionnaire  has  been  the  basis 
of  most  of  the  research  reports 


which  we  have  prepared.  It  was 
first  used  by  us  to  check  up  on  the 
popularity  of  the  stations  affiliated 
with  CBS.  In  a  sense,  this  first 
study  was  a  private  inventory  of 
Columbia's  assets.  Since  that  time 
the  circularization  audits  conducted 
for  us  by  Price,  Waterhouse  and 
Company,  public  accountants,  have 
become  annual  releases. 

Editor's  Note — The  remain- 
der of  Mr.  Karol's  discussion 
of  this  stibject  will  be  car- 
ried in  the  June  1  issue  of 
Broadcasting. 


Copyright  Straitjacket 

{Continued  from  page  13) 

proper  control  over  broadcasting 
performances  would  automatically 
secure  to  the  copyright  owner  suf- 
ficient protection  from  unauthor- 
ized public  performance  by  the  use 
of  the  radio  receiving  set,  and 
justify  legislation  denying  relief 
against  those  who  in  using  the 
receiving  set  innocently  invade  the 
copyright,  hut  the  existing  statute 
makes  no  such  exception." 

In  the  new  copyright  legislation 
which  will  come  before  the  pres- 
ent Congress  it  should  therefore 
provide,  with  relation  to  radio 
broadcasting,  that 

1.  Where  copyright  material  is 
broadcast  the  performance  is  only 
at  the  broadcasting  station. 

2.  Where  a  license  to  broadcast 
copyrighted  material  is  given  it 
should  cover  any  reception  of  this 
program  wherever  transmitted,  re- 
transmitted or  reproduced  pro- 
vided the  reproduction  begins  and 
ceases  in  point  of  time  simultane- 
ously with  the  performance  in  the 
broadcast  studio. 

3.  Where  there  is  a  chain  pro- 
gram broadcast,  the  performance 
is  only  in  the  originating  broad- 
cast station  studio. 

4.  Where  copyrighted  material 
is  broadcast  without  license  the 
station  originating  the  broadcast 
only  shall  be  chargeable  under  the 
copyright. 

In  this  manner  the  copyright 
owner  may  fully  protect  himself 
as  he  is  not  obliged  to  license  for 
broadcasting  purposes,  but  he 
should  not  be  permitted  to  grant 
such  a  license  with  full  knowledge 
of  the  present  art  of  broadcast 
transmission  and  then  be  allowed 
to  collect  an  additional  iroyalty 
from  the  unsuspecting  and  de- 
fenseless public. 


Coverage  Standards 

{Continued  from  page  H) 

newspaper  or  magazine  advertiser. 
And  it  is  a  more  direct  criterion 
of  the  advertiser's  opportunity  than 
a  census  of  listeners  to  another 
advertiser's  program  of  greater  or 
less  attractiveness  delivered  at  a 
different  hour  with  altered  pro- 
gram competition,  or  tabulation  of 
cumulative  results  attained  by  all 
advertisers  on  a  given  station. 

Furthermore,  the  actual  value  of 
coverage  determined  by  measure- 
ment can  be  compared  both  geo- 
graphically and  on  the  basis  of 
cost  per  receiving  installation  with 
similar  data  on  competing  stations. 


♦Abstract  of  remarks  before  radio 
group  of  the  Advertising  Club  of  New 
York. 


Frequency  Measuring  Service 

Many  stations  find  this  exact  measuring  service  of  great 
value  for  routine  observation  of  transmitter  perform- 
ance and  for  accurately  calibrating  their  own  monitors. 

MEASUREMENTS  WHEN  YOU  NEED  THEM  MOST 

R.  C.  A.  COMMUNICATIONS,  Inc. 

Commercial  Department 

A  RADIO  CORPORATION  OF  AMERICA  SUBSIDIARY 

66  BROAD  STREET  NEW  YORK,  N.  Y. 
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Sweeping  Effects  of  WIBO  Case 

{Continued  from  page  6) 


state  on  a  frequency  theretofore 
assigned  to  a  station  in  an  over- 
quota  state,  provided  the  Commis- 
sion does  not  act  arbitrarily  or 
capriciously." 

That  a  station  exists  only  from 
license  renewal  to  license  renev^ral 
was  made  evident  by  the  highest 
court.  Answering  the  contention 
of  Rep.  Beck  that  the  deletion  of 
WIBO  and  WPCC  was  arbitrary, 
since  no  proceeding  had  been  insti- 
tuted for  the  revocation  of  their 
licenses,  the  court  said  that  Sec- 
tion 14  providing  for  revocation 
permits  such  action  in  cases  of 
false  statements  or  for  failure  to 
operate  as  the  license  required  or 
to  observe  regulations. 

"But  the  question  here,"  the 
Court  continued,  "is  not  with  re- 
spect to  revocation  under  Section 
14,  but  as  to  the  equitable  adjust- 
ment of  allocations  demanded  by 
Section  9.  The  question  is  not 
simply  as  to  the  service  rendered 
by  particular  stations,  independent- 
ly considered,  but  as  to  relative 
facilities, — the  apportionment  as 
between  states.  *  *  * 

"In  granting  licenses  the  Com- 
mission is  required  to  act  'as  pub- 
lic convenience,  interest  or  neces- 
sity requires'.  This  criterion  is 
not  to  be  interpreted  as  setting  up 
a  standard  so  indefinite  as  to  con- 
fer an  unlimited  power.  The  re- 
quirement is  to  be  interpreted  by 
its  context,  by  the  nature  of  radio 
transmission  and  reception,  by  the 
scope,  character  and  quality  of  ser- 
vices, and,  where  an  equitable  ad- 
justment between  states  is  in  view, 
by  the  relative  advantages  in  ser- 
vice which  will  be  enjoyed  by  the 
public  through  the  distribution  of 
facilities.  In  making  such  an  ad- 
justment the  equities  of  existing 
stations  undoubtedly  demand  con- 
sideration. They  are  not  to  be  the 
victims  of  official  favoritism.  But 
the  weight  of  the  evidence  as  to 
these  equities  and  all  other  perti- 
nent facts  is  for  the  determination 
of  the  Commission  in  exercising 
its  authority  to  make  a  'fair  and 
equitable  allocation.' 

Considered  Needs  at  Gary 

"IN  THE  instant  case  the  Commis- 
sion was  entitled  to  consider  the 
advantages  enjoyed  by  the  people 
of  Illinois  under  the  assignments 
to  the  state,  the  services  rendered 
by  the  respective  stations,  the  rea- 
sonable demands  of  the  people  of 
Indiana,  and  the  special  require- 
ments of  radio  service  at  Gary. 
The  Commission's  findings  show 
that  all  these  matters  were  con- 
sidered. Respondents  say  that 
there  has  been  no  material  change 
in  conditions  since  the  general  re- 
allocation of  1928?  But  the  Com- 
mission was  not  bound  to  maintain 
that  allocation  if  it  appeared  that 
a  fair  and  equitable  distribution 
made  a  change  necessary.  Com- 
plaint is  also  made  that  the  Com- 
mission did  not  adopt  the  recom- 
mendations of  its  examiner.  But 
the  Commission  had  the  responsi- 
bility of  decision  and  was  not  only 
at  liberty  but  was  required  to 
reach  its  own  conclusions  upon  the 
evidence. 

"We  are  of  the  opinion  that  the 
Commission's  findings  of  fact, 
which  we  summarized  at  the  out- 


set, support  its  decision,  and  an 
examination  of  the  record  leaves 
no  room  for  doubt  that  these  find- 
ings rest  upon  substantial  evi- 
dence." 

Senators  Hail  Opinion 

THE  OPINION  was  hailed  enthu- 
siastically by  Senators  Dill,  (D.) 
of  Washington,  and  White,  (R.)  of 
Maine,  radio  leaders  in  Congress. 
Senator  Dill  said  it  establishes 
"very  clearly  the  right  of  the  Com- 
mission to  change  assignments  at 
will,  and  the  right  of  Congress  to 
regulate  this  great  instrument  of 
intelligence  in  behalf  of  the 
people." 

Senator  White  declared  the  opin- 
ion "absolutely  sound"  in  that  it 
"affirms  the  understanding  and  the 
purpose"  of  the  law.  It  clearly  up- 
holds the  right  of  the  Commission 
to  refuse  license  renewals  in  proper 
cases,  without  recognizing  any 
property  right,  he  asserted.  Some 
question  might  arise  now  as  to 
whether  the  Davis  amendment  has 
"served  its  purpose",  Senator 
White  said,  but  he  observed  that 
while  certain  of  its  provisions 
might  properly  be  eliminated,  "the 
principle  of  the  Davis  amendment 
should  be  retained. 

WIBO,  operated  by  the  Nelson 
Brothers  Bond  and  Mortgage  Co., 
has  operated  on  the  choice  560  kc. 
channel  with  1  kw.  night  and 
kw.  day  since  the  1928  reallocation. 
Representing  an  investment  of 
nearly  $350,000  two  years  ago,  it 
recently  moved  to  new  studios — ■ 


the  old  Chicago  NBC  studios — in 
the  Loop  district.  WPCC,  operat- 
ing with  500  watts,  was  licensed 
to  the  North  Shore  Church,  and 
while  authorized  to  share  with 
WIBO,  operated  on  Sundays  dur- 
ing stated  hours  and  by  agreement 
has  operated  on  certain  week  days 
in  exchange  for  Sunday  hours. 

WJKS  Gets  Full  Time 

WJKS  is  licensed  to  the  Johnson- 
Kennedy  Radio  Corp.,  of  which 
Ralph  Atlass,  Chicago,  is  the  prin- 
cipal owner.  The  station  has  op- 
erated part  time  on  1360  kc,  with 
1  kw.  night  and  1^/4  kw.  day.  Under 
the  decision  it  acquires  full  time 
on  a  much  more  desirable  wave, 
with  1  kw.  night  and  kw.  day. 
Mr.  Atlass  recently  took  over  oper- 
ation of  WJJD,  Chicago,  from  the 
Loyal  Order  of  the  Moose. 

Arguments  in  behalf  of  the  gov- 
ernment in  the  Supreme  Court  re- 
view were  handled  by  Solicitor 
General  Thomas  D.  Thacher.  He 
was  assisted  in  the  preparation  of 
the  case  by  Duke  M.  Patrick,  for- 
mer Commission  general  counsel, 
who  resigned  last  February.  Mabel 
Walker  Willebrandt,  former  Assis- 
tant Attorney  General,  was  coun- 
sel for  WJKS. 

Under  Supreme  Court  procedure, 
the  mandate  deleting  WIBO  and 
WPCC  and  awarding  the  560  kc. 
assignment  to  WJKS  will  become 
effective  June  2,  unless  steps  are 
taken  for  a  stay  in  connection  with 
the  filing  of  a  motion  for  rehear- 
ing. The  court  seldom  grants  such 
motions.  Counsel  for  the  Chicago 
stations  have  not  yet  decided  on 
the  course  to  be  pursued. 
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manship and  sound  merchandising  to  radio 
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ACTIONS   OF  THE 


FEDERAL    RADIO  COMMISSION 

MAY  1  TO  MAY  13  INCLUSIVE 


Applications  .  .  . 

MAY  2 

WSAR,  Fall  River,  Mass. — CP  to  make  changes  in 
equipment. 

WJAY,  Cleveland — Modification  of  license  to  change 
from  610  kc,  500  w.  power,  D  to  590  kc,  250  w.  night, 
500  w.  day,  unlimited  time,  amended  to  omit  request  to 
change  frequency. 

KGHI.  Little  Rock,  Ark. — CP  to  make  changes  in 
equipment,  change  frequency  from  1200  kc.  to  570  kc. 
and  increase  power  from  100  w.  to  500  w.  amended  to 
omit  request  to  change  frequency,  and  change  requested 
power  from  500  w.  to  100  w.  night,  250  w.  day,  trans- 
mitter to  be  determined. 

WKEU,  LaGrange,  Ga. — Modification  of  CP  for  a  new 
station  to  be  operated  on  1500  kc,  100  w.,  specified 
hours,  to  extend  completion  date  from  5-20-33  to  8-20-33. 

KECA,  Los  Angeles — Modification  of  license  to  use 
auxiliary  transmitter  of  KFI  as  main  transmitter  of 
KECA ;  also  install  automatic  frequency  control  equip- 
ment. 

KGER,  Long  Beach,  Cal. — Modification  of  license  to 
change  main  studio  from  Long  Beach  to  Los  Angeles. 

Applications  returned:  WTAR-WPOR,  Norfolk,  Va. 
— Modification  of  license  to  increase  power  from  500  w. 
to  1  kw.  ;  KLRA,  Little  Rock,  Ark. — Modification  of 
license  to  change  hours  of  operation  from  specified  hours 
to  unlimited  time;  NEW,  L.  C.  Memmott  &  E.  H. 
Carter,  Rapid  City,  S.  D. — CP  for  a  new  station  1360 
kc,  250  w.  night,  500  w.  day,  unlimited  time,  facilities 
of  WCAT,  Rapid  City,  S.  D. 

W9XE,  Marion,  Ind. — License  covering  CP  for  43000- 
46000,  48500-50300,  60000-80000  kc.  1  kw,  experimental 
visual  broadcasting. 

MAY  4 

KVOR,  Colorado  Springs,  Col. — Voluntary  assignment 
of  license  to  S.  H.  Patterson. 

MAY  6 

NEW,  San  Juan,  Puerto  Rico — Juan  Piza  for  CP  for 
a  new  station  at  San  Juan,  P.  R.,  1290  kc,  500  w.  un- 
limited time. 

WSAI,  Cincinnati — CP  to  make  changes  in  equipment 
and  increase  power  from  500  w.  night,  1  kw.  day  to 
500  w.  night,  2Vo  kw.  day,  amended  to  request  increase 
in  power  to  1  kw.  night,  21/2  kw.  day. 

KLRA,  Little  Rock,  Ark. — Modification  of  license  to 
change  hours  of  operation  from  specified  to  unlimited 
time,  resubmitted  without  change. 

WMT,  Waterloo,  la. — Modification  of  license  to  in- 
crease power  from  500  w.  to  500  w.  night,  1  kw.  day. 

WDGY,  Minneapolis — CP  to  make  changes  in  equip- 
ment and  increase  power  from  1  kw.  to  2V2  kw. 

KICA,  Clovis,  N.  M. — License  to  cover  CP  granted 
4-21-33  to  move  transmitter  and  studio  locally. 

KREG,  Santa  Ana,  Cal. — Install  new  automatic  fre- 
quency control  equipment. 

Applications  returned  to :  NEW,  C.  E.  Wilkinson, 
Mason  City,  la. — CP  for  a  new  station  at  Mason  City, 
1500  kc,  100  w.,  specified  hours  :  KGIZ,  Grant  City,  Mo. 
— CP  to  move  station  to  Maryville,  Mo. 

MAY  9 

WARD,  Brooklyn — Modification  of  license  to  change 
hours  of  operation  from  sharing  with  WFOX,  WLTH 
and  WBBC  to  sharing  with  WBBC  (facilities  of  WLTH. 
and  WFOX)  amended  to  request  unlimited  time  and 
facilities  of  WBBC,  Brooklyn  ;  also  NEW,  Muskegon, 
Mich.— Nicholas  Kuris  for  CP  on   1200  kc,  100  w.  D. 

KOCW,  Chickasha,  Okla.— Modification  of  CP  to 
change  authorized  location  of  transmitter  from  Chick- 
asha, Okla.  to  Tulsa,  Okla.,  exact  site  to  be  determined, 
and  to  change  type  of  authorized  equipment. 

WOW,  Omaha — Modification  of  license  to  change  hours 
of  operation  from  sharing  with  WCAJ  to  unlimited 
time   (facilities  of  WCAJ,  Lincoln,  Neb.). 

NEW,  La  Grande.  Oregon — Eastern  Oregon  Broadcast- 
ing Co.,  Inc.  for  CP  on  1500  kc.  100  w.  night,  250  w. 
day.  unlimited  time  (facilities  of  KOAC.  Corvallis,  Ore.), 
amended  to  change  transmitter  location  to  "to  be  de- 
termined, near  La  Grande." 

MAY  11 

WEVD,  New  York — Modification  of  license  to  increase 
power  from  500  w.  to  1  kw. 

WOR.  Newark— Modification  of  CP  to  install  new 
transmitter  and  increase  power  from  5  kw.  to  50  kw., 
to  extend  commencement  and  completion  dates  to  6-16-33 
and  11-16-33,  respectively. 

WMBO,  Auburn,  N.  Y. — License  to  cover  CP  to  re- 
build station  changing  transmitter  site  locally. 

WJAC,  Johnstown,  Pa. — Voluntary  assignment  of  li- 
cense to  WJAC,  Inc.  ■ 

KWEA,  Shreveport,  La. — Modification  of  CP  to  install 
new  transmitter  to  change  type  of  authorized  equipment. 

KGHI,  Little  Rock,  Ark. — CP  to  make  changes  in 
equipment  and  increase  power  from  100  w.  to  100  w. 
night.  250  w.  day,  amended  as  to  equipment. 

WHBQ,  Memphis — License  to  cover  CP  as  modified, 
to  move  transmitter  locally. 

WFLA-WSUN,  Clearwater,  Fla.— License  to  cover  CP 
to  make  changes  in  equipment. 

NEW,  Yakima,  Wash.— Herbert  LeRov  Coburn  for 
CP  on  1240  kc,  500  w.,  unlimited  time. 


Decisions  .  .  . 

MAY  2 

WMAL,  Washington,  D.  C. — Granted  license  for  auxili- 
ary transmitter. 

KGGM,  Albuquerque,  N.  Mex. — Granted  license  to 
change  equipment  1230  kc,  250  w.  night,  500  w.  LS 
unlimited  time. 

WIBM,  Jackson,  Mich. — Granted  modification  of  license 
to  change  specified  night  hours  to  sign  of!  at  9  p.m. 
(operates  till  midnight). 

WJBK,  Detroit — Granted  modification  of  license  to 
change  specified  night  hours  only  from  9  p.m.  to  mid- 
night CST. 

KGIR,  Butte,  Mont. — Granted  permission  to  operate 
a  crystal  controlled  10-w.  oscillator  between  2  and  6 
a.m.,  MST,  May  3  and  15  inclusive,  1360  kc.  to  locate 
a  new  site  for  transmitter. 

Set  for  hearing :  WHDH,  Boston — Modification  of 
license  to  change  hours  of  operation  from  D  to  un- 
limited ;  WICC,  Bridgeport,  Conn. — -Modification  of  li- 
cense to  increase  operating  power  from  250  w.  night 
and  500  w.  LS,  to  500  w.  experimentally. 

KESI,  Pocatello,  Idaho — Hearing  scheduled  for  May  19 
continued  until  June  7. 

KFAB,  Lincoln,  Neb. — For  period  ending  April  28, 
1933,  and  pending  decision  of  Court  of  Appeals  on 
appeal  by  WGN  from  decision  of  Commission  or  further 
order  of  the  court  and  the  Commission,  granting  modi- 
fication of  license  to  synchronize  with  WBBM-WJBT, 
during  certain  specified  houfs,  experimentally,  this  sta- 
tion was  granted  a  modification  license  as  follows : 
simultaneous  D  operation  with  WBBM-WJBT ;  shares 
time  with  WBBM-WJBT  at  night  on  the  following  basis  : 
KFAB  3/7ths  time  and  WBBM-WJBT  4/7ths  time. 

WBBM-WJBT,  Chicago,  111. — Same  as  above  with 
proper  substitution  of  call  letters. 

WQBC,  Vicksburg,  Miss. — Granted  modification  of  spe- 
cial temporary  experimental  authority  to  reduce  hours 
of  operation  from  unlimited  to  specified  until  June  1. 
This  special  authority  to  use  500  w.  night  on  1360  kc, 
is  granted  conditionally. 

KSEI,  Pocatello,  Idaho,  and  KHJ,  Los  Angeles — 
Granted  authority  to  take  depositions  in  re  Dockets 
2009  and  2010. 

MAY  5 

KGIR,  Butte,  Mont. — Granted  CP  to  install  new  equip- 
ment and  increase  day  power  from  500  w.  to  1  kw. 

WSBC,  Chicago — Granted  modification  of  license  to 
change  specified  hours  of  operation. 

WCRW,  Chicago — Granted  modification  of  license  to 
change  specified  hours  of  operation. 

KFOR,  Lincoln,  Neb. — Designated  application  for  re- 
newal of  license  for  hearing  and  granted  temporary 
license  subject  to  action  by  the  Commission. 

Set  for  hearing:  WOBU,  Charleston,  W.  Va. — Modi- 
fication of  license  to  increase  night  power  from  250  to 
500  w. 

WIS,  Columbia,  S.  C. — Denied  special  authority  to 
operate  with  additional  500  w.  nighttime  experimentally. 

Applications  denied  for  failure  to  enter  appearances : 
WBCM,  Bay  City,  Mich. — Special  authority  to  increase 
power  experimentally  to  1  kw.  ;  NEW,  Lee  Elton  Spencer, 
Greensburg,  Pa. — CP,  800  kc.  250  w.  D. 

Applications  dismissed  at  request  of  applicants :  Visual 
Broadcasting  Laboratories,  CP  2750-2850  and  43000- 
46000  kc,  500  w.,  unlimited  time. 

W.  H.  All^n  &  Co.,  Alexandria,  La. — Denied  petition 
to  reopen  hearing  of  case  decided  by  Commission  on 
April  14,  denying  application  for  new  station. 

KGIX,  Las  Vegas,  Nevada  (Ex.  Rep.  467) — Applica- 
tion for  renewal  of  license  to  operate  on  1420  kc,  100  w., 
specified  hours  to  change  location  of  station  and  to 
make  changes  in  equipment,  to  be  heard  before  the 
Commission  en  banc  on  May  31.  Examiner  Hyde  on 
March  23  recommended  denial  of  application. 

NEW,  W.  E.  Dobbins  and  Maurine  C.  Coleman, 
Atlanta,  Ga.  (Ex.  Rep.  469) — Denied  application  to  op- 
erate on  890  kc,  250  w.  night,  500  w.  LS  (facilities 
of  WGST,  Atlanta)   sustaining  Examiner  Pratt). 

WGST,  Atlanta,  Ga. — Granted  application  for  renewal 
of  license  to  operate  on  890  kc,  250  w.  night  500  w. 
Ls.  sustaining  Examiner  Pratt. 

WMBQ,  Auburn,  N.  Y. — Granted  special  temporary 
authority  to  extend  program  test  period  for  period  of 
30  days. 

MAY  9 

NEW,  Leo  J.  Omelian,  Erie,  Pa. — Granted  CP  to 
operate  on  1420  kc,  100  w.  night,  250  w.  day,  unlimited 
time  (facilities  of  WERE). 

WOC-WHO,Des  Moines,  la. — Granted  license  combin- 
ing stations  WHO-WOC,  increasing  power  to  50  kw.,  un- 
limited time  on  1000  kc 

WKEU,  La  Grange,  Ga. — Granted  modification  of  CP 
extending  completion  date  from  May  20  to  Aug.  20. 

WKBB,  E.  Dubuque,  111. — Granted  modification  of  CP 
extending  commencement  date  to  June  21  and  comple- 
tion date  to  Nov.  21. 

WRBX,  Roanoke,  Va. — Granted  renewal  of  license, 
1410  kc,  250  w.,  shares  equally  with  WHIS. 

KARK,  Little  Rock.  Ark. — Granted  30  day  authority 
to  reduce  power  to  175  w.,  because  of  failure  in  power 
supply  equipment  which  does  not  permit  operation  at 
licensed  outnut  with  75  per  cent  modulation. 

WJJD,  Mooseheart,  III. — Granted  authority  to  begin 
operation  at  5:30  a.m.,  CST,  during  period  daylight 
savings  time  applies. 


Set  for  hearing :  NEW,  Hagar  &  Hunter,  Owatonna, 
Minn. — CP  for  new  station,  1310  kc,  100  w.  D  ;  NEW, 
R.  D.  DuBoise  and  T.  R  Putnam,  Tucson,  Ariz. — CP  for 
new  station,  1260  kc,  500  w.,  specified  hours  (facilities 
of  KVOA)  ;  WBZ,  Boston,  Mass.— Modification  of  license 
to  increase  power  from  25  kw.  to  50  kw. ;  WGNY, 
Chester  Township,  N.  Y. — Modification  of  license  to 
increase  power  from  50  to  100  w. ;  WCAL,  Northfield, 
Minn. — Modification  of  license  to  operate  from  7  to  8 
p.m.,  CST,  Sundays  only,  in  addition  to  present  specified 
hours. 

WRAM,  Wilmington,  N.  C. — Granted  request  for  ex- 
tension of  10  days  in  addition  to  20  days  required  by 
regulations  for  filing  notice  of  desire  to  be  heard  in 
re  Dockets  1971  and  2021  ;  also  granted  petition  re- 
quiring Wilmington  Broadcasting  Co.  to  disclose  mem- 
bers of  said  association,  but  denied  petition  in  so  far 
as  information  requested  relative  to  the  individual  finan- 
cial, technical  and  legal  qualifications  of  each  member. 

WGN,  Chicago — Hearing  continued  on  application  for 
increase  in  power  from  25  kw.  to  50  kw. ;  case  to  be 
heard  at  a  time  to  be  decided  on  by  Commission. 

KFOR,  Lincoln,  Neb. — Granted  petition  withdrawing 
his  protest  against  voluntary  assignment  of  this  license 
to  the  Cornbelt  Broadcasting  Corp. 

MAY  12 

WJBU,  Lewisburg,  Pa. — Granted  consent  to  voluntary 
assignment  license  to  Charles  S.  Blue ;  also  granted  CP 
to  move  transmitter  and  studio  from  Lewisburg  to  Sun- 
burv.  Pa. 

WSAR,  Fall  River,  Mass. — Granted  CP  to  make 
changes  in  equipment,  reducing  maximum  rated  power 
from  500  w.  to  250  w. 

KFAC,  Los  Angeles,  Cal. — Granted  modification  of  li- 
cense to  increase  hours  of  operation  from  sharing  with 
KGEF   (deleted)   to  U. 

KBPS,  Portland,  Ore. — Granted  authority  to  discon- 
tinue operation  May  26  to  Sept.  12,  1933,  during  school 
vacation. 

WRAK,  Williamsport,  Pa. — Granted  modification  of  li- 
cense to  change  time  from  sharing  with  WJEQ  to  U. 
(facilities  of  WJEQ). 

KFJB,  Marshalltown,  la. — Granted  special  temporary 
authority  to  operate  unlimited  time  from  June  4  to 
June  10. 

WMBH,  Joplin,  Mo. — Granted  special  temporary  au- 
thority to  operate  from  9:30  to  10  p.m.,  CST,  May  20 
and  27,  June  3,  10,  17  and  24. 

NEW.  The  Norfolk  Daily  News  (Portable)  Norfolk, 
Neb. — Granted  CP  for  temporary  broadcast  pickup  ser- 
vice, 2342  kc,  1  w. 

W9XC,  U.  S.  Radio  &  Television  Corp.,  Marion,  Ind. 
— Granted  license,  special  experimental  43000-46000, 
48500-50300,  60000-80000  kc,  1  kw.,  initial  operating 
power  15  w. ;  to  Nov.  1,  1933.  Also  granted  experimen- 
tal visual  broadcasting  license,  43000-46000,  48500-50300 
and  60000-80000  kc,  1  kw. 

WIXAK,  Westinghouse  E.  and  M.  Co.,  Chicopee  Falls, 
Mass. — Granted  renewal  of  special  experimental  license, 
990  kc,  50  kw. 

Set  for  hearing:  WAMC,  Anniston.  Ala. — CP  to  move 
transmitter  to  Muscle  Shoals,  Ala.,  and  studio  to  Muscle 
Shoals  from  Anniston,  and  make  changes  in  equipment. 

KGGC,  San  Francisco,  Cal. — Denied  special  authority 
to  use  following  specified  hours  in  addition  to  present 
specified  hours  :  9  to  11  p.m.,  PST,  daily,  10  to  11  p.m., 
PST,  Sunday. 

The  following  applications,  heretofore  set  for  hearing, 
were  denied  because  applicants  failed  to  enter  appear- 
ances within  time  allowed :  NEW,  Wilmington  Broad- 
casting Co.,  Wilmington,  N.  C— CP,  1370  kc,  100  w., 
(facilities  of  WRAM)  :  WROL,  Knoxville,  Tenn.— CP, 
1240  kc,  250  w.,  half  time  with  WKAQ. 

Oral  argument  granted :  KWKH,  Shreveport,  La. — Oral 
argument  was  granted  in  this  case,  to  be  held  June  21, 
1933,  one  hour  for  each  applicant;  these  applicants  are: 
WWL,  New  Orleans ;  International  Broadcasting  Corp., 
Shreveport,  La. ;  National  Union  Indemnity  Assn., 
Shreveport,  and  WSPA,  Spartanburg,  S.  C. 

KFWF  and  WIL,  St.  Louis,  Mo.— The  Commission 
extended  the  effective  date  of  its  order  of  April  14,  to 
and  including  3  a.m.  Thursday,  May  18,  1933. 

Examiners'  Reports  .  .  . 

NEW,  Kathryn  Jones,  Florence,  Ala. — Examiner 
Pratt  recommended  (Report  475;  Docket  1970)  that  ap- 
plication for  CP  on  1420  kc,  100  w.,  D.  be  granted  on 
grounds  that  there  is  need  for  service,  Alabama  is  un- 
derquota  and  applicant  is  qualified  to  operate  station. 

NEW,  Dr.  George  W.  Young,  Minneapolis. — Chief  Ex- 
aniiner  Yost  recommended  (Report  476;  Docket  1974) 
that  application  for  visual  broadcasting  CP  on  2000-2100 
kc,  500  w.,  unlimited  time,  be  denied  on  ground  that 
applicant  has  no  plan  which  would  improve  the  art  of 
television  in  the  band  sought. 

KMBC,  Kansas  City — -Examiner  Hyde  recommended 
(Report  478;  Docket  1809)  that  application  to  move 
transmitter  from  Independence,  Mo.,  to  new  site  three 
miles  west  of  business  center  of  Kansas  City  be  granted 
despite  protests  of  WIBW,  WREN,  KFH,  WLBF  and 
KFBI. 

NEW,  William  Avera  Wynne,  Greenville,  N.  C. — 
Chief  Examiner  Yost  recommended  (Report  477  ;  Docket 
1983)  that  application  for  new  station  on  1420  kc,  100 
w.,  be  granted. 
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Horizontal  Power 
Increases  Urged 

W.C.  Bridges  Leads  NewMove ; 
No  Interference  Forecast 

ADVOCATES  of  a  "horizontal  in- 
crease" in  station  power  as  a  logi- 
cal sequel  to  the  maximum  power 
grants  on  several  clear  channels 
during  the  last  year  are  redoubling 
their  efforts  to  persuade  the  Radio 
Commission  to  relax  its  present 
:i  regulations  limiting  regionals  to 
1  kw.  at  night  and  locals  to  100 
watts. 

Taking  up  the  cudgels  in  be- 
half of  regionals,  W.  C.  Bridges, 
general  manager  of  WEBC,  Du- 
luth-Superior,  is  urging  stations 
throughout  the  country  to  fall  be- 
hind the  move.  In  a  letter  to 
Broadcasting,  he  said  that  higher 
power  for  clear  channel  stations 
appears  to  be  good  engineering 
and  in  the  public  interest  and  that 
he  is  not  opposing  it. 

Regional  Rights 

"HOWEVER,"  he  added,  "limiting 
all  regionals  to  1  kw.  at  night  and 
a  maximum  of  2V2  kw.  during  the 
day  is  not  serving  public  interest 
and  does  not  follow  good  engineer- 
ing as  I  understand  the  situation." 

In  his  letter  to  regional  stations 
urging  their  support,  Mr.  Bridges 
wrote : 

"With  the  lid  slowly  being  taken 
off  power  for  clear  channel  sta- 
tions, we  have  a  feeling  here  that 
something  along  the  same  line  is 
due  regional  channel  stations. 

"During  the  summer  months,  1 
kw.  at  night  is  a  joke,  unless  the 
transmitter  is  located  in  the  midst 
of  a  small  city,  in  which  coverage 
is  only  desired.  Otherwise,  if  a 
thunder  storm  comes  along  or  the 
electric  stove  has  a  loose  connec- 
tion, it  is  just  too  bad.  The  day- 
time situation  is  a  little  better,  but 
we  have  been  unable  to  find  a  good 
engineering  reason  why  5  or  10  kw. 
shouldn't  bring  improved  service." 

A  test  case  involving  applica- 
tions of  four  stations  on  the  940 
kc.  regional  channel  for  increases 


Theronoid  is  Hit 

THERONOID,  INC.,  of  New  York, 
Philadelphia,  Trenton,  Cleveland, 
Detroit  and  Washington,  was  or- 
dered May  12  by  the  Federal  Trade 
Commission  to  cease  advertising 
that  the  use  of  its  appliance,  a 
solenoid  belt  having  magnetic  prop- 
erties, produces  a  physical-thera- 
peutic effect  on  the  human  body 
or  is  likely  to  aid  in  treating  di- 
seases. The  company  has  been 
using  programs  over  19  stations, 
and  also  has  conducted  an  exten- 
sive newspaper  advertising  and  di- 
rect-by-mail campaigns. 


Rocke  Company  Moves 

ROCKE  PRODUCTIONS,  Inc.,  cre- 
ators of  radio  entertainment,  has 
moved  its  New  York  offices  to  the 
new  RKO  Building,  1270  Sixth 
Ave.,  in  Radio  City.  Headed  by 
Ben  Rocke,  Norman  Livingston 
and  Nat  Wolff,  the  company  has 
begun  specializing  in  the  develop- 
ment and  production  of  commer- 
cial programs  "to  fit  each  product 
and  marketing  situation." 

from  1  to  5  kw.  was  heard  by  the 
Commission  last  year.  The  Com- 
mission denied  the  applications  on 
the  ground  that  the  regulations 
limit  power  to  1  kw.  at  night  on 
regionals  and  that  the  quota  regu- 
lations also  precluded  their  ap- 
proval. The  stations  contended 
that  through  a  parallel  increase 
they  would  be  enabled  to  give  a 
higher  quality  service  and  increase 
their  service  areas  without  creat- 
ing additional  interference,  and 
that  the  applications  were  in  ac- 
cord with  the  most  modern  trends 
in  broadcasting  technique- 
Aside  from  raising  the  powers 
of  regional  stations  proportionally, 
the  horizontal  increase  proponents 
have  in  mind  the  boosting  of  local 
station  powers  from  100  to  pos- 
sibly 500  watts.  In  some  quarters 
it  is  believed  this  whole  power 
question  will  be  considered  fol- 
lowing the  forthcoming  conference 
in  Mexico  City  on  redistribution  of 
wave  lengths  among  North  Ameri- 
can nations.  The  date  for  the  con- 
ference has  not  yet  been  set. 


wmart   surroundings  in 

WASHINGTON 

The  pleasure  of  your  visit 
to  Washi  ngton  will  be  en- 
hanced by  smart  surround- 
ings in  Hay-Adams  House. 


This  hotel,  located  near  the  Federal  Radio  Com- 
mission and  business  district,  offers  the  best  in 
accommodations.  Write  or  wire  NATHAN 
SINROD,MAN  ACER,  for  further  information.  ^ 

Hay-Adams  House 

Opposite  the  White  House 


New  A.  A.  A.  A. Officers 

W.  C.  D'ARCY,  president  of  the 
D'Arcy  Advertising  Co.,  St. 
Louis,  was  elected  chairman  of 
the  board  of  the  A. A. A. A.  at 
its  annual  meeting  May  12, 
succeeding  Henry  T.  Ewald, 
president  of  Campbell-Ewald 
Co.,  Detroit.  Allen  L.  Billings- 
ley,  president  of  Fuller,  Smith 
&  Ross,  Cleveland,  was  elected 
secretary,  succeeding  G.  Lynn 
Sumner,  of  G.  Lynn  Sumner, 
Inc.,  New  York.  Arthur  H. 
Knudson,  president  of  Erwin, 
Wasey  &  Co.,  was  reelected  vice 
president,  and  E.  DeWitt  Hill, 
treasurer  of  McCann-Erickson, 
was  reelected  treasurer. 

The  A. A. A. A.  reappointed 
John  Benson,  president,  and 
Frederick  R.  Gamble,  executive 
secretary,  and  elected  the  fol- 
lowing directors:  Henry  T. 
Ewald,  3  years;  G.  Lynn  Sum- 
ner, 3  years;  Henry  Eckhardt, 
Kenyon  &  Eckhardt,  New  York, 
3  years,  and  Guy  C.  Smith, 
Brooks,  Smith  &  French,  Cleve- 
land, 1  year. 

Regional  council  representa- 
tives were  elected  as  follows 
— New  York:  Winthrop  Hoyt, 
of  the  Charles  W.  Hoyt  Co.,  New 
York;  New  England:  George  R. 
Dunham,  Greenleaf  Co.,  Boston; 
Philadelphia:  Wilbur  Van  Sant, 
Van  Sant,  Dugdale  &  Co.,  Bal- 
timore; Western:  Merle  Sidener, 
Sidener,  Van  Riper  &  Keeling, 
Indianapolis;  Southern:  J.  M. 
Dawson,  Tracy-Locke-Dawson, 
Inc.,  Dallas. 


WIL,  St.  Louis,  was  assured  full 
time  operation  when  the  Court  of 
Appeals  of  the  District  of  Colum- 
bia May  12  denied  a  petition  of 
KFWF,  St.  Louis  Truth  Center, 
for  an  order  staying  the  Radio 
Commission's  deletion  of  KFWF. 


Capper  Bill  is  Aimed 
At  False  Advertising 

A  BILL  to  prohibit  untrue,  decep- 
tive, or  misleading  advertising  in 
print,  over  the  air  or  through  use 
of  the  mails  was  introduced  in  the 
Senate  May  1  by  Senator  Capper, 
(R.)  of  Kansas.  It  was  referred 
to  the  Interstate  Commerce  Com- 
mittee. Senator  Capper  is  pub- 
lisher of  Capper's  Weekly  and  the 
ToPEKA  Capital,  and  also  is  owner 
of  Station  WBIW,  Topeka.  His 
bill  follows  in  full  text: 

That  any  person,  firm,  corporation, 
or  association  who,  with  intent  to  sell 
or  in  anywise  dispose  of  merchandise, 
service,  or  any  other  thing,  offered  by 
such  person,  firm,  corporation,  or  as- 
sociation, directly  or  indirectly,  to  the 
public  for  sale  or  distribution,  or  with 
intent  to  increase  the  consumption 
thereof,  or  to  induce  the  public  in 
any  manner  to  enter  into  any  obli- 
gation relating  thereto  or  to  acquire 
title  thereto  or  an  interest  therein, 
makes,  publishes,  disseminates,  circu- 
lates, or  places  before  the  public,  or 
causes,  directly  or  indirectly,  to  be 
made  published,  disseminated,  circu- 
lated, or  placed  before  the  public, 
through  the  use  of  the  mails  or  in 
interstate  or  foreign  commerce,  in  a 
newspaper  or  other  publication,  or  in 
the  form  of  a  book,  notice,  handbill, 
poster,  bill,  circular  pamphlet  or  let- 
ter, or  through  broadcasting  by  radio, 
or  in  any  other  way,  an  advertise- 
ment of  any  sort  regarding  merchan- 
dise, service,  or  any  other  thing,  so 
offered  to  the  public,  which  advertise- 
ment contains  any  assertion,  represen- 
tation, or  statement  of  fact  which  is 
untrue,  deceptive,  or  misleading,  shall 
be  guilty  of  a  misdemeanor,  and  shall, 
upon  conviction  thereof,  be  punished 
by  a  fine  of  not  more  than  $1,000  or 
by  imprisonment  for  not  longer  than 
five  years,  or  by  both  such  fine  and 
imprisonment." 


Announcing^ 

THE  IDEAL  MIXER  CONTROL 


TYPE  653 
VOLUME  CONTROL 

Type  653-MA    50  ohms 
Type  653-MB  200  ohms 
Type  653-MC  500  ohms 
All    sizes,    same  price: 


$12.50 


'  I  'HIS  new  General  Volume  Control  is  mechanically 
rugged  and  free  from  noise,  even  in  low-imped- 
ance dynamic  and  ribbon-type  microphone  circuits. 
Nothing  equals  it  in  reliable  performance.  Note  these 
features: 

FEATURES 
Large  number  of  steps,  no  sliding  contacts  on  wire 
Linear  attenuation  up  to  45  db 
Complete  cuto£F 

GR  precision-resistor  construction 

SEND  TODAY  FOR  THIS  MIXER  BULLETIN 
Ask  us  to  send  you  Bulletin  Ex-3303B  which 
describes  many  tested  mixer  circuits  for  prac- 
tically any  installation. 

GENERAL  RADIO  COMPANY 

CAMBRIDGE,  MASSACHUSETTS 
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The  Other  Fellow's  Viewpoint . . . 


Study  of  City  Markets, 
Relation  to  Newspapers 
Published  by  A.  A.  A.  A. 

"MARKET  and  Newspaper  Statis- 
tics— 108  Cities,"  a  256-page  study 
dealing  with  406  daily  and  Sunday 
newspapers  in  the  leading  cities  of 
the  United  States  has  just  been 
published  by  the  American  Asso- 
ciation of  Advertising  Agencies. 
The  study  was  made  by  individual 
agency  media  managers  through- 
out the  country  under  the  direction 
of  the  committee  on  newspapers  of 
the  A.A.A.A.  Its  purpose  is  to 
make  more  readily  accessible  and 
usable  certain  selected  informa- 
tion regarding  markets  and  news- 
papers in  cities  having  over  100,- 
000  population. 

The  selected  data  are  intended  to 
aid  media  buyers  in  determining 
the  following:  (1)  the  size  and 
character  of  markets  as  indicated 
by  population,  English  reading 
families  and  income  tax  returns; 
(2)  the  cost  of  reaching  these  mar- 
kets with  newspapers,  including 
comparison  between  markets;  (3) 
the  differential  between  local  and 
national  rates;  (4)  the  amount  of 
circulation  obtained  through  in- 
ducements to  readers. 

One  copy  is  being  sent  to  each 
office  of  A.A.A.A.  members  and  to 
each  publisher  represented  in  the 
report.  Copies  are  available  to 
others  at  $10  each.  Publishers 
will  be  furnished  copies  of  data 
for  single  cities  at  approximate 
production  cost. 


Consumer  Mart  Guides 
For  Three  States  Issued 

A  VARIETY  of  data  designed  to 
aid  manufacturers  and  distributors 
of  general  consumer  goods  to  lo- 
cate more  readily  and  economical- 
ly their  markets  in  three  of  the 
leading  industrial  states  of  the 
country  is  presented  in  three  re- 
ports just  made  public  by  the  De- 
partment of  Commerce.  They  are 
"Aid  For  Analyzing  Markets  in 
Illinois",  "Aid  for  Analyzing  Mar- 
kets in  Michigan"  and  "Aid  For 
Analyzing  Markets  in  Pennsyl- 
vania." The  basic  information 
offered  is  drawn  from  the  records 
of  the  National  Census  of  Distri- 
bution, which  show  that  retail 
sales  in  the  three  states  in  the  cen- 
sus year  aggregated  approximate- 
ly $10,000,000,000. 

To  aid  sales  planning  for  these 
areas  to  be  undertaken  with  due 
regard  to  local  conditions,  the  new 
reports  present  for  each  state  a 
comparison  of  the  retail  sales  in- 
dex and  the  population  index  by 
counties,  as  well  as  for  each  city 
of  2,500  population  or  more.  These 
retail  sales  indices  show  what  per 
cent  the  local  sales  are  of  the 
total  purchases  in  the  United 
States,  of  the  state  itself,  and  of 
the  local  county. 

Special  information  regarding 
the  agricultural  resources  of  the 
three  states,  and  the  markets  each 
represents  for  automotive  appli- 
ances, and  electrical  and  gas  house- 
hold equipment  is  included  in  each 
report.  Copies  of  these  reports,  as 
well  as  '  previous  numbers  of  the 
series,  may  be  obtained  for  5  cents 
each  from  the  Superintendent  of 
Documents,  Government  Printing 
Office,  Washington,  D.  C,  or  from 
district  offices  of  the  Commerce 
Department  in  principal  cities. 


5-Minute  Programs 

To  the  Editor  of  Broadcasting  : 

For  quite  some  time,  I  have  been 
following  with  interest  the  in- 
creasing trend  of  5-minute  pro- 
grams on  the  air.  Being  pri- 
marily interested  in  half  hour  and 
15  minute  dramas,  I  doubted  the 
efficacy  of  these  shorter  periods, 
most  of  which  consisted  of  long, 
drawn  out  commercial  plugs,  with 
a  bit  of  music  to  open  and  close. 
I  knew  that  I,  personally,  did  not 
care  to  listen  to  them,  and  that 
probably  the  majority  of  listeners 
felt  as  I  did.  However,  since  I 
have  been  writing  one  of  these 
'fivers'  for  WTAG,  Worcester,  I 
am  firmly  convinced  that  these 
little  programs  have  great  pulling 
power,  if  handled  and  spotted  with 
a  little  intelligence. 

WTAG  has  a  particularly  fav- 
orable spot  for  a  program  of  this 
type,  immediately  following  the 
6:30  p.m.  news  broadcast  of  the 
Worcester  Teilegram  Gazette, 
owners  of  the  station.  The  pro- 
gram is  sponsored  by  the  Electric 
Refrigeration  Bureau,  and  consists 
of  a  short  musical  opening,  re- 
corded, a  30  second  commerical 
announcement,  a  short  chapter  of 
an  original  mystery-comedy  with 
a  cast  of  two,  then  a  final  30 
second  announcement  and  musical 
closing.  By  ending  each  chapter 
at  a  moment  when  the  action  is 
right  at  the  peak,  listeners  tune  in 
for  the  succeeding  chapter  out 
of  natural  curiosity.  Which,  of 
course,  is  nothing  new.  Spotted 
twice  a  week,  Tuesday  and  Thurs- 
day, between  the  news  bulletins 
and  an  NBC  chain  program, 
practically  every  set  tuned  to  the 
bulletins  remains  for  the  five  min- 
ute skit.  As  much  care  goes  into 
the  writing  of  these  skits  as  I  put 
into  a  half  hour  drama,  and  sound 
effects  are  used  with  a  free  hand. 
While    I    had    naturally  much 


PROFESSIONAL 
DIRECTORY 


JANSKY  and  BAILEY 

Consulting  Radio  Engineers 
Commercial  Coverage  Surveys 
Allocation  Engineering 
Station  and  Studio  Installations 

Engineering  Management 
National  Press  Bldg.  Wash.,  D.  C. 


GLENN  D.  GILLETT 

Qonsulting  TRadio  Sngineer 
Synchronization  Equipment  Design.  Field 

Strength  and  Station  Location  Surveys 
Antenna  Design       Wire  Line  Problems 

National  Press  Bldg.    Washington,  D.  C. 
N.  Y.  Office :  Englewood,  N.  J. 


RADIO  RESEARCH  CO.,  Inc. 

Broadcast  Station  Engineering 
Instrument  Design  and 
Manufacture 

9th  and  Kearny  Sts.,  N.  E. 
Washington,  D.  C. 


rather  do  a  longer  show,  I  believe 
the  five  minute  program  is  here  to 
stay,  and  see  no  reason  why  it 
should  not  become  a  strong  factor 
in  increasing  sales.  I  know  the 
sponsors  of  our  program  are 
pleased  with  the  results. 

Woodbury  Carter, 

Worcester,  Mass. 

May  3,  1933. 


News  Broadcasts 

(Continued  from  page  7) 

collection  and  dissemination  of  gen- 
eral news.  The  matter  has  been  given 
careful  consideration  and  the  decision 
reached  by  C.  P.  A.  is  against  any 
departure  from  its  present  policies. 
The  C.  P.  A.,  therefore,  will  not  be 
connected  either  directly  or  indirectly 
with  any  such  project.  A  thorough 
investigation  of  the  whole  subject 
convinced  us  that  there  was  no  need 
for  an  additional  news  service  for 
newspapers  and  that  a  service  along 
press  association  lines  planned  wholly 
for  radio  was  impracticable.  Such 
broadcasting  of  C.  P.  A.  feature  news 
dispatches  as  has  been  permitted  in 
the  past  has  been  wholly  local  and 
confined  to  cities  where  rights  to  C. 
P.  A.  were  not  held  by  any  newspa- 
per. Also  C.  P.  A.  has  never  allowed 
broadcasting  of  its  dispatches  by 
chains.  These  policies  remain  un- 
changed. 

Both  Karl  A.  Bickel,  president  of 
United  Press,  and  Joseph  V.  Con- 
nolly, president  of  International 
News  Service,  were  asked  by 
Broadcasting  for  statements  as  to 
their  news  policies  in  view  of  the 
A.  P.  regulations — and  particularly 
whether  they  intended  to  restrict 
their  local  client  newspapers  in 
their  radio  news  tieups  along  the 
lines  of  the  A.  P.  resolution.  Their 
replies  speak  for  themselves. 

Mr.  Bickel's  reply  follows: 

I  have  your  note  asking  as  to  the 
position  of  the  United  Press  in  rela- 
tion to  broadcasting  of  news  since 
the  April  meeting  of  the  A.  N.  P.  A. 

The  only  copy  of  the  A.  N.  P.  A. 
resolution  on  radio  which  I  have  seen 
is  the  one  published  in  Editor  &  Pub- 
lisher, and  I  have  had  no  communi- 
cation from  the  A.  N.  P.  A.  on  the 
subject.  From  a  reading  of  the  reso- 
lution as  I  found  it  in  Editor  &  Pub- 
lisher, I  would  say  that  the  United 


CLASSIFIED 

ADVERTISEMENTS 

Classified  advertisements  in 
Broadcasting  cost  7c  per  word  for 
each  insertion.  Cash  must  accom- 
pany order. 

Forms  close  28th  and  13th  of 
month  preceding  issue. 


Situation  Wanted 

SALES  OR  PROGRAM  DIRECTOR 
Desires  change.  Now  with  recognized 
station.  Theatrical,  newspaper  and  out- 
door advertising  background.  Best  refer- 
ences. Knowledge  of  commercial  and  pro- 
gram problems,  can  handle  either  sales  or 
programs.     Box  92,  Broadcasting.  

Wanted  to  Buy 


WANTED 
A  RADIO  STATION 

An  experienced  station  operator 
wants  to  purchase  control  or  out- 
right sale  of  good  regional  or  local 
station.  Please  be  frank  in  stating 
conditions,  terms  and  essential  facts. 
All  letters  will  be  held  confidential. 
Write  BOX  91,  BROADCASTING 


Press  is  substantially  in  harmony 
with  it.  It  does  not  ask  us  to  take 
any  action  that  we  have  not  taken 
some  time  ago,  and,  in  fact,  the  pro- 
visions seem  to  bring  the  A.  N.  P.  A. 
generally  in  line  with  our  position. 

We  have  always  insisted  on  brief 
bulletin  broadcasting  unconnected  with 
any  commercially-sponsored  program. 
We  have  insisted  that  commentators 
on  the  news  who  broadcast  their  re- 
views abstain  from  using  or  quoting 
United  Press  news,  and  in  certain 
cases  in  which  the  commentator  was 
unconnected  with  a  newspaper  and  it 
was  shown  that  United  Press  news 
was  being  utilized  as  a  part  of  a  com- 
mercially advertised  program,  we 
have  compelled  the  abandonment  of 
the  practice. 

We  do  not  permit  the  broadcasting 
of  United  Press  news  from  a  station 
located  away  from  the  city  in  which 
the  broadcasting  client  newspaper  is 
published,  except  by  specific  consent 
of  the  United  Press  and,  should  there 
be  a  United  Press  newspaper  located 
near  the  exterior  station,  without  the 
additional  consent  of  that  paper. 

At  present  we  are  making  a  new 
survey  of  our  clients  to  ascertain  to 
what  degree  our  broadcasting  pub- 
lishers are  now  utilizing  the  service 
and  during  which  hours  they  are 
broadcasting.  Whether  or  not  this 
will  result  in  any  further  regulations 
I  cannot  say  until  we  have  gone  over 
the  survey. 

Mr.  Connolly's  Reply 

MR.  CONNOLLY'S  reply  follows: 
You  are  probably  aware  that  Inter- 
national News  Service  was  the  first 
and  only  service  to  have  a  permanent 
policy  with  regard  to  the  radio  broad- 
casting of  its  wire  report.  This  also 
includes  Universal  Service.  *  *  * 

The  American  Newspaper  Publish' 
ers'  Association  has  never  been  con- 
cerned with  the  policy  of  Internat- 
ional News  Service  with  regard  to 
the  broadcasting  of  news  because  the 
broadcasting  of  news  by  the  clients 
of  International  News  Service  —  and 
for  that  matter  Universal  Service — 
has  always  been  in  accordance  with 
the  general  policy  of  protecting  the 
newspapers  in  their  property  rights 
to  the  news  furnished  to  them  by  the 
wire  service.  The  American  Newspa- 
per Publishers'  Association  was  par- 
ticularly concerned  with  the  activities 
of  the  other  press  associations. 

International  News  Service  has  re- 
fused to  sell  its  service  to  radio 
broadcasting  stations.  It  has  refused 
to  give  its  bulletins  to  networks  or 
to  stations  not  associated  with  news- 
papers, and  it  controls  the  use  of  its 
news  by  its  clients  so  as  to  promote 
the  circulation  of  its  client  newspa- 
pers. 

Odds  On  Radio 

{Continued  from  page  6) 
also  brings  out  that  the  average 
income  per  radio  home  was  $3,230, 
while  the  average  income  per  non- 
radio  home  was  $1,492.  Owner- 
ship by  income  levels  is  classified 
to  bear  out  this  statement. 

4  to  1  odds  on  dealer  influence 
— Retail  merchants  are  shown  to 
measure  advertising  at  point  -  of- 
purchase,  showing  a  distinct  pre- 
dilection for  radio.  Case  records 
of  sales  increases  from  the  use  of 
radio  are  cited,  and  a  leading  trade 
journal  in  the  drug  field  is  shown 
to  have  measured  nine  products  ad- 
vertised over  CBS,  displayed  in 
drugstore  windows  for  one  week, 
with  the  following  sales  results: 
Robert  Burns  Cigars,  increase  of 
4  to  1;  Old  Gold  Cigarettes,  21/2 
to  1;  Barbasol  Shaving  Cream,  2 
to  1 ;  Pebeco  Toothpaste,  6  to  1 ; 
Coty  Face  Powder,  3  to  1;  East- 
man Kodak  Films,  2  to  1;  For- 
han's  Toothpaste,  1  1/3  to  1;  Eno 
Fruit  Salts,  2  to  1;  Pertussin,  2 
to  1. 
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MORE  PROOF  . . . 

Hundreds  Request  WOR  Booklet 


DEPENDABLE    COVERAGE    AND   COMPLETE   ACCEPTANCE  IN 

"THE  WORLD'S  RICHEST  MARKET" 


April  14,  1933 


Ur.  Martin  Codel,  Editor, 
"Broadcast ine", 
I^tional  fress  Building, 
V/ashington,  D«  C. 

Dear  Sir: 

It  will  interest  you  to  knov:  that  we  have 
had  several  hundred  requests  for  our  new  booklet,  "IHH 
SKSRY  OF  WOR"  throu^  our  ad  in  ?H0ADCASTI1IG  on  the  cover 
page  of  the  April  first  edition. 

Very  truly  yours. 


'jn/st 


Sireotor  of 


tiou 


FOR  COVERAGE  SEE 
REVE  RSE  SIDE 


I  44-0  BROADWAY.  N  E  W  YO  R  K  CITY 

PLEA5E     ADDRESS     REPLY     TO    THE    NEW  YORK  OFFICE 


BAA\BER6ER       BROADCASTING      SERVICE,  INC 

NEWARK       NEW  JERSEY 


Write  For 
Information  Regarding 
Rates  —  Coverage 
and  Other  Data 


BROAI^STINC 

^)roadcast 

^dvertisingr 


Closing  Dates 
for 

Advertising  copy 
June  1  Issue  -  -  -  May  22 
June  15  Issue  -  -  -  June  8 
July  1  Issue  >  •  •  June  22 
July  15  Issue  •  -  -  July  8 


NATIONAL  PRESS  BUILDING 


WASHINGTON,  D.  C. 


May  15,  1933  •  BROADCASTING 


IT'S  NEW 

and  invaluable  for  broadcast  stations 

and  sound  movies  I 


■J- 


Type  TMV-52-A  Beat  Frequency  Oscillator 


RCA  Victor,  always  foremost  in  im- 
proving of  fidelity  in  broadcasting 
and  sound  motion  pictures,  recently 
has  produced  an  interesting  new  in- 
strument. 

It  is  the  Type  TMV-52-A  Beat  Fre- 
quency Oscillator.  This  valuable  in- 
strument helps  improve  the  overall 
fidelity  of  audio  frequency  networks. 
A  great  aid  for  obtaining  these  over- 
all characteristics  is  a  continuously 
variable  audio  frequency 
and  the  many  advantages 
found  in  the  use  of  the  beat 
frequency  principle  makes 


this  type  of  oscillator  most  suitable 
for  this  class  of  servdce. 
The  new  Beat  Frequency  Oscillator, 
general  appearance  of  which  is  indi- 
cated in  the  illustration,  can  also  be 
supplied  for  rack  mounting.  It  is 
carefully  engineered  throughout 
.  .  .  a  fine  product  characteristic 
of  "Radio  Headquarters".  You  are 
invited  to  write  for  technical  de- 
tails and  full  information  about 
Type  TMV-52-A.  Address 
your  inquiry  to  RCA  Vic- 
tor Company,  Inc.,  Camden, 
N.  J. 


TRANSMITTER  SECTION 


RCA  Victor  Co., 


(A  Radio  Corporation  of  America  Subsidiary) 

CAMDEN,  N.  J. 

'RADIO  HEADQUARTERS" 


New  York:  153  E.  24th  Street 
Chicago:  111  N.  Canal  Street 


San  Francisco:  235  Montgomery  St. 
Dallas:  Santa  Fe  Building 


JUf^  -3  ;333  i 
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Canada  and  Foreign 
$4.00  the  Year 


WOR  is  pleased  to  have  participated  in  this  out 
standing  radio  advertising  success  and  offers  it 
as  an  example  of  what  can  be  accomplished  for 
other  food  advertisers  anxious  to  build  good-v/ill' 
and  develop  sales  for  their  products  in  the  great 
New  York  Metropolitan  Area — where  over  1 7 
per  cent  of  the  nation's  food  purchases  are  made. 


WASHINGTON,  D.  C. 
JUNE  1,  1933 


harvduL- 

u/orkf  moQcc  far 

BeechrNut  ooerWyk 

8  to  8:15  every  night,  except  Saturdays  and  Sundays,  has  been  a  standing 
date  for  hundreds  of  thousands  of  radio  listeners  in  the  WOR  Service  Area 
every  week  now  for  more  than  a  year.  At  this  hour  radio  listeners  have  tuned 
in  to  hear  another  episode  in  the  thrilling  mystery  drama  "CHANDU  THE 
MAGICIAN" — a  radio  serial  which  Kas  taken  its  audience  halfway  around  the 
globe  in  one  exciting  adventure  after  another. 

If  you  have  listened  in  yourself,  you  know  of  the  many  astounding  feats 
of  magic  which  CHANDU  has  performed.  But  there  is  nothing  occult  in  the 
manner  in  which  CHANDU  has,  over  a  period  of  fourteen  months,  held  and 
augmented  an  audience  of  radio  listeners  running  into  the  hundreds  of  thousands, 
and  tremendously  stimulated  the  sale  of  Beech-Nut  products  in  the  New  York 
Metropolitan  Area. 

Credit  for  the  success  of  the  CHANDU  program  is  due  to  its  genuine 
human  interest  appeal — the  sincerity  of  the  character  portrayals, — the  skillful 

handling  of  the  continuity,  and  not  in  the 
least  to  the  constancy  and  responsiveness 
m  jk  M^^V%  of  the  WOR  audience. 

WOR 


<Ameiica's  Xj^dinq  Independent  Station  Servinq 
Greater  ftevojerseq  and  flew  ifoHi  Utetropofifa/t^rea 

BAMBERGER  BROADCASTING  SERVICE,  INC.,  NEWARK,  NEW  JERSEY 

New  York  Business  Office:  1440  Broadway 
Chicago  Office :  William  G.  Rambeau,  360  N.  Michigan  Avenue 


What  Sto  tion 


KGA/-  KEX  •  KYA  •  KGO  •  KPO  •  KOA  •  WENR  •  WMAQ  •  WTAM  •  KDKA  •  WMAL  •  WRC  •  WBZH 


BROADCASTING  •  /m/ic  1,  1933 


HIGH  Cities? 


Nof  a  complex  question,  but  a  surprisingly  simple  one  ...  It  simmers 
down  to  two  fundamentals  —  the  importance  of  the  market  and  the 
record  of  the  medium. 

If  the  market  is  worthwhile,  it  should  be  covered  ...  If  the  medium 
has  an  outstanding  record  of  advertising  successes,  it  should  be  used. 

It  is  easily  apparent  that  these  eleven  major  markets  are  worth- 
while .  .  .  What  about  the  stations? 

♦  In  each  of  these  markets  are  one  or  more  stations,  represented 
by  the  NBC  Local  Service  Bureau,  whose  ''turns  at  bat''  for  advertisers 
have  resulted  in  high  averages. 

^  What  Stations  in  Which  Cities?  These  


In  New  York  City 
In  New  England 
In  Schenectady 
In  Washington, D.C. 
In  Pittsburgh 


.  WEAF  &  WJZ 
.  WBZ  &  WBZA 
.  WGY 

■  WRC  &  WMAL 
.KDKA 

In  Spokane 


In  Cleveland 
In  Chicago 
In  Denver 
In  San  Francisco 
In  Portland,  Ore. 
 KGA 


.WTAM 

.  WMAQ  &  WENR 
.KOA 

.KPO,KGO&KYA 
.KEX 


NBC  LOCAL  SERVICE  BUREAU 


NEW  YORK 

WEAF       a  WJZ 


CHICAGO 

WMAQ  a  WENR 


SAN  FRANCISCO 

KPO.         KGO  a  KYA 


BOSTON  •  WBZ  SPRINGFIELD.  MASS.  •  WBZA  SCHENECTADY  -IWGY  WASHINGTON,  D.  C.  •  WRC  a  WMAI 

PITTSBURGH  -  KDKA  CLEVEUND  •  WTAM  DENVER  •  KOA  PORTLAND,  ORE.  •  KEX  SPOKANE  •  KGA 


WBZ  •  WGY  •  WJZ  •  WEAF 
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EffectI  ve  now  WMCA-WPCH  offers  full  fime  cover- 
age in  the  New  York  metropolitan  area  .  .  .  broadcasting 
20  hours  daily  ...  7  A.  M.  to  3  A.  M. 

As  a  part  tinne  station,  WMCA  on  570  K.  C.  (top  of  the 
dial)  carved  an  impressive  niche  for  itself  in  the  New  York 
area. 

Now  with  full  time  facillfies  and  choice  evening  hours 
available  for  the  first  time,  WMCA-WPCH  opens  a  new 
vista  to  clients  for  effective  and  economical  coverage  of 
the  world's  richest  buying  area.   Now  . . .  more  than  ever — 

America's  Premier  Regional  Station 

WMCA-WPCH 

THE      "AIRLINE"'      TO  THE 

NEW  YORK 

METROPOLITAN  AREA 


KNICKERBOCKER  BROADCASTING  CO..  Inc. 


DONALD  FLAMM.  President 


WMCA  BUILDING.  NEW  YORK  CITY 


CHICAGO  OFFICK  ^  f  ^  ^  FKEE  &  SLKININGEK 
180  N.  MICIIKJAN  AVKMIli  CHICAGO,  III. 


Published  Bemi-monthly  by  Broadcasting  Publications,  Inc.,  870  National  Press  Building,  Washington,  D.  C.     Entered  as  second  class  matter  March  14,  1933, 

at  the  Post  Office  at  Washington,  D.  C,  under  Act  of  March  3,  1879. 
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Why  Summer  Broadcasting  Pays  Sponsors 


By  HOWARD  C.  HAUPT 

Crossley,  Inc.,  New  York 


Statistics  Reveal  Little  Decline  in  Number  of  Listeners; 
Advertiser  Suffers  When  Programs  Take  Vacation 


FOR  SOME  reason  the  summer 
months,  usually  beginning  with 
May,  are  not  looked  upon  with 
favor  by  radio  advertisers.  The 
probability  is  that  there  are  two 
basic  reasons — an  idea  that  radio 
reception  is  poor  during  the  sum- 
mer, and  that  for  that  and  other 
reasons  the  size  of  the  audience 
shrinks  considerably  during  the 
warm  weather. 

Improved  radio  receivers  have 
made  possible  a  clear  and  undis- 
torted  signal,  excepting,  of  course, 
when  electrical  storms  are  in  prog- 
ress, and  it  is  a  fallacy  that  many 
people  cease  to  use  their  radios 
just  because  it  happens  to  be  sum- 
mer. 

Three  years  ago  the  curve  indi- 
cating the  size  of  the  audience  did 
show  a  marked  decline  during  the 
summer.  Two  years  ago  that  de- 
cline was  less  sharp,  and  last  sum- 
mer the  dip  was  very  slight.  If 
figures  representing  the  size  of  the 
audience  are  at  60  per  cent  of  the 
available  audience  for  a  given  day 
during  the  winter  months  and 
from  50  to  55  for  the  same  day 
during  the  summer,  the  advertiser 
is  assured  of  a  large  available 
audience  providing  his  program  is 
one  which  people  like  and  will  lis- 
ten to  at  any  time. 

Comparative  Figures 

THE  SIZE  of  the  audience  fig- 
ures for  the  winter  of  1932  show 
that  on  Sunday  58.3  per  cent  of 
the  sets  were  in  use;  53.9  per  cent 
were  in  use  during  the  summer 
months  of  the  same  year.  The  Sat- 
urday figures  were  60  per  cent  for 
the  winter  and  58  per  cent  for  the 
summer.  An  average  of  the  week- 
day figures  shows  that  65  per  cent 
of  the  sets  were  in  use  during  the 
winter  and  60  per  cent  during  the 
summer  months. 

It  is,  of  course,  evident  from  the 
figures  shown  above  that  the  de- 
crease in  the  number  of  sets  in  use 
during  the  summer  months  is  very 
small.  When  we  examine  the  rec- 
ords for  individual  programs,  we 
find  that  where  a  downward  trend 
has  been  in  progress  it  is  accele- 
rated during  the  summer  months. 
On  the  other  hand,  those  programs 
which  have  been  building  toward 


REVERSING  Bruin's  habits,  many  advertisers  still 
prefer  to  hibernate  until  the  return  of  cool  weather. 
Mr.  Haupt,  whose  company's  reports  are  basic  data 
used  by  agencies  and  advertisers,  points  out  the 
fallacy  of  this  fear  with  figures  to  support  his  argu- 
ment that  a  good  program  can  command  approxi- 
mately as  large  an  audience  in  summer  as  in  winter. 
As  always,  the  program's  the  thing.  Summer  re- 
ception on  the  whole  is  just  as  clear.  Moreover, 
the  advertiser  who  withdraws  from  the  air  at  the 
end  of  spring  has  to  start  all  over  again  to  win  a 
following  in  the  fall. 


a  higher  level  or  have  established 
a  high  degree  of  popularity  suffer 
very  little.  One  of  the  most  popu- 
lar programs,  for  example,  dropped 
only  0.6  per  cent  from  the  high 
winter  figure  to  the  low  summer 
figure. 

The  average  decline  of  ten  of 
the  leading  programs,  exclusive  of 
Amos  'n'  Andy,  was  approximate- 
ly 10  per  cent.  However,  during 
August  the  upward  trend  sets  in 
again,  and  it  is  those  programs 
which  have  established  their  popu- 
larity and  have  stayed  on  the  air 
which  pick  up  quickest  on  the  aver- 
age. 

Hold  Depends  on  Program 

THOSE  programs  which  enjoy 
large  audiences  during  the  winter 
months  hold  a  large  percentage  of 
their  audience  during  the  summer 
months.  It  is,  in  the  last  analysis, 
the  program  and  not  so  much  the 
time  of  the  year  which  plays  the 
most  important  part  in  the  circu- 
lation a  broadcast  will  obtain.  Real 
entertainment  knows  no  seasons. 

There  is,  of  course,  one  excep- 
tion to  that  general  statement. 
Those  programs  which  are  broad- 
cast during  the  early  evening 
hours  do  suffer  more  than  those 
which  appear  later  in  the  evening. 
However,  here  again  the  popular- 
ity of  the  program  has  most  to  do 


with  the  size  of  the  audience  it  can 
obtain  and  hold.  Amos  'n'  Andy 
may  lose  15  per  cent  of  their  win- 
ter audience  in  the  summer  but, 
even  at  that,  their  circulation  is 
counted  in  millions.  The  import- 
ant thing  is  to  know  what  the  audi- 
ence wants  to  hear. 

Going  off  the  air  during  the 
summer  is  a  good  deal  like  discon- 
tinuing advertising  during  bad 
times.  The  manufacturer  is  the 
one  who  is  the  greatest  sufferer. 
Radio,  like  any  other  form  of  pro- 
motion, is  most  effective  when  used 
consistently  as  well  as  intelligent- 
ly. Everlastingly  keeping  at  it — 
for  those  products  which  can  be 
sold  in  the  summer  or  the  year 
round — ^is  no  myth. 

Consistency  Pays 

RECENT  marketing  studies  indi- 
cate clearly  that  consistency  pays. 
During  the  past  three  years  buying 
habits  of  consumers  have  of  neces- 
sity changed.  People  have  been 
forced  to  seek  greater  value  for 
their  money  as  well  as  to  make 
what  they  have  go  farther.  There 
has  been  a  marked  increase  in 
shifting  from  one  brand  to  an- 
other, or  from  one  type  of  product 
to  another. 

However,  and  this  is  important, 
factual  data  at  hand  indicates 
clearly  that  when  the  number  of 


shifts  from  a  given  product  are 
compared  with  the  number  of 
shifts  to  that  product  a  favorable 
balance  is  credited  to  the  product 
most  consistently  advertised,  with 
radio  showing  up  very  strongly  as 
a  reason  for  shifting. 

With  a  decrease  in  the  use  of 
promotional  effort  the  need  is  all 
the  greater  for  the  advertiser  to 
examine  carefully  the  available 
media  which  will  produce  for  him 
the  greatest  return  for  what 
money  he  can  appropriate.  It  is 
not  my  business  to  favor  one  me- 
dium over  another,  but  I  do  know 
that  radio  when  used  consistently 
and  intelligently  is  a  powerful 
force  in  creating  good  will,  and, 
what  is  more  important,  sales. 

Audience  Available 

JUST  BECAUSE  Manufacturer 
Jones  decides  to  take  a  summer 
holiday  in  radio  is  no  reason  why 
Manufacturer  Smith  should.  If  a 
product  can  be  sold  in  the  warm 
weather  the  advantage  lies  with 
the  manufacturer  who  continues 
his  selling  effort.  It  is  a  well  known 
fact  that  when  a  program  is  taken 
off  for  the  summer  and  put  on 
again  in  the  fall  it  is  just  about 
the  same  as  the  experience  of  a 
new  advertiser  going  on  the  air. 

Programs  generally  have  a 
small  initial  audience.  If  the  pro- 
gram proves  to  be  popular,  the  size 
of  the  audience  increases  steadily 
until  the  peak  is  reached.  It  is  a 
fairly  slow  process  as  a  general 
rule.  But,  to  have  achieved  large 
radio  circulation  and  then  to  have 
to  repeat  the  building  process  is, 
so  I  reason,  an  expensive  proposi- 
tion. 

There  is  a  large  summer  audi- 
ence. It  wants  entertainment.  It 
is  not  uncommon  for  our  field  rep- 
resentatives to  write  in  about  peo- 
ple they  have  called  on  in  connec- 
tion with  their  work  asking  what 
has  happened  to  such  and  such 
program.  An  important  point  for 
a  manufacturer  to  consider  is  not 
how  much  he  is  saving  by  remain- 
ing off  the  air  during  the  summer 
but  how  much  he  is  losing. 

Program  Change  Danger 

IT  HAS  been  interesting  to  have 
advertisers  ask  us  whether  it  is 
wise  to  put  a  new  program  on  the 
air  during  the  summer.  We  have 
records,  of  course,  which  show 
what  the  experience  of  other  pro- 
{Continued  on  page  3U) 
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Ask  Change  in  Disc 
Broadcast  Order 

Commission  Considers  WBS 
Plea  on  Announcements 

ELIMINATION 
of  the  require- 
ment that  tran- 
scription pro- 
grams be  an- 
nounced as  such 
just  before  they 
are  broadcast,  as 
a  means  of  en- 
couraging the  use 
of  recorded  pro- 
Judge  Robinson  grams  by  adver- 
tisers, was  proposed  to  the  Radio 
Commission  May  23  by  Judge  Ira 
E.  Robinson,  former  radio  commis- 
sioner, as  counsel  for  the  World 
Broadcasting  System.  Presenting 
his  arguments  orally  in  executive 
session  with  the  Commission,  Judge 
Robinson  was  accompanied  by  Ar- 
thur F.  Mullen,  Omaha  attorney 
and  vice  chairman  of  the  Demo- 
cratic National  Committee,  and  E. 
B.  Foote,  vice  president  of  WBS. 

The  Commission,  it  was  stated, 
will  give  prompt  consideration  to 
the  request.  To  allow  this  would 
entail  a  revision  of  Rule  176  which 
specifies  the  manner  in  which  elec- 
trical transcriptions  and  recorded 
programs  shall  be  announced. 
Preparatory  to  final  Commission 
consideration,  the  legal  division 
has  been  asked  to  study  it. 

Judge  Robinson  addressed  a  let- 
ter to  the  Commission  on  April  12, 
setting  forth  reasons  for  the  re- 
quest. At  the  conference  he  enlarged 
on  these  arguments  informally, 
and  declared  that  should  the  Com- 
mission find  it  undesirable  to  elim- 
inate the  transcription  require- 
ment entirely,  that  it  permit  the 
announcement  following  the  pro- 
gram, rather  than  before. 

Text  of  Letter 

THE  LETTER  follows: 

Representing  the  World  Broadcast- 
ing System,  Inc.,  I  have  heretofore 
requested  the  Commission  to  change 
Kule  176  so  that  a  transcription  made 
expressly  for  broadcasting  purposes 
need  not  be  announced  as  such  just 
before  its  broadcast. 

The  operation  of  the  rule  as  it  now 
stands  stigmatizes  such  transcriptions 
by  putting  them  in  the  category  of 
phonograph  records,  and  piano  player 
records,  when  in  fact  they  have  come 
to  be  a  most  useful  and  popular  meth- 
od of  program  transmission.  If  any 
announcement  is  to  be  made  it  should 
be  made  after  the  broadcast;  though 
there  seems  to  be  no  more  use  for 
that  than  an  announcement  that 
a  program  from  one  of  the  chain 
studios  came  to  the  station  by  wire. 
The  change  which  I  am  asking  will 
be  beneficial  to  the  public  interest 
in  that  it  will  encourage  the  use 
of  transcriptions  by  advertisers  and 
stations  not  now  using  them  be- 
cause stigmatized  in  a  class  with  mere 
ordinary  phonograph  records;  adver- 
tisers being  fearful  that  the  public  do 
not  appreciate  phonograph  records 
and  stations  being  fearful  that  their 
credit  before  the  Commission  is 
harmed  by  the  use  of  anything  but 
live  talent.  Yet  the  public  now  wel- 
come the  use  of  transcriptions  made 
expressly  for  broadcasting,  and  they 
certainly  offer  local  and  regional  sta- 
tions the  good  talent  not  locally  ob- 
tainable. Both  of  the  great  networks 
are  now  at  times  using  transcriptions. 

May  I  not  have  action  by  the  Com- 
mission on  this  subject  within  the 
next  few  days?  I  shall  thank  you  to 
bring  it  up  for  decision  at  an  early 
meeting. 


HAPPy  DAYS  JUST  AHEAD 

Marked  Upturn  in  National  Radio  Advertising  Foreseen 
 By  Agencies,  Nets,  Transcription  Companies  


NATIONAL  radio  advertising — 
transcription  and  other  spot  as 
well  as  network — is  due  for  an  ap- 
preciable upturn  early  this  autumn 
and  winter.  Indeed,  there  are  al- 
ready signs  of  improvement,  de- 
spite the  fact  that  radio  generally 
since  the  year  began  has  suffered 
the  severest  decline  in  revenues  of 
several  years. 

These  conclusions  are  based 
upon  personal  contacts  by  repre- 
sentatives of  Broadcasting  during 
the  last  few  weeks  with  leading 
agency  radio  executives,  network 
officials,  transcription  companies 
and  station  representatives  in  New 
York.  Reports  from  stations  are 
also  quite  encouraging. 

Optimistic  expressions  were 
heard  on  all  sides.  Agencies  are 
working  on  new  and  renewal  radio 
accounts  that  augur  exceedingly 
good  business  for  the  months  to 
come.  For  the  most  part,  these  ac- 
counts are  still  in  the  formative 
stage,  and  the  agency  heads  decline 
to  be  quoted.  But  the  apprehen- 
sions of  last  winter  are  conspicu- 
ous by  their  absence. 

Networks  Out  of  Slump 

THE  NETWORKS  appear  slowly 
but  surely  to  be  coming  out  of  the 
severest  slump  in  their  history, 
with  some  accounts  already  being 
renewed  and  new  accounts  being 
signed  for  the  fall  and  winter. 
With  Chesterfield  and  Old  Gold  on 
CBS  and  Philip  Morris  on  NBC, 
the  prospects  are  even  bright  that 
Lucky  Strike  will  soon  be  back  on 
the  air  with  as  big  a  schedule  as 
formerly. 

Transcription  business  appears 
to  be  at  its  lowest  ebb  at  this  writ- 
ing, but  World  Broadcasting  Sys- 
tem and  Scott  Howe  Bowen,  while 
declining  to  divulge  their  pending 
new  business,  report  that  better 
days  for  spot  business  are  inevita- 
ble. World  has  just  renewed  Mitzi 
Green's  "Happy  Landings"  series 
for  Ward  Baking  Co.  for  another 
13  weeks,  and  Scott  Howe  Bowen 
expects  shortly  to  extend  its  For- 
"han  "Count  of  Monte  Cristo", 
which  has  had  a  remarkably  suc- 
cessful test  run  on  three  stations, 
to  practically  a  nation-wide  group. 

Representatives  like  Scott  Howe 


Bowen  and  Edward  L.  Petry  &  Co., 
personally  interviewed,  also  agreed 
that  radio  business  is  on  its  way 
out  of  the  doldrums. 

With  network  and  spot  business 
scarce  this  spring  and  summer, 
most  stations  have  worked  harder 
than  ever  on  local  accounts,  and 
some  of  them  have  reported  excep- 
tionally satisfactory  results.  Brew- 
ery accounts  are  slowly  but  surely 
developing  as  the  breweirs  are  be- 
ginning to  gauge  production  to  de- 
mand. Many  local  merchants,  try- 
ing out  radio  for  the  first  time, 
are  manifesting  gratification  at 
the  pulling  power  of  the  medium. 

WOR  Business  Booming 

THE  LEADING  independent  sta- 
tion, WOR,  Newark,  wrote  more 
business  for  April  than  for  the 
same  period  last  year  and  feels 
there  is  every  indication  that  the 
business  of  the  summer  months 
will  exceed  that  of  last  year,  re- 
ports A.  A.  Cormier,  WOR  direc- 
tor of  sales. 

Mr.  Cormier  points  with  particu- 
lar pride  to  the  fact  that  WOR  has 
sold  more  of  its  day  time  than  any 
of  the  network  key  stations  in  the 
New  York  area.  The  King's  Brew- 
ery account  on  WOR,  using  two 
half  hours  weekly,  was  the  first  of 
several  such  accounts  that  will  be 
on  the  station  before  the  summer 
is  far  advanced,  said  Mr.  Cormier. 

"Another  encouraging  factor," 
he  added,  "lies  in  contract  renew- 
als. Only  last  week  four  compan- 
ies extended  their  broadcasting  to 
a  combined  total  of  163  weeks,  the 
shortest  being  34  weeks.  That 
WOR  has  been  effective  in  the 
beauty  preparations  field  can  be 
seen  in  the  signing  of  a  39-week 
contract  by  John  H.  Woodbury  Co. 
and  the  Andrew  Jergens  Co.,  which 
reserves  a  Sunday  night  spot  start- 
ing next  September. 

"Electrical  transcriptions  are  be- 
coming increasingly  popular  with 
certain  classes  of  national  adver- 
tisers, as  evidenced  by  the  26 
weeks'  booking  of  the  Forhan  Co., 
now  on  the  air  nightly  except  Sat- 
urdays and  Sundays.  Beechnut, 
with  its  now  famous  'Chandu',  is 
also  planning  to  return  to  the  air 
in  the  fall." 


Silver  Dust  Campaign 

GOLD  DUST  Corp.,  New  York,  is 
using  an  11-station  eastern  CBS 
network,  in  addition  to  a  special 
Jewish  program  over  WMCA,  New 
York,  to  introduce  its  new  com- 
panion product  to  Gold  Dust, 
which  is  called  Silver  Dust  and 
which  is  a  powdered  soap  for  wash- 
ing dishes  and  clothes.  Extensive 
newspaper  advertising  and  a 
house-to-house  sampling  campaign, 
with  airplane  loud  speakers  and  a 
fleet  of  Austin  cars  carrying  loud 
speakers,  are  included  in  the  cam- 
paign. The  Silver  Dust  "Around 
the  Town"  program  started  May 
27  on  CBS  to  be  heard  intermit- 
tently Fridays,  8  to  9  p.m.,  EDST, 
during  the  early  summer  months. 
Account  is  handled  by  Batten, 
Barton,  Durstine  &  Osborn,  New 
York. 


Ward  Renews 

WARD  BAKING  Co.,  New  York 
(bread  and  cakes)  during  June  re- 
news its  Mitzi  Green  in  "Happy 
Landings"  transcription  series, 
produced  by  World  Broadcasting 
System,  over  the  20  stations  that 
have  been  carrying  it.  Renewal  is 
for  13  weeks.  Joseph  Katz  Co., 
New  York,  handles  account. 


Net  Revenues  in  April 
Set  New  Low  Record 
With  $2,462,970  Total 

NETWORK  revenues  from  time 
sold  in  April  fell  to  the  lowest 
level  in  nearly  a  year,  NBC  and 
CBS  reporting  combined  incomes 
of  $2,462,970,  which  compares 
with  $4,004,484  in  April,  1932,  ac- 
cording to  National  Advertising 
Records.  For  the  first  four  months 
of  this  year,  the  NBC  and  CBS 
combined  total  was  $10,899,334, 
which  compares  with  $16,180,629 
during  the  same  period  last  year. 
In  March  the  two  major  networks 
reported  $3,013,565  in  sales;  Feb- 
ruary, $2,619,605  and  January, 
$2,803,194. 

April  income  of  NBC  amounted 
to  $1,690,177,  compared  with  $2,- 
649,892  in  April,  1932.  April  in- 
come of  CBS  amounted  to  $772,793, 
compared  with  $1,354,592  in  April, 
1932. 

All  but  five  of  the  28  classifi- 
cations showed  declines  under  the 
same  month  of  last  year.  House 
furniture  and  furnishings  were  up 
from  $41,907  in  April,  1932,  to 
$43,079  in  the  same  month  this 
year.  Lubricants  and  petroleum 
products  were  up  from  $167,854  to 
$280,612.  Office  equipment  showed 
$5,577  as  against  nothing  last 
year.  Radios,  phonographs  and 
musical  instruments  were  up  from 
$30,959  to  $35,600.  Travel  and  ho- 
tels were  up  from  $2,446  to  $3,643. 

The  biggest  declines  were : 
cigars,  cigarettes  and  tobaccos, 
down  from  $692,235  to  $239,278; 
clothing  and  dry  goods,  from  $87,- 
928  to  $51,627;  drugs  and  toilet 
goods,  from  $854,902  to  $594,849; 
foods  and  food  beverages,  from 
$1,115,755  to  $766,968;  soaps  and 
housekeepers'  supplies,  from  $102,- 
025  to  $76,626;  stationery  and 
books,  from  $81,699  to  $17,695. 


Beauty  Test  Account 

CRYSTAL  Corp.,  New  York  (Out- 
door Girl  Beauty  Preparations),  on 
June  2  starts  a  one-half  hour  tran- 
scription test  program  over  WOR, 
Newark,  and  WJSV,  Washington, 
Fridays  9-9:30,  EST,  13  weeks,  fea- 
turing Omega  Gamma  Sorority 
Dance.  Hanff-Metzger,  New  York, 
handles  account. 


Store  Lists  Programs 
Dropped  by  Newspaper 

FIRST  of  the  newspapers  to  drop 
radio  news  flashes  and  radio  pro- 
gram listings  as  a  result  of  the 
recent  restrictions  on  news  broad- 
casts imposed  by  the  Associated 
Press  and  the  resolution  of  the 
American  Newspaper  Publishers 
Association  was  the  Nashville 
Banner,  whose  publisher,  James 
G.  Stahlman,  was  chairman  of  the 
A.  N.  P.  A.  radio  committee.  The 
news  flashes  were  withdrawn  from 
WSM.  Immediately  after  the  pro- 
gram listings  were  withdrawn,  the 
Castner-Knott  Co.,  local  depart- 
ment store,  began  carrying  them 
in  its  display  advertising  in  the 
same  newspaper.  The  only  other 
newspaper  to  take  drastic  action 
since  the  New  York  meetings,  thus 
far  reported  to  Broadcasting,  was 
the  Indianapolis  Star,  which  has 
discontinued  its  news  bulletins  on 
WFBM. 


THOUGH  both  stations  have  local 
newspaper  tieups,  Hal  Totten's 
Teaberry  Gum  Sports  Review  on 
WMAQ  (half  owned  by  the  Chi- 
cago Daily  News)  and  Pat  Flan- 
nagan's  baseball  broadcasts  over 
WBBM  are  now  being  derived 
from  Western  Union  tickers. 
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Lack  of  Practical  Broadcaster 
Handicaps  Wynn  Net  Venture 

Industry  Skeptical  After  Many  Delays ;  Starting 
Date  Now  June  5;  Wynn  Going  to  Hollywood 


By  SOL  TAISHOFF 

ED  WYNN'S  third  network,  which 
he  predicts  will  revolutionize 
broadcasting,  remains  an  unknown 
quantity  as  postponement  follows 
postponement  of  its  inaugural  pro- 
grams over  a  group  of  small  sta- 
tions in  the  east.  June  5  has  been 
announced  as  the  latest  opening 
date,  but  still  another  delay  is  in- 
dicated. 

Despite  the  optimism  expressed 
by  Mr.  Wynn  and  his  associates, 
those  initiated  in  radio  are  skepti- 
cal. Though  they  declare  they 
wish  the  Wynn  venture  all  suc- 
cess, they  also  express  the  belief 
that  the  Amalgamated  Broadcast- 
ing System,  headed  by  the  comedi- 
an, is  destined  for  failure  unless  a 
practical  broadcaster  flanked  by 
capable  executives  takes  hold. 
Thus  far  approximately  $250,000 
of  Mr.  Wynn's  own  funds  is  un- 
derstood to  have  been  invested  in 
the  project. 

First  Hand  Inspection 

AN  INSPECTION  of  the  Amal- 
gamated setup  was  made  by  this 
writer  May  18,  at  which  time  he 
also  talked  with  Mr.  Wynn,  Ota 
Gygi,  vice  president  and  Mr. 
Wynn's  partner,  and  several  other 
officials.  His  appraisal  was  con- 
curred in  by  others  in  the  indus- 
try who  have  looked  behind  the 
Amalgamated  scenes. 

It  seems  apparent  at  this  time 
that  the  organization  is  lacking  in 
business  and  technical  personnel 
and  organization.  Although  Mr. 
Wynn  and  his  associates  claim 
that  their  plans  of  operation  will 
allow  them  a  margin  of  profit  at 
the  outset,  through  both  national 
and  local  sponsorship  of  programs, 
the  soundness  of  the  project  from 
the  business  side  naturally  is  be- 
ing questioned.  How  the  network 
promoters  hope  to  get  national 
business  for  a  hookup  of  local  sta- 
tions, when  the  established  net- 
works are  feeling  the  effects  of 
curtaile4  sales,  is  mainly  respon- 
sible for  these  expressions  of 
doubt. 

Lafount  Sees  Studios 

WIDESPREAD  interest  in  the  pro- 
ject has  been  shown  by  advertis- 
ers, agencies,  stations  and  the 
Radio  Commission  since  the  dis- 
closure last  February  by  this  pub- 
lication that  Mr.  Wynn  contem- 
plated establishment  of  a  third 
network  competitive  with  NBC 
and  CBS.  Commissioner  Harold 
A.  Lafount  visited  the  headquar- 
ters of  Amalgamated  at  501  Madi- 
son Ave.,  on  May  17,  and  con- 
ferred informally  with  its  officials. 
He  declined  to  discuss  his  views 
for  publication. 

The  consensus  is  that  the  Amal- 
gamated project  now  is  simply  an 
idea,  and  that  little  thought  has 
been  given  to  anything  other  than 
the  program  end.  There  is  not  a 
practical  broadcaster  in  the  or- 
ganization. Even  while  the  studios 
were  being  furnished,  it  could  not 


be  learned  whether  control  equip- 
ment, microphones,  remote  appa- 
ratus and  other  technical  equip- 
ment had  been  purchased. 

Mr.  Wynn  has  surrounded  him- 
self almost  entirely  with  show  peo- 
ple. Mr.  Gygi,  who  now  is  acting 
as  general  manager,  has  had  no 
broadcasting  experience.  A  violin- 
ist by  profession,  it  is  understood 
he  once  was  concert  violinist  to 
the  King  of  Spain.  A  Mr.  Gold- 
man, who  once  operated  a  chain 
of  cut-price  radio  stores  in  New 
York,  is  acting  in  the  capacity  of 
commercial  manager. 

Circuits  Uncertain 

THERE  is  still  some  uncertainty 
about  the  use  of  Western  Union 
lines,  in  lieu  of  A.  T.  &  T.  bal- 
anced broadcasting  circuits,  for 
the  initial  six  -  station  hookup. 
While  preliminary  arrangements 
were  made  to  use  Western  Union 
circuits  from  New  York  through 
Washington,  it  has  been  found 
that  the  cost  of  engineering  these 
lines  by  Amalgamated  personnel, 
together  with  terminal  equipment, 
will  almost  equal  the  cost  of  A.  T. 
&  T.  circuits,  which  are  engineered 
by  the  telephone  company  and 
which  are  leased  together  with 
terminal  apparatus. 

Of  the  six  stations  definitely  an- 
nounced as  the  first  segment  of  the 
eastern  Wynn  network,  it  is  re- 
ported that  Amalgamated  itself 
owns  or  has  heavy  financial  inter- 
est in  two  and  also  is  financially 
interested  in  one  or  two  other 
small  stations  in  the  New  York 
metropolitan  area,  all  of  which 
formerly  were  aligned  in  the  third 
network  project  fostered  by  Wal- 
ter Whetstone,  Sr.,  former  public 
utilities  magnate  of  Philadelphia. 

WCDA,  WBNX  and  WSMG. 
New  York,  which  share  time  and 
which  will  be  joined  together  as 
the  network  key,  are  said  to  be 
partially  or  entirely  owned  by 
Amalgamated  along  with  WTNJ, 
Trenton.  The  three  New  York  sta- 
tions, according  to  Mr.  Wynn,  will 
be  consolidated  with  the  call 
WMET,  although  there  is  talk  of 
calling  it  WYNN.  Other  stations 
which  have  been  announced  as  out- 
lets for  this  New  York-to-Wash- 
ington  chain  are  WPEN,  Phila- 
delphia;  WDEL,  Wilmington; 
WCBM,  Baltimore,  and  WOL, 
Washington. 

Executives  Chosen 

FRANK  ORTH.  formerly  an  engi- 
neer with  WABC,  New  York,  CBS 
key,  has  been  retained  as  chief  en- 
gineer of  Amalgamated,  according 
to  an  announcement  by  the  com- 
pany. J.  J.  Beloungy,  said  to  be 
"former  chief  engineer  of  WEAF", 
is  his  chief  associate. 

George  M.  King,  said  to  be  well- 
known  in  the  show  business,  has 
been  named  director  of  Amalga- 
mated Artists  Bureau.  The  asso- 
ciate director  is  Irvin  Z.  Grayson, 
who  was  stated  to  have  come  di- 


—YOUK 

FAVORITE  type  of 

Radio  Program? 

Jointly  with  ihc  Dispatch 'Pioneer  Press,  General  Mills.  Inc^  Invites 
you  to  help  select  the  tj-pes  of  cnierlaiQment  features  -for  a  new 
radio  program  that  it  will  soon  offer  radio  listeners  of  the  Northwest. 

Ad*ertlaer«,  in  pUnuiDg  kdcI  producing  radio  programl^J^tempt 
to  gi\c  the  radio  audJenM  eatertaiommt  and  inatruction  tbey 
enjoy.  There  are  martj  aplmdid  programs  on  riie  air  today,  bnt  there 
li  probabl?  some  typ*  enlertaimnent  whicb  jou  vronld  particu- 
larly like  and  which  you  eitbtr  cannot  find  or  do  not  hear  enough. 

This  new  profram,  which  will  he  broadcast  Friday  evening  from 
9:15  to  9:4S  p.m.,  commencinf  May  26th,  will  therefore  be  choMn 
and  buiJt  bj  the  radio  Ksteners  of  the  Northwest  themselves. 


Determining  Listener  Preferences 

GENERAL  MILLS,  Inc.,  Minne- 
apolis (Gold  Medal  Flour,  Bis- 
quick,  Wheaties,  etc.)  long  a  lead- 
ing radio  advertiser,  used  this  un- 
usual tie-in  with  30  newspapers  of 
the  northwest  to  inaugurate  an 
experimental  series  of  eight  pro- 
grams over  WCCO,  Minneapolis, 
and  KSTP,  St.  Paul,  which  were 
linked  together  on  May  26  for  the 
first  of  eight  programs  designed  to 
determine  listener  preferences.  Af- 
ter the  first  ad  and  radio  announce- 
ments, ballots  began  to  pour  into 
the  stations.  The  preliminary  an- 
nouncements concerning  the  ad 
listed  by  name  the  30  newspapers 
carrying  it,  eliciting  a  tremendous 
publicity  response  in  those  news- 
papers and  considerable  editorial 
comment  on  the  excellence  of  the 
tie-up  between  radio  and  the  press. 
General  Mills  plans  to  produce  a 
regular  program  along  the  lines 
shown  by  the  majority  of  the  votes. 


rectly  from  WTIC,  Hartford,  and 
to  have  been  previously  with  NBC 
in  sales  and  promotion  and  with 
Metro-Goldwyn-Mayer  as  an  asso- 
ciate director. 

Among  others  announced  by 
Amalgamated  as  affiliated  with  the 
network  are  Ray  Perkins,  former 
NBC  artist;  Peter  Dixon,  newspa- 
per man  and  radio  continuity 
writer  of  "Raising  Junior"  fame; 
Phillip  Barrison,  formerly  director 
of  Colliers  Hour  over  NBC;  Bever- 
ly Bayne,  old-time  movie  star,  and 
Bessie  Beatty,  formerly  of  the  edi- 
torial staff  of  McCall's. 

50  Daily  Features 

IN  AN  announcement  on  May  22, 
Amalgamated  stated  that  the  plan 
was  still  to  use  Western  Union 
circuits  with  Amalgamated's  pri- 
vately owned  booster  equipment. 
It  was  stated  also  that  more  than 
50  features  are  to  go  on  the  air 
daily  over  the  network,  once  it 
opens,  consuming  16  hours. 

"The  drastic  economies  which 
we  have  effected  by  this  proced- 
ure" (use  of  Western  Union 
wires),  Mr.  Wynn  said,  "are  to  be 
passed  on  to  our  sponsors.  A  com- 


mittee of  Amalgamated  officials 
and  station-owners  has  been  set- 
ting rates  for  sponsors,  more  than 
a  score  of  whom  will  be  on  the  air 
when  we  start  next  month.  Our 
time  schedule,  of  course,  is  a  full 
16  hours.  We  can  say  this  now: 
The  hourly  rate  for  the  whole  At- 
lantic seaboard  network  is  about 
the  same  as  for  one  leading  'spot' 
station  in  New  York  city." 

In  the  same  announcement  it 
was  stated  that  the  next  step  in 
the  network  plans,  following  open- 
ing of  the  eastern  group,  will  be 
the  completion  of  a  privately 
operated  circuit  between  Baltimore 
and  Pittsburgh,  where  WWSW,  a 
100  watter,  is  to  serve  as  the  link 
between  the  Atlantic  seaboard  net- 
work and  the  Michigan  state  net- 
work of  six  stations  headed  by 
WXYZ,  Detroit. 

Mr.  Wynn  said  that  he  will 
leave  for  Hollywood  July  5  to 
make  a  picture  for  Metro-Gold- 
wyn-Mayer. Though  he  will  be 
gone  for  12  weeks,  he  said  he 
would  keep  in  touch  with  Amalga- 
mated  headquarters  by  direct 
leased  wire,  using  the  facilities  of 
C.  D.  Barney  &  Co.,  stock  brokers. 
He  plans  to  return  to  the  air  for 
Texaco,  resuming  his  "Fire  Chief" 
program  over  NBC  after  the  film 
is  completed. 

WMCA  With  Full  Time, 
May  Be  Made  The  Key 
Of  Select  Station  Group 

COINCIDENT  with  the  acquisition 
of  full  time  by  WMCA,  New  York 
City,  on  the  570  kc.  channel,  re- 
ports are  current  that  the  station 
may  become  the  key  of  a  select 
group  of  stations  in  the  east  and 
middle  west,  that  cover  major  mar- 
kets. While  the  reports  were  not 
denied  by  operators  of  WMCA,  de- 
tails were  not  disclosed. 

WMCA  several  times  in  the  last 
three  years  has  been  mentioned  as 
the  possible  key  for  a  quality 
group.  About  a  year  ago  a  meet- 
ing was  held  in  Detroit  by  several 
prominent  broadcasters  with  the 
object  of  working  out  plans  for 
such  a  group,  but  nothing  de- 
veloped. 

WMCA  acquires  full  time  June 
5  through  consolidation  with 
WPCH,  owned  by  the  same  inter- 
ests. Heretofore,  it  has  shared  the 
570  kc.  channel  with  WNYC,  New 
York  municipal  station,  and  had 
been  in  almost  constant  conflict 
with  that  station  before  the  Radio 
Commission.  The  Commission  last 
year  ordered  WNYC  to  exchange 
facilities  with  WPCH.  WNYC  now 
moves  to  the  810  kc.  channel,  re- 
taining 500  watts  power.  The  Com- 
mission's decision  was  sustained  in 
the  courts. 

An  inaugural  broadcast  by  the 
consolidated  WMCA  -  WPCH  has 
been  scheduled  for  June  7  by  Don- 
ald Flamm,  president  of  the  sta- 
tions, from  the  stage  of  the  Man- 
hattan Theatre.  The  combined  sta- 
tions have  pending  before  the  Com- 
mission an  application  for  an  in- 
crease in  power  from  500  watts  to 
1  kw. 


IVANHOE  FOODS,  Inc.,  Augburn, 
N.  Y.  (Ivanhoe  Mayonnaise)  is  us- 
ing radio  in  selected  cities  of 
Southern  New  England,  upstate 
New  York,  Pennsylvania,  Ohio, 
Indiana  and  Michigan. 
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SOURCES  OF  DATA — This  map  was  published  specially  for  the  Federal  Radio  Commission  by  the  U.  S.  Geological  Survey.  Data 
for  Canada  was  derived  from  the  "Atlas  of  Canada",  Department  of  Interior,  Ottawa,  and  1931  census ;  data  for  Cuba  from  1930 
census  ;  data  for  Mexico  from  Department  of  Statistics,  Mexico  City,  and  data  for  United  States  from  1930  census. 


Map  of  North  American  Population 

(Prepared  by  Federal  Radio  Commission  from  Official  Records) 


Wave  Meet  Slated 
July  10;  NAB  Asks 
3 -Year  Licenses 

English  -  Speaking  Nations 
Fear  Spanish  Entente 

WITH  the  North  American  Con- 
ference for  reallocation  of  broad- 
casting channels  definitely  sched- 
uled for  July  10  at  Mexico  City, 
the  NAB  has  petitioned  the  Radio 
Commission  urging  immediate  con- 
sideration of  a  revision  of  its  regu- 
lations so  that  broadcast  licenses 
may  be  issued  for  periods  of  three 
years  in  lieu  of  the  current  six- 
month  terms.  The  law  prescribes 
that  the  Commission  in  its  discre- 
tion may  issue  licenses  for  that 
period. 

In  a  letter  to  the  Commission, 
which  was  considered  by  that  body 
May  16,  James  W.  Baldwin,  NAB 
executive  charged  with  matters  in- 
cident to  the  North  American  con- 
ference, emphasized  the  importance 
of  the  matter  in  any  negotiations 
leading  to  a  redistribution  of  chan- 
nels among  nations  of  the  conti- 
nent. Longer  license  terms,  he 
said,  are  essential  to  the  stability 
of  the  broadcast  industry. 

Delegate  to  be  Named 

FORMAL  WORD  was  received  by 
the  State  Department  May  23  from 
Mexico  City  that  the  conference 
will  be  held  beginning  July  10.  In- 
vitations also  went  to  Canada, 
Cuba,  Newfoundland,  Costa  Rica, 
Salvador,  Guatemala,  Honduras, 
Nicaragua  and  Panama.  Chairman 
Sykes  of  the  Radio  Commission  is 
chairman  of  the  American  delega- 
tion, but  the  State  Department  has 
not  yet  made  known  who  will  re- 
place Senator  White,  (R.)  of 
Maine,  who  originally  was  appoint- 
ed to  head  the  delegation,  but  who 
declined  to  serve  when  Judge 
Sykes  was  appointed  chairman. 
The  names  of  Dr.  C.  B.  Jolliffe, 
chief  engineer  of  the  Commission; 
William  R.  Castle,  Jr.,  former  Un- 
dersecretary of  State,  and  Dr.  Ir- 
vin  D.  Stewart,  State  Department 
radio  expert,  are  mentioned,  al- 
though unofficial  advices  are  that  a 
member  of  Congress  and  a  Latin 
American  expert  may  be  chosen. 

Some  apprehension  is  felt  over 
the  invitations  to  the  Central 
American  countries  which  hitherto 
have  been  virtual  nonentities  in  the 
radio  picture.  Fear  that  Mexico 
may  have  banded  together  these 
Spanish-speaking  nations  as  a  "lit- 
tle entente",  with  sufficient  voting 
power  to  out  -  vote  the  English- 
speaking  nations,  is  expressed. 

U.  S.  Policy  Undecided 

IN  FORMER  international  radio 
and  telegraph  conferences  each  na- 
tion, regardless  of  its  size  or  im- 
portance, has  been  accorded  one 
vote.  Should  this  policy  be  fol- 
lowed at  the  Mexico  City  confer- 
ence, five  Central  American  coun- 
tries, together  with  Mexico  and 
Panama,  could  control  all  issues  if 
they  voted  together.  The  matter 
of  voting  unquestionably  will  be 
subjected  to  full  discussion  prepa- 
ratory to  consideration  of  the  ac- 
tual allocations. 

What  position  will  be  taken  by 
(Continued  on  page  Si) 


SHOWING  at  a  glance  how  popu- 
lation is  distributed  on  the  North 
American  continent,  the  map  re- 
produced above  is  of  particular 
interest  to  advertising  agencies, 
national  advertisers  and  others 
identified  with  the  business  of 
broadcasting.  The  map  was  pre- 
pared by  the  Federal  Radio  Com- 
mission from  information  procured 
from  the  countries  involved. 

The  map  unquestionably  will 
prove  of  value  at  the  forthcoming 
North  American  conference  to  be 
held  in  Mexico  City  shortly  for  a 


redistribution  among  the  countries 
of  the  continent  of  wave  lengths 
available  for  broadcasting.  In  the 
United  States  broadcasting  facili- 
ties, under  the  radio  law,  are  dis- 
tributed according  to  density  of 
population  in  given  geographical 
areas.  Presumably,  a  similar 
practice  will  be  followed  in  the  al- 
locations at  the  Mexican  parley. 

Of  significance  is  the  fact  that 
possibly  95  per  cent  of  the  area 
covered  by  the  Dominion  of  Can- 
ada has  less  than  two  inhabitants 
per  square  mile.    In  most  of  the 


inhabitated  area  of  the  Dominion 
the  density  of  population  is  from 
2  to  18  persons  per  square  mile. 
Canada's  total  population  is  esti- 
mated at  about  10,000,000. 

Mexico,  while  vastly  smaller  in 
geographical  area,  has  about  one 
third  more  than  Canada's  popula- 
tion. Morever,  its  inhabited  area 
is  far  greater  than  that  of  the 
Dominion.  Cuba,  which  also  will 
figure  in  the  North  American  con- 
ference, has  a  concentrated  popula- 
tion in  its  small  geographical  area 
of  approximately  4,000,000. 
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Men's  Wear  Can  Be  Merchandised  by  Radio 


By  MARION   R.  GREY 

President,  Marion  R.  Grey  Co.,  Los  Angeles 


Leading  Shirt  and  Tie  Manufacturer  Changes  Attitude 
After  Trial  Period  Boosts  Sales  40  Per  Cent 


IT  IS  NOT  always  an  easy  matter 
to  admit  that  one  is  wrong.  But 
facts  have  proved  that  we  were 
wrong  in  our  ideas  of  the  use  of 
radio. 

"^e  have  been  users  of  radio  for 
years.  We  have  looked  on  radio 
as  a  medium  for  institutional  ad- 
vertising, and  not  for  direct  mer- 
chandising. If  the  depression  has 
done  nothing  else,  it  has  demon- 
strated to  us  that  radio  can  be 
utilized  by  manufacturers  in  our 
line  of  business  as  the  most  valu- 
able medium  we  have  found  for 
direct  merchandising  of  our  prod- 
ucts. 

Was  Good  Will  Sponsor 

WE  MANUFACTURE  shirts  and 
neckties  and  sell  them  throughout 
the  eleven  far  western  states  in 
the  better  grade  of  men's  furnish- 
ing stores  and  high  grade  depart- 
ment stores.  We  could  not  see 
where  radio  could  play  any  part 
in  direct  merchandising  of  our 
products. 

Probably  every  radio  station  or 
group  in  the  west  has  presented 
plans  to  us  for  a  major  expendi- 
ture of  advertising  money.  Every 
year  we  have  spent  a  small  sum 
for  radio  as  "good  will"  advertis- 
ing. It  distinctly  was  merely  an 
adjunct  to  our  regular  advertising. 
Newspapers  carried  our  merchan- 
dising copy  and  billboards  carried 
our  primary  institutional  copy. 

Even  with  newspapers  and  bill- 
boards, we  felt  that  merchandising 
could  be  done  only  on  our  lines  of 
shirts.  Neckwear  we  felt  was  not 
purchased  by  brand  name.  We 
thought  we  knew  that  purchasers 
bought  neckties  because  of  color 
and  pattern  and  not  by  trade  mark. 

Gives  Radio  a  Trial 

FORTUNATELY,  because  of  social 
friendship  with  Guy  Earl,  presi- 
dent of  KNX,  we  granted  him  and 
Naylor  Rogers,  general  manager, 
the  courtesy  of  making  a  radio 
presentation  to  our  executive 
group.  This  presentation  resulted 
in  our  fourth  quarter  of  1932  being 
40  per  cent  in  gross  dollars  of 
business  above  our  graphed  expec- 
tancy of  business. 

KNX  officials  said  to  us:  "You 
do  not  believe  that  we  can  directly 
effect  the  merchandising  of  your 
shirts.  You  are  even  more  sure 
that  we  cannot  directly  merchan- 
dise your  lines  of  neckties.  If  you 
will  let  us  handle  your  advertising 
.  the  way  we  believe  it  should  be 
handled,  and  will  take  a  13-week 
contract,  for  six  15-minute  periods 
per  week,  with  a  program  and  mer- 
chandising plan  which  we  will  pre- 
pare, we  will  never  pester  you 
again  if  the  program  fails." 

I  don't  think  we  would  have  ac- 
cepted their  plan  if  it  had  not  been 
that  no  other  advertising  was  click- 


THIS  MANUFACTURER  until  recently  firmly  believed 
that  radio  is  a  medium  only  for  institutional  advertising 
and  is  practically  valueless  for  direct  merchandising. 
On  account  of  a  social  contact  with  Guy  Earl,  president 
of  KNX,  he  consented  somewhat  reluctantly  to  a 
13-weeks  trial  program.  The  immediate  response  of 
listeners,  reflected  in  letters  and  increased  sales,  aston- 
ished the  company's  executives.  And  it  brought  a  com- 
plete reversal  in  advertising  policy,  with  radio  replacing 
newspapers  and  billboards  in  first  place.  In  fact,  the 
Grey  Company  has  recently  started  new  lines  of  "Frank 
Watanabe"  neckwear  and  "Honorable  Archie"  shirts  to 
tie  in  with  its  radio  programs. 


ing  for  us  and  we  were  willing  to 
take  a  chance  at  anything  in  the 
hope  of  finding  something  to  im- 
prove business. 

Therefore,  while  we  agreed  to 
go  into  a  13-week  test  campaign, 
we  specified  that  we  would  make 
the  radio  advertising  carry  itself 
alone.  We  would  not  tell  our  deal- 
ers of  the  program,  nor  would  we 
tie  up  our  billboard  campaign  with 
the  radio  in  any  fashion. 

Trade  Gains  Forecast 

ON  THE  INSISTENCE  of  KNX, 
we  prepared  comparative  graphs 
of  our  month  by  month  business 
over  each  of  the  preceding  years, 
1929,  1930  and  1931,  together  with 
a  graph  of  our  first  nine  months' 
business  of  1932.  From  these 
former  graphs  we  plotted  an  ex- 
pectancy curve  for  our  last  quart- 
er's business  of  1932.  We  agreed 
to  credit  KNX  and  our  radio  ad- 
vertising with  any  gains  in  busi- 
ness. 

Before  the  program  started, 
KNX  officials  presented  to  us  a 
detailed  statement  of  the  percent- 
age of  our  business  they  expected 
to  effect  in  each  one  of  the  sales 
areas,  in  each  of  the  eleven  far 
western  states.  They  pointed  out 
that  their  percentages  were  based 
on  the  direct  proportion  of  total 
number  of  receiving  sets  in  the 
eleven  far  western  states.  Curi- 
ously enough,  our  own  auditors' 
report  as  of  Jan.  1,  1933,  shows 
that  these  original  percentages 
given  to  us  in  September,  1932, 
were  not  off  more  than  one  per 
cent,  with  the  exception  of  two 
states.  These  two  states  were  New 
Mexico  and  Colorado. 

Broad  Program  Appeal 

THE  ENTIRE  program  was  turned 
over  to  the  production  department 
of  KNX.    We  went  on  the  air  with 


a  six  day  program  at  7  o'clock  each 
evening  for  15  minutes.  The  pro- 
gram was  a  continuity  skit  aimed 
to  please  women  and  children  as 
much  as  men.  It  was  the  daily 
happenings  in  the  life  of  two  prin- 
cipal characters,  Frank  Watanabe, 
a  Japanese  houseboy,  and  his  em- 
ployer, the  Honorable  Archie,  a 
young  Englishman  in  Hollywood. 
We  offered  colored  drawings  of  the 
various  characters  in  the  program, 
which  children  could  cut  out  for 
paper  dolls.  We  also  offered 
squares  of  silk  made  from  scraps 
in  the  cutting  room  of  our  neck- 
tie department.  These  were  for 
women  to  sew  together  for  pillow 
covers  and  the  like.  Both  the  silk 
squares  and  the  colored  drawings 
were  given  in  exchange  for  dealers 
sales  slips  showing  sales  of  our 
products. 

Our  lack  of  confidence  in  the 
plan  had  resulted  in  our  giving  no 
information  of  any  kind  regard- 
ing the  program  either  to  our 
salesmen  calling  on  the  trade,  or 
to  our  retail  outlets.  We  were 
thus  utterly  unprepared  for  what 
happened.  Within  a  week  we  were 
so  flooded  with  correspondence 
from  our  1200  retail  dealers  that 
we  had  to  develop  a  complete 
dealer  tie-up  plan. 

Astonished  at  Response 

ALMOST  from  the  start  we  were 
dumbfounded  at  the  public  re- 
sponse. Within  three  weeks  we  de- 
cided that  our  entire  former  ad- 
vertising picture  should  thereafter 
be  tied  about  our  radio  program, 
and  that  it  should  be  the  adjunct 
of  the  radio  and  not  radio  the  ad- 
junct to  other  media.  We  rede- 
signed our  billboard  paper  so  as  to 
feature  our  program.  We  put  out 
counter  displays  for  our  retailers. 

Our  salesmen  were  able  to  get 
many  of  our  dealers  to  tie  the  ra- 
dio program  into  their  own  retail 


advertising.  In  Pasadena,  for  ex- 
ample, we  had  for  years  four  prin- 
cipal accounts.  Because  of  our 
radio  program,  we  took  on  a  new 
account  and  prevailed  upon  him  to 
feature  our  name  and  program  on 
billboards  of  his  own.  This  new 
account  did  more  business  in  No- 
vember and  December  than  all  the 
four  old  accounts  together. 

Actual  Results 

HERE  IS  what  we  found  after 
13  weeks: 

We  did  40  per  cent  more  busi- 
ness in  dollars  and  cents  than  our 
expectancy  graph  had  indicated. 
Because  of  a  lower  wholesale  price 
this  actually  was  a  larger  percent- 
age in  dozen  lots  of  our  products. 

We  increased  our  total  number 
of  dealers.  Dealers  which  we  had 
dropped  because  of  poor  credits, 
came  in  and  bought  for  cash. 

Our  returned  goods  from  retail- 
ers decreased  90  per  cent. 

We  sold  neckties  by  brand  name 
on  demand  of  shoppers. 

We  increased  the  business  of  our 
retailers  in  other  lines  than  ours, 
as  the  sales  slips  turned  in  to  us 
for  colored  drawings  and  squares 
of  silk  clearly  proved. 

We  created  an  immediate  de- 
mand for  exclusive  patterns  which 
competitive  manufacturers  did  not 
have. 

We  increased  our  proportion  of 
the  business  in  our  lines  with  each 
of  our  retailers. 

We  found  that,  at  least  during 
periods  of  depression,  we  can  get 
more  direct  response  from  radio 
than  from  any  other  advertising 
medium  and  that  our  advertising 
plans  for  1933  must  make  it  our 
major  medium,  with  the  rest  of 
our  advertising  supplemental. 


Second  Bank  in  Chicago 
Starts   Radio  Program 

ANOTHER  Chicago  bank  is  em- 
ploying radio  as  a  medium  of 
maintaining  and  creating  good 
will.  The  Livestock  National 
Bank,  located  in  the  Union  Stock 
Yards,  on  May  28  started  a  daily 
concert  over  WAAF,  the  Daily 
Drovers  Journal  station,  also  lo- 
cated in  the  Yards.  The  concerts 
are  presented  from  12  to  1  o'clock 
on  week  days  and  consist  of  classi- 
cal and  light  classic  musical  re- 
cordings. The  Sunday  concert  con- 
sisting of  recordings  of  symphony 
music,  is  presented  at  4  o'clock. 

These  periods  have  been  broad- 
cast by  the  station  as  sustaining 
features  for  the  last  two  years. 
Chimes  from  the  bank  building 
tower,  a  replica  of  Independence 
Hall,  open  and  close  each  of 
the  broadcasts.  The  account  was 
handled  direct.  The  Northern 
Trust  Company,  big  loop  bank,  has 
been  sponsoring  a  half-hour  pro- 
gram each  Friday  night  over 
WMAQ,  Chicago,  for  the  last  two 
years. 
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Mural  Tribute  to  Radio  at  Chicago  Exposition 


15  Per  Cent  Fees 
Of  Agency  Upheld 

Counterpart  of  Young  Report 
Much  Needed  for  Radio 

EVOLVED  through  the  years 
rather  than  deliberately  and  arbi- 
trarily fixed,  the  method  of  adver- 
tising agency  compensation  now  in 
force  is  found  by  James  W. 
Young,  professor  of  advertising  of 
the  University  of  Chicago,  to  be 
"the  most  practical  one  for  main- 
taining the  true  and  long-run  in- 
terests of  all  advertisers  and  pub- 
lishers." 

Prof.  Young,  who  was  formerly 
vice  president  in  charge  of  the 
Chicago  office  of  the  J.  Walter 
Thompson  Co.,  and  who  is  still  a 
titular  vice  president  of  that 
agency,  draws  this  conclusion  in 
his  long-awaited  report  on  "Adver- 
tising Agency  Compensation  in  Re- 
lation to  the  Total  Cost  of  Adver- 
tising", published  in  book  form 
May  27  by  the  University  of  Chi- 
cago Press. 

Answer  to  Critics 

THE  REPORT  was  rendered  as  a 
result  of  the  requests  of  the  Amer- 
ican Association  of  Advertising 
Agencies  and  the  Association  of 
National  Advertisers  for  a  study 
of  the  agency  structure  that  might 
answer  the  constant  fire  of  criti- 
cism that  has  been  levelled  against 
the  commission  system.  The  re- 
port was  made  to  a  committee  com- 
posed of  R.  R.  Deupree,  president 
of  Proctor  &  Gamble,  representing 
advertisers;  Lee  W.  Maxwell,  pres- 
ident of  the  Crowell  Publishing 
Co.,  representing  publishers,  and 
A.  W.  Erickson,  chairman  of  Mc- 
Cann-Erickson,  Inc.,  representing 
agencies. 

Largely  concerned  with  pub- 
lished advertising  as  handled  by 
agencies,  the  report  was  based  on 
an  intensive  survey  of  agency-ad- 
vertiser relationships.  While  gen- 
erally upholding  the  15  per  cent 
commission,  it  finds  that  agency 
rates  have  varied  from  10  to  25 
per  cent.  It  seeks  to  dispel  the 
suspicion  that  most  of  the  large 
advertisers  place  their  business  at 
less  than  card  rates. 

Advertisers  Satisfied 

MR.  YOUNG  found  in  his  re- 
searches that  of  101  important  na- 
tional advertisers  who  answered 
his  inquiries,  86  asserted  that  an 
agency  is  necessary  and  desirable 
because  they  could  not  maintain  an 
advertising  staff  of  equal  ability 
at  a  cost  as  low  as  15  per  cent  and 
because  they  considered  the  out- 
side viewpoint  desirable.  Fifty- 
four  declared  the  agency  relation- 
ship must  be  one  of  mutual  inter- 
est and  confidence,  and  52  said 
their  agencies  had  contributed  in 
an  important  way  to  the  success 
of  their  businesses.  Only  19  con- 
sidered 15  per  cent  an  excessive 
commission. 

Radio  is  mentioned  only  with  re- 
spect to  the  reliance  of  the  net- 
works on  revenues  through  agen- 
cies. Mr.  Young  shows  that  all  the 
national  network  revenues  come 
through  agencies;  that  15  to  30 
per  cent  of  total  newspaper  reve- 
nues come  from  national  accounts 
and  that  more  than  95  per  cent  of 


WESTINGHOUSE,  pioneer  in  ra- 
dio development,  pays  tribute  to 
"Radio  Broadcasting"  in  a  decora- 
tive mural  which  it  will  display  in 
its  exhibit  at  the  World's  Fair  in 
Chicago.  To  carry  out  the  design, 
sheets  of  aluminum  are  dyed  in 
desired  colors,  cut  out  to  pattern 
and  inlaid  in  the  micarta's  gleam- 
ing black  surface.  The  finished 
product  is  noted  for  its  richness 
of  quality  and  its  permanence. 

KDKA  and  its  associated  short 
wave  station  W8XK  are  used  as 
a  central  theme  in  this  mural's  de- 
sign. The  background  is  a  map 
of  the  world  which  has  shrunk  to 
the  size  of  a  neighborhood  by  rea- 
son of  the  far  reaching  effects  of 
radio.  Concentric  rings,  centered 
about  the  map  location  of  Pitts- 
burgh, the  home  of  Westinghouse 
and  KDKA,  bind  the  whole  world 
together  in  this  universal  commu- 
nication. The  radio  waves  sent 
out  from  KDKA  can  be  picked  up 
in  the  icy  igloo  of  the  north,  amid 
the  wheat  fields  of  Argentine  or 


this  is  placed  through  agencies; 
that  more  than  99  per  cent  of 
major  magazine  advertising  is 
handled  through  agencies  and  that 
more  than  75  per  cent  of  outdoor 
advertising  is  placed  by  agencies. 

The  report  is  interesting  for  its 
historical  background  as  well  as 
the  viewpoints  toward  agencies  ex- 
pressed by  large  advertisers  and 
its  description  of  the  inner  work- 
ings of  agencies.  To  radio  inter- 
ests it  should  contribute  a  much- 
needed  better  understanding  of 
agency  problems. 


Ewin  Davis  Named 

EWIN  L.  DAVIS,  former  chair- 
man of  the  House  Committee  on 
Marine,  Radio  &  Fisheries,  who 
has  been  active  in  radio  legislation 
since  the  enactment  of  the  Radio 
Act  of  1927,  has  been  nominated 
by  President  Roosevelt  as  a  mem- 
ber of  the  Federal  Trade  Commis- 
sion. Judge  Davis  was  a  Repre- 
sentative in  Congress  from  Ten- 
nessee for  many  years,  but  was  de- 
feated in  the  Democratic  primaries 
last  fall. 


WNEL  have  been  assigned  as  the 
call  letters  for  the  new  station  li- 
censed by  the  Radio  Commission  at 
San  Juan,  Puerto  Rico.  The  li- 
censee is  Juan  Piza. 


the  wilds  of  Africa.  They  tie  in 
such  widespread  groups  as  Byrd's 
little  band  of  the  Antarctic  wastes, 
valiant  explorers  flying  over  the 
North  Pole  and  hardy  sailors  in 
ships  plying  the  seven  seas. 

Side  panels  on  the  mural  por- 
tray radio's  benefits;  how  radio 
brings  in  a  twinkle  of  an  eye  a 
million  family  firesides  to  the  ring- 
side of  an  important  boxing  match, 
to  the  platform  of  key  political 
speeches,  to  a  point  of  vantage  in 
great  public  gatherings,  to  orches- 
tra seats  at  the  theatre,  concert 
and  opera,  to  outstanding  religious 
ceremonies  and  to  the  better  night 
clubs  and  dance  orchestras. 

In  the  picture.  Miss  Vera  Goga 
impersonates  "the  voice  of  radio 
broadcasting",  whispering  to  the 
•  listening  world. 

Donald  R.  Dohner,  director  of 
the  art-engineering  department  of 
the  Westinghouse  Company,  de- 
signed the  panel  and  supervised  its 
manufacture  in  the  Westinghouse 
shops. 


Old  Gold  Expands 

TWENTY  STATIONS  have  been 
added  to  the  CBS  network  carry- 
ing the  P.  Lorillard  &  Company's 
Old  Gold  program  with  Fred  War- 
ings's  Pennsylvanians.  W  e  d  n  e  s- 
days,  10-10:30  p.m.,  EDST.  mak- 
ing a  total  of  80  stations.  This  is 
said  to  be  the  largest  hookup  for 
a  regular  series.  The  stations 
j^Hded  on  May  24  are:  WO  AM, 
WDBO  WDAE,  WICC,  KVOR, 
WLBW.  WBIG,  WKBH,  WFEA, 
WISN.  WODX.  WTAR.  WMBD, 
KOH.  WDBJ.  WTOC,  KSCJ,  KFH, 
WORC  and  WNAX. 


Big  Hotel  Account 

SEEKING  to  attract  guests  visit- 
ing the  Century  of  Progress  Ex- 
position, the  Palmer  House,  Chi- 
cago, on  Mav  21  started  Floyd  Gib- 
bons as  "The  World's  Fair  Re- 
porter", with  two-minute  dramatic 
sketches  in  which  a  hotel  official 
greets  visiting  notables,  over  an 
NBC-WJZ  network  of  11  stations, 
Sundays,  Tuesdays,  and  Thurs- 
days, 8:45-9  p.m.,  EDST,  and  a 
repeat  for  seven  mid-western  NBC 
stations,  11:15-11:30  p.m.,  EDST. 
Lord  &  Thomas,  Chicago,  handles 
account,  which  is  the  first  exten- 
sive sponsorship  of  a  network  pro- 
gram by  a  hotel. 


Broadcasts  Mark 
World  Exposition 

Chicago  Stations,  No  Nets, 
To  Use  Fair's  Studios 

THOUGH  the  radio  broadcasting 
industry  has  provided  no  exhibit 
for  the  Century  of  Progress 
World's  Fair  at  Chicago,  both  na- 
tional networks  and  a  majority  of 
the  local  stations  in  Chicago  were 
scheduling  broadcasts  of  the  out- 
standing events  of  the  exposition 
beginning  May  27. 

Contrary  to  the  original  plan, 
the  networks  and  stations  decided 
against  building  on  the  grounds 
studios  from  which  regular  broad- 
casts would  be  made.  The  fair  of- 
ficials instead  have  constructed 
three  large  studios  with  large 
auditoriums,  and  from  these  sev- 
eral of  the  local  stations  will  pre- 
sent broadcasts. 

Networks  Decline 

THE  HITCH  in  the  arrangement 
to  have  the  networks  present  reg- 
ular broadcasts  from  the  studios 
came  when  the  network  officials 
declined  to  participate  because  ad- 
mission is  to  be  charged  to  the 
exhibit.  The  studios  have  been  in- 
cluded in  the  Hollywood  group  for 
which  there  is  an  extra  charge  of 
admission. 

Certain  exhibitors  now  on  the 
air,  or  who  will  sponsor  programs 
from  their  own  exhibits,  are  plan- 
ning to  handle  large  crowds  drawn 
by  the  popularity  of  the  air  fea- 
tures. Among  these  will  be  the 
Pabst  Blue  Ribbon  Casino,  at 
which  Ben  Bernie,  Guy  Lombardo 
and  Buddy  Rogers  with  their  or- 
chestras will  entertain.  Others  are 
the  Old  Heidelberg  Inn,  the  Victor 
Vienna  Garden  Cafe,  the  Great  At- 
lantic &  Pacific  Tea  Company  with 
the  A.  &  P.  Gypsies,  General  Mo- 
tors, Household  Finance,  Realsilk, 
Barbasol,  Carnation  Milk,  Texas 
Company,  Sinclair  Refining  Com- 
pany, General  Cigar  Company  and 
numerous  other  radio  advertisers. 

RCA  Has  Big  Exhibit 

THE  RADIO  CORPORATION  of 
America  and  its  subsidiaries  are 
presenting  a  mammoth  exhibition, 
occupying  the  entire  10,200  square 
feet  of  show  space  in  Radio  Hall., 
Among  the  exhibits  will  be  an  RCA 
Victor  Color  Organ,  a  replica  of 
Radio  City,  an  electric  map  of  the 
NBC  networks,  the  original  Alex- 
anderson  alternator  and  numerous 
examples  of  RCA  products  in  the 
making. 

Seventy-two  pick-up  points  have 
been  established  within  the  fair 
grounds,  necessitating  the  string- 
ing of  more  than  600  miles  of  line. 
Connected  with  the  broadcast  sys- 
tem will  be  a  public  address  sys- 
tem serving  the  entire  exhibition 
area. 

Radio  amateur  short-wave  trans- 
mitting equipment,  which  has 
been  located  temporarily  in  the 
Administration  building,  will  be 
housed  in  an  extensive  exhibit  in 
the  Travel  and  Transport  building. 
Code  messages  to  the  amateurs  in 
all  parts  of  the  world  will  be  trans- 
mitted from  that  point.  Call  let- 
ters of  the  stations  are  W9USA 
and  W9USB. 

The  CBS  network  has  tentative- 
ly planned  16  broadcasts  for  the 
opening  month  alone. 
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Bridge  Feature  Ties-in  13  Merchants 

Cards  Called  by  Sponsor  Markings,  Charts  Distributed 
By  Advertisers,  Prizes  Awarded  Each  Week 


By  H.  K.  CARPENTER 
Manager,  WPTF,  Raleigh 
THE  MERCHANTS'  Radio  Bridge 
Game  was  originated  by  Harry  M. 
Morrill  and  J.  H.  Powell  of  At- 
lanta. The  system  is  copyrighted 
by  them  and  is  sold  by  radio  sta- 
tions to  13  merchants,  each  in  a 
different  business  classification. 
Each  merchant  profits  twofold  by 
this  type  of  program — first,  from 
the  direct  advertising  by  radio, 
and,  second,  from  the  printed  ad 
on  the  charts. 

Charts  provide  the  key  to  the 
broadcast  of  hands.  The  52  cards 
are  printed  in  four  rows,  one  suit 
to  a  row,  and  each  of  the  13  spon- 
sors is  allotted  one  card  in  each 
suit.  This  gives  each  sponsor  four 
cards  in  all,  and  in  the  center  of 
each  card  there  is  a  space  in  which 
an  advei-tisement  is  printed.  This 
advertisement  features  the  name, 
location  and  business  of  the  spon- 
sor who  has  been  allotted  that  par- 
ticular card.  These  advertisements, 
printed  on  the  cards,  provide  the 
key  to  the  weekly  broadcast  of 
bridge  hands,  since  the  cards  are 
called  by  the  name  of  the  spon- 
sors rather  than  by  the  card  desig- 
nation. 

Advertising  Tie-in 

BECAUSE  of  the  manner  in  which 
the  hands  are  called,  the  listener 
has  to  listen  to  the  advertising 
lines.  Two  hands  are  described 
Mondays  and  Tuesdays.  On  Wed- 
nesday we  broadcast  the  Contract 
Bridge  Forum,  which  consists  of 
questions  and  answers  and  the 
analysis  of  unusual  hands.  This 
feature  is  worked  out  by  an  as- 
sociated teacher  of  the  Culbertson 
studios,  who  also  judges  the  hands 
that  are  sent  in.  On  Thursday  the 
entire  hand  is  repeated  to  be 
checked  for  errors,  and  on  Friday 
the  names  of  the  winners  are  an- 
nounced; also  on  this  day  the 
method  of  analyzing  the  hands  is 
given  for  persons  who  have  en- 
tered the  contest  for  the  first  time 
that  week.  On  Saturday  the  hand, 
as  analyzed  by  the  Culbertson 
teacher,  is  broadcast  with  players 
actually  around  a  table  in  the  stu- 


A  UNIQUE  scheme  by  which  radio  stations  may 
obtain  advertising  from  local  merchants  is  proving 
successful  on  WPTF,  Raleigh,  N.  C.  Designed  to 
attract  all  bridge  players — and  who  isn't? — the 
daily  program  provides  double  advertising  for  the 
sponsors,  their  names  being  printed  on  the  cards 
which  are  called  by  these  designations  in  the  bridge 
games.  Oddly  enough,  WPTF  found  that  9:30  to 
10  a.  m.  was  the  most  suitable  time  to  attract  bridge 
players.  Weekly  prizes  include  such  valuable  items 
as  an  electric  bridge  dealing  table,  a  set  of  golf 
clubs  and  a  radio  receiver. 


dios.  Then  on  Saturday  night  a 
brief  program  is  broadcast  and  the 
prizes  are  presented  to  the  win- 
ners in  the  studio. 

Four  prizes  are  awarded  each 
week,  with  the  winner  sending  in 
the  best  solution  having  the  choice 
of  three  first  prizes.  The  prizes 
are  the  same  each  week,  and  are 
awarded  for  the  best  bidding, 
analysis  of  bidding  and  play  and 
individual  effort. 

Popularity  Increases 

THE  RADIO  Bridge  Game  has 
been  carried  by  WPTF  for  seven 
weeks  and  is  increasing  in  popu- 
larity daily.  For  a  week  before 
the  program  was  introduced,  we 
made  a  diligent  survey  of  bridge 
players  throughout  the  city  in  an 
effort  to  find  what  time  the  broad- 
cast would  reach  the  greatest  num- 
ber of  persons  interested  in  bridge, 
inasmuch  as  the  program  is  de- 
signed primarily  for  those  taking 
an  active  interest  in  the  game. 
After  experimenting  with  three 
different  '  times  on  the  air,  we 
found  that  9:30  to  10  a.m.  is  the 
most  suitable  time  for  this  broad- 
cast, and  we  are  expecting  to  keep 
it  scheduled  at  this  morning  hour 
until  the  expiration  of  the  pro- 
gram. 

The  method  which  we  are  now 
using  is  our  own  adaptation  of  the 


original  plan  devised  by  the  copy- 
right owners.  We  felt  that  the 
needs  of  the  sponsors  differ  in  each 
community,  and  for  this  reason 
we  are  convinced  that  the  manner 
in  which  we  are  now  handling  the 
program  is  an  improvement  over 
the  original  system  for  our  terri- 
tory. We  have  arranged  the  broad- 
cast to  feature  a  highlight  on  each 
day,  thereby  creating  an  incentive 
for  listeners  to  tune  in,  even 
though  a  hand  is  not  described  ex- 
cept on  Monday  and  Tuesday. 

Merchants  Pleased 

THESE  PROGRAMS  are  not  lim- 
ited to  Raleigh  but  are  available 
to  all  listeners  in  our  coverage 
areas.  Of  course,  those  listeners 
living  outside  the  city  often  can- 
not call  on  one  of  the  advertisers 
to  obtain  charts,  but  the  sponsors 
have  been  glad  to  provide  them  by 
mail. 

We  have  found  the  merchants 
associated  with  this  broadcast  co- 
operative in  every  respect,  and 
their  comments  indicate  they  are 
more  than  satisfied  with  the  re- 
sults obtained  from  this  up-to-date 
and  rather  unique  type  of  adver- 
tising. We  feel  that  the  plan  con- 
tains all  the  best  elements  of  ad- 
vertising. The  campaign  runs  for 
13  weeks.  Not  only  is  the  pro- 
gram highly  instructive  to  the  lis- 


RALEIGH  MERCHANTS  RADIO  BRIDGE  GAME 

LISTEN   FOR   DAILY   PROGRAM   OVER   RADIO   STATION  WPTF 

KEEP  CHART— YOU  MUST  HAVE  CHART  TO  PLAY  GAME 
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HATES  BAETON— Phone  106 
PEBSON  STREET— Phone  221 
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BAMBY  BREAD 

AT  YOUR  OROCER'3 

Royal  Baking  Co. 


Portion  of  Large  Chart  Showing  How  Radio  Bridge  Game  Advertises  Local  Merchants 
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Fickett  Radio  Director 
Of  Gotham  Advertising 

KENNETH  'Z-ri^.^.-a^  H 
FICKETT,  long  '  ' 

identified  in  radio 
as  an  announcer, 
station  manager 
and  program  pro- 
ducer, has  been 
named  radio  di- 
rector of  Gotham 
Advertising  Co., 
New  York  agency, 
which  currently  Mr.  Fickett 
is  handling  "Jack  Frost  Melody 
Moment"  program  on  an  NBC- 
WJZ  network  and  which  is  now 
preparing  a  recorded  series  for 
Toddy,  Inc.,  subsidiary  of  Grocery 
Store  Products,  Inc.,  New  York. 
Latter  sponsor  used  the  "Tarzan" 
transcriptions  this  spring  over  se- 
lected stations. 

Mr.  Fickett  joined  WGR,  Bulfa- 
lo,  in  1924.  He  went  to  NBC  in 
York  in  1927,  later  joining  the  for- 
mer Judson  Radio  Program  Corp., 
then  the  Adams  Broadcasting  Ser- 
vice. For  Gotham  he  will  direct 
the  preparation  of  programs  for 
network  presentation  and  also  the 
preparation  of  electrical  transcrip- 
tions. 


Schlitz  Gets  Ready 

SCHLITZ  BREWING  Co.,  Milwau- 
kee, is  reported  to  be  preparing  to 
go  on  the  air  over  NBC  from  Chi- 
cago. If  contract  is  signed,  it  will 
be  the  first  brewing  company  to  go 
on  a  national  network  since  3.2 
beer  was  legalized,  except  for  the 
change  in  the  Premier-Pabst  Sales 
Company's  "Blue  Ribbon"  pro- 
grams, featuring  Ben  Bernie,  to 
include  its  brew  as  well  as  malt. 
Schlitz  may  also  supplement  its 
network  program  with  spot.  Its 
agency  is  Freeze-Vogel-Crawford, 
Inc.,  Milwaukee. 


RADIO  is  to  be  enlisted  in  a  cam- 
paign against  the  common  house 
fiy  in  France,  with  speakers  en- 
listed by  the  Office  National  d'Hy- 
giene  Social  to  give  housewives 
scientific  information  on  how  to 
rid  their  homes  of  the  pests. 

tening  audience,  but  it  is  produc- 
ing tangible  results  for  the  adver- 
tiser, as  evidenced  by  the  fact  that 
listeners  are  going  into  the  stores 
to  obtain  the  charts.  The  number 
of  written  contest  entries  sent  to 
the  station  is  another  evidence  of 
direct  results  obtained  from  the 
sponsorship  of  such  a  program. 

Listeners  Delighted 

AS  AN  added  feature,  from  the 
merchants'  standpoint,  we  are  can- 
vassing bridge  players  in  the  city 
and  explaining  the  contest  to  them 
in  an  effort  to  increase  our  audi- 
ence. 

Listeners'  comments  are  that 
the  broadcasts  have  taught  them 
the  correct  method  of  playing  con- 
tract bridge  as  regular  bridge 
lessons  from  a  teacher  would 
have  done.  At  the  beginning  of 
the  broadcasts,  members  of  the 
audience  who  were  just  learn- 
ing to  play  contract  bridge  were 
hesitant  about  entering  the  con- 
test but  after  listening  to  sev- 
eral of  the  programs  they  became 
interested  in  the  game  and  are 
submitting  solutions. 
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Educational  Program  Sources 
Proposed  to  Advisory  Council 

Lafount  Suggests  Government  Give  Features  ; 
Tyson  Would  Form  National  Institute 


CANTOR  WINS 

WHK  Sponsors  Essay  Contest 
 Among  High  Schools  


Lafount 


TWO  PLANS  to 
make  available 
educational  p  r  o- 
grams  of  ac- 
cepted excellence 
as  sustaining 
features  over  in- 
dependent s  t  a  - 
tions  and  net- 
works, without 
resorting  to  the 
extremes  of 
either  government  ownership  of 
stations  or  the  setting  aside  of  ex- 
clusive facilities  for  educational 
stations,  were  presented  to  the  Na- 
tional Advisory  Council  on  Radio 
in  Education  at  its  third  annual 
assembly  in  New  York  on  May  19. 

A  suggestion  that  the  govern- 
ment itself  make  available  such 
features,  and  thereby  provide  all 
broadcasters  with  the  "finest  pos- 
sible sustaining  programs,"  was 
made  in  an  address  by  Radio  Com- 
missioner Harold  A.  Lafount.  He 
predicted  that  the  government,  in 
the  near  future,  will  establish  a 
few  powerful  short  wave  stations 
to  broadcast  such  programs  for 
pick-up  and  rebroadcasting  by 
networks  and  stations. 

Program  Institute  Proposed 

FORMATION  of 
a  "National  Ra- 
dio Institute", 
entirely  apart 
from  any  organi- 
zation now  in  the 
e  d  u  c  a  t  i  o  nal 
broadcast  ing 
field,  but  antici- 
pating the  coop- 
eration  of  all, 
Mr.  lyson  ^nd  having  as  its 
sole  purpose  the  raising  of  funds 
for  devising  and  producing  pro- 
grams of  generally  accepted  ex- 
cellence, was  proposed  by  Lever- 
ing Tyson,  director  of  the  council, 
in  his  report.  With  a  budget  of 
$1,000,000,  he  declared,  such  an  or- 
ganization could  devise  programs 
that  would  equal  if  not  surpass 
anything  the  centralized  educa- 
tional systems  in  Europe  have  pro- 
duced. 

The  council,  created  several 
years  ago  to  further  the  develop- 
ment of  education  by  radio,  con- 
fined its  1933  assembly  to  one  day 
of  continuous  discussions  and 
speeches  on  this  broad  subject. 
Hector  Charlesworth,  chairman  of 
the  newly  created  Canadian  Radio 
Broadcasting  Commission,  dis- 
cussed the  Canadian  broadcast- 
ing set-up,  with  particular  ref- 
erence to  advertising  limitations 
on  commercial  programs  and  the 
new  regulations;  C.  M.  Jansky,  Jr., 
consulting  radio  engineer  of  Wash- 
ington, addressed  the  200  delegates 
on  the  engineering  crisis  in  Amer- 
ican broadcasting;  Lloyd  Espen- 
schied,  engineering  executive  of 
the  American  Telephone  &  Tele- 
graph Co.,  discussed  broadcasting 
aspects  of  the  International  Radio 
Conference  at  Madrid  last  year; 
Frank  A.  Arnold,  of  Albert  Frank- 
Guenther  Law,  Inc.,  advertising 
agency,  spoke  on  radio  as  a  social 


force;  Prof.  Herman  S.  Hettinger, 
of  the  University  of  Pennsylvania, 
analyzed  studies  concerning  the 
radio  audience,  and  Miss  Kathe- 
rine  Ludington,  National  League 
of  Women  Voters,  led  discussion 
on  "The  Air  as  an  Open  Forum." 

Lafount  Lauds  Nets 

FAILURE  of  all  elements  in 
broadcasting  to  make  better  use  of 
sustaining  time,  which  has  in- 
creased tremendously  because  of 
economic  conditions,  prompted  Mr. 
Lafount's  recommendation  that  the 
government  go  into  the  business 
of  program  production.  He  made 
it  clear,  however,  that  he  did  not 
believe  programs  on  the  whole  are 
deteriorating. 

"NBC  and  CBS  are  to  be  con- 
gratulated for  maintaining  a  high 
standard  of  programs  during  this 
depression  period,"  Mr.  Lafount 
said.  "I  recognize  the  fact,  how- 
ever, that  many  of  the  450  stations 
not  affiliated  with  these  chains,  and 
50  others  who  broadcast  chain  pro- 
grams only  a  small  portion  of  their 
time,  are  having  difficulty  in  pro- 
viding worthwhile  sustaining  pro- 
grams." 

The  Commissioner  said  that  a 
recent  Commission  study  shows 
there  are  approximately  25,000 
hours  a  week  of  unsold  time  now 
being  used  for  sustaining  pro- 
grams. "This  time  is  often  used  to 
broadcast  material  of  littLe  enter- 
tainment and,  perhaps,  of  no  edu- 


ASKED  the  question,  "What  radio 
program  do  you  like  best  and 
why?"  1,000  high  school  pupils  in 
Cuyahoga  County,  Ohio,  embrac- 
ing Cleveland,  voted  the  Chase  and 
Sanborn  Hour  with  Eddie  Cantor 
the  best,  the  Maxwell  House  Show- 
boat a  far-away  second  and  the 
Robert  Burns  program  with  Guy 
Lombardo  and  Burns  and  Allen  a 
close  third. 

The  contest  was  sponsored  by 
WHK,  Cleveland,  and  the  boy  and 
girl  whose  essays  are  judged  best 
will  be  taken  to  the  state  capital, 
Columbus,  and  to  the  studios  of 
WAIU,  sister  station  of  WHK. 

A  wide  variance  of  opinion  was 
expressed  by  the  students.  Of  the 
programs  which  drew  more  than 
one  favorable  vote,  20  are  heard 
on  WHK,  15  on  WTAM,  13  on 
WGAR  and  one  on  WJAY. 

Rudy  Vallee  and  Buck  Rogers 
tied  for  fourth  place  in  popular- 
ity, Jack  Pearl  ranked  fifth  a'rtd 
Myrt  and  Marge  sixth.  Fred  Allen 
and  Colonel  Stoopnagle  and  Budd 
both  garnered  more  votes  than 
Amos  'n'  Andy.  The  Wheatena 
program,  Lowell  Thomas,  the  Gold- 
bergs, Sherlock  Holmes,  and  base- 
ball broadcasts,  however,  out- 
ranked all  the  latter  comedians. 

cational  value,"  he  asserted.  "I 
say,  generally  speaking,  this  sus- 
taining time  is  not  used  as  intelli- 
gently as  it  should  be." 

After  analyzing  statistics  cov- 
ering chain  programs  and  station 
affiliations,  Mr.  Lafount  said  these 
show  that  on  an  average  there  are 
more  than  500  stations  broadcast- 
{Continued  on  page  33) 


Leniency  in  Canadian  Advertising  Rules 
Admitted  by  Chairman  of  Commission 

5-Per-Cent  Restriction  Applies  Only  to  Sales  Talks, 
Spot  Announcements  Limited,  Charlesworth  Says 


THAT  the  Ca- 
nadian limitation 
on  advertising  in 
commercial  p  r  o- 
grams  is  not  as 
rigid  as  it  ap- 
appears  at  first 
blush  was  indi- 
cated by  Hector 
Ch  arles  worth, 
,  chairman   of  the 

Mr.  Charlesworth  Canadian  Radio 
Broadcasting  Commission,  in  an 
address  May  19  before  the  third 
annual  assembly  of  the  National 
Advisory  Council  on  Radio  in  Edu- 
cation in  New  York. 

While  the  regulations  limit  ad- 
vertising to  5  per  cent  of  the  pro- 
gram period,  Mr.  Charlesworth 
explained  the  Commission  has  de- 
fined that  percentage  to  apply  only 
to  "direct  advertising"  or  straight 
selling  talks.  The  Commission,  un- 
der certain  circumstances,  he  ex- 
plained, permits  "indirect  adver- 
tising", such  as  casual  allusion  to 
a  product  or  a  joke  about  it  with- 
out counting  it  in  the  5  per  cent 
limitation. 

Spot  Advertising  Cut 

THE  BIG  advertisers,  Mr.  Charles- 
worth declared,  do  not  present  any 


problem.  The  Commission  has  ex- 
perienced its  chief  difficulty  with 
"spot"  advertising  originating  in 
local  centers.  "It  is  a  type  of  ad- 
vertising distasteful  to  the  public 
and  is  absolutely  prohibited  be- 
tween the  hours  of  7:30  and  11 
p.m.,"  he  said.  "Appeals  from  sta- 
tions and  broadcasting  groups  to 
allow  a  string  of  short  advertise- 
ments to  be  run  off  one  after  an- 
other at  certain  times,  as  in  the 
past,  have  been  rejected." 

Mr.  Charlesworth  declared  also 
that  news  broadcasts  present  an- 
other difficult  problem  as  in  the 
United  States.  He  said  Canada 
has  had  to  deal  with  many  cases 
of  "sheer  piracy  where  a  shoe 
merchant  would  take  a  newspaper 
and  read  off  all  the  important 
news."  The  Commission,  he  said, 
is  now  negotiating  with  the  Ca- 
nadian Press,  to  which  all  daily 
newspapers  in  Canada  belong,  for 
regional  news  broadcasts,  which 
would  "give  them  exclusive  privi- 
leges in  this  respect  as  the  surest 
guarantee  of  accuracy  and  ser- 
vice." 

The  bulk  of  the  108  regulations 
promulgated  by  the  Commission, 
Mr.  Charlesworth  declared,  are  of 
(Continued  on  page  32) 


Roosevelt's  Secretary  In 
Weekly  RCA  Victor 
New  Network  Program 

COL.  LOUIS  McHENRY  HOWE, 
President  Roosevelt's  confidential 
secretary  since  his  Albany  legisla- 
tive days  and  chief  of  the  White 
House  secretariat,  will  be  featured 
in  a  new  NBC-WEAF  network  Sun- 
day night  series  starting  June  4 
and  sponsored  jointly  by  RCA  Vic- 
tor, RCA  Radiotron  and  Cunning- 
ham Radio  Tube  companies.  Col. 
Howe  will  be  interviewed  on  cur- 
rent governmental  affairs  at  10 
p.m.,  EDST,  by  Walter  Trumbull, 
writer  of  the  North  American 
Newspaper  Alliance. 

Trumbull  will  act  in  the  capacity 
of  a  private  citizen,  interrogating 
Col.  Howe  on  matters  of  current 
interest.  The  radio  audience  will 
be  asked  to  use  Trumbull  as  its 
spokesman  and  urged  to  write  him 
the  questions  they  would  like 
asked.  Lord  &  Thomas,  New  York, 
RCA  agency,  is  handling  the  de- 
tails. 

The  program  will  mark  the  re- 
turn of  the  RCA  companies  to  the 
air  after  an  absence  of  two  years. 
A  special  dealer  program  was  car- 
ried over  a  nation  -  wide  NBC- 
WEAF  network  the  afternoon  of 
May  31  under  sponsorship  of  RCA 
Victor  to  mark  the  launching  of 
the  summer  merchandising  cam- 
paign. Speakers  were  E.  T.  Cun- 
ningham, president  of  RCA  Victor; 
E.  A.  Nichols,  vice  president  in 
charge  of  sales,  and  Dr.  W.  R.  G. 
Baker,  vice  president  in  charge  of 
engineering. 


NAB  Section  to  Meet 
During  AFA  Session 

THE  PROGRAM  for  the  Advertis- 
ing Federation  of  America  conven- 
tion in  Grand  Rapids  June  25-29  is 
rapidly  nearing  completion.  The 
second  annual  meeting  of  the  NAB 
commercial  section  will  be  held  on 
June  27  in  connection  with  the  con- 
vention. Plans  for  this  session 
were  discussed  May  11  in  Wash- 
ington by  H.  K.  Carpenter,  WPTF, 
Raleigh,  N.  C,  chairman  of  the 
section,  with  Earle  Pearson,  mana- 
ger of  the  AFA,  and  Philip  G. 
Loucks,  NAB  managing  director. 

Preparations  are  being  made  for 
extensive  broadcasts  of  the  pro- 
ceedings, and  outstanding  radio 
entertainers  will  participate.  Sena- 
tor Arthur  H.  Vandenberg,  of 
Michigan,  will  deliver  the  keynote 
speech. 

Educator  Appointed 

DR.  GEORGE  F.  ZOOK,  president 
of  the  University  of.  Akron,  has 
been  appointed  U.  S.  Commissioner 
of  Education  by  President  Roose- 
velt, succeeding  Dr.  William  John 
Cooper,  who  will  join  the  faculty 
of  George  Washington  University. 
All  radio  educational  activities  of 
the  Office  of  Education,  Depart- 
ment of  Interior,  will  come  under 
his  jurisdiction,  the  work  being  di- 
rected by  Dr.  C.  M.  Koon.  Dr. 
Zook  has  long  been  interested  in 
radio,  his  institution  having  co- 
operated for  many  years  with 
WADC,  Akron,  in  offering  courses 
in  radio  speaking  and  radio  engi- 
neering. 
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Furrier  Flaunts  Depression  by  Radio 

Chicago  Brothers  Expand  During  Three  Dark  Years 
While  Extending  Advertising  to  Four  Local  Stations 


Mr.  Lee 


By  IRVING  AUSPITZ 
Auspitz  &  Lee 
Advertising,  Chicago 

THIS  IS  the 
story  of  a  Chi- 
cago furrier  who 
seized  the  wolf 
of  depression  by 
the  fang,  turned 
him  inside  out, 
threw  the  carcass 
at  his  competi- 
tors and  sold  the 
pelt  for  a  for- 
tune. Staking 
modest  capital  against  what  a 
backward  glance  would  call  over- 
whelming odds,  at  a  time  when 
retailers  of  even  everyday  replace- 
ment merchandise  were  retrench- 
ing, and  in  the  face  of  one  of  the 
sharpest  declines  in  the  entire  his- 
tory of  the  fur  business,  this  ob- 
scure firm  on  the  twelfth  floor  rear 
made  a  head-on  attack  at  the  en- 
trenched competition  of  mighty 
State  Street,  austere  Wabash  Ave- 
nue and  haughty  Michigan  Boule- 
vard. Wall  after  wall  gave  way 
before  the  insistent  campaign  of 
this  aggressive  stranger  until  to- 
day an  entire  floor  is  being  impos- 
ingly reconstructed  to  house  this 
prosperous  giant  among  the  fur 
enterprises  of  the  city. 

Launched  in  Depression 

IT  WAS  in  March,  1930,  that  A. 
L.  Meltzer  and  his  brother,  H.  H. 
Meltzer,  made  so  bold  as  to  list 
their  firm  name,  the  Evans  Fur 
Company,  in  the  telephone  direc- 
tory; a  period,  incidentally,  when 
even  the  compositors  in  the  print- 
ing shop,  where  the  telephone 
books  are  published,  were  sur- 
prised to  see  an  addition  under 
the  "Fur  Stores-Retail"  classifica- 
tion. 

The  brothers  were  comparative 
newcomers  to  Chicago,  and  times 
were  far  from  good  for  such  a 
commodity  as  furs.  Still  their  am- 
bitions were  not  reflected  through 
the  rainbow  colored  prisms  of  im- 
pulsive inexperience.  No  one  who 
knows  the  Meltzer  brothers  would 
ever  accuse  them  of  this.  True 
they  were  young  and  eager.  But 
they  were  far  from  being  rookies 
in  the  technicalities  of  the  fur 
business.  They  already  had  won 
veterans'  chevrons  in  the  complex 
art  of  buying  and  marketing  this 
highly  variable  product.  And  in 
addition  to  that  they  had  a  very 
sane  idea  of  what  they  were  up 
against. 

Faith  and  Mountains 

BUT  THEY  had  faith  that  beneath 
the  blinding  fog  of  uncertainty 
that  was  then  forcing  so  many  fur 
merchants  onto  the  rocks  of  fail- 
ure or  into  the  dry  docks  of  dis- 
pair  there  existed  a  vast  volume 
of  cash  fur  business  for  the  firm 
with  initiative  enough  to  go  after 
it.  Rather  a  vague  supposition, 
perhaps,  but  as  the  brothers  Melt- 
zer figured,  that's  what  many  wise 
men  said  back  in  1492  when  Co- 


THIS  MIGHT  be  termed  a  modern  Horatio  Alger 
story,  except  that  it  happens  to  be  truth  rather 
than  fiction.  It  deals  with  the  remarkable  growth 
of  the  Evans  Fur  Company  from  an  obscure  enter- 
prise three  years  ago  to  a  dominating  position  in  the 
Chicago  fur  business  today.  From  a  modest  ex- 
penditure on  one  station,  this  concern  concurrently 
increased  its  radio  advertising  appropriation  until 
nowit  spends  $40,000  a  year  on  four  local  stations  and 
is  on  the  air  every  day  of  the  week.  Its  volume  of 
business  has  reached  $500,000  annually,  although 
no  other  advertising  medium,  save  follow-up  mail, 
has  been  vised  to  date. 


lumbus  took  a  chance.  It  was  this 
conviction  that  first  gave  them  the 
incentive  to  launch,  against  all 
precedent,  on  a  course  of  their 
own  charting  that  in  three  years 
led  them  to  their  present  enviable 
position  among  Chicago's  retail 
establishments.  And  it  was  this 
same  perspective  that  gave  them 
the  vision  to  make  the  first  im- 
portant departure  from  the  con- 
ventional in  the  establishment  of 
a  merchandising  and  advertising 
contact  with  the  Chicago  public. 

It  would  have  been  a  normal 
thing  if  the  Meltzers  had  followed 
the  beaten  path  and  put  advertis- 
ing down  as  a  necessary  evil,  much 
like  rent.  Certainly  they  could 
have  found  many  things  apparent- 
ly of  more  importance  to  engage 
their  attention  at  that  busy  time. 

"At  this  point,  however,"  related 
A.  L.  Meltzer,  "knowing  the  im- 
portance of  the  right  advertising 
plan,  we  realized  that  our  plans 
were  leading  us  away  from  the 
fur  business  proper  and  into  an- 
other field  equally  as  technical. 
And  although  we  were  small  be- 
ginners we  recognized  the  wisdom 
of  placing  our  publicity  problem  in 
the  hands  of  an  experienced  adver- 
tising  and  merchandising  analyist, 
much  as  we  would  lay  our  legal 
problems  before  a  good  legal  coun- 
sellor. 

Novel  Publicity  Advised 

"IT  WAS  at  this  critical  moment 
that  we  made  connections  with 
Adolph  F.  Lee,  who  ever  since  has 
counselled  with  us  and  directed 
the  activities  which  have  made  the 
Evans  Fur  Company  one  of  the 
best  known  and  most  successful 
retail  fur  concerns  in  this  city. 
Mr.  Lee  graphically  showed  us  that 
our  outstanding  opportunity  for 
recognition  rested  in  the  establish- 
ment of  a  brand  of  publicity  that 
would  not  be  offset  by  the  regula- 
tion advertising  of  firmly  estab- 
lished, larger  competitors,  and 
that  would  be  so  dynamic,  so  com- 
pelling, so  essentially  original  in 
character  and  concept  that  it  would 
inaugurate  a  new  era,  a  new  vogue, 
so  to  speak,  in  fur  advertising. 
Thus  we  would  evade  the  neces- 


sity for  playing  our  competitors' 
game  and  of  attempting  to  make 
our  small  appropriation  compete 
in  attention  value  with  the  larger 
sums  lavished  by  other  'Loop'  con- 
cerns whose  name  plates  in  them- 
selves perhaps  meant  as  much  to 
the  public  as  everything  else  the 
Evans  Fur  Company  could  do." 

But  even  that,  as  Mr.  Lee  point- 
ed out,  wasn't  the  most  important 
element.  He  maintained  that  the 
Evans  Fur  Company  couldn't  af- 
ford to  wait  until  ordinary  insti- 
tutional or  even  so  called  "sale" 
advertising  could  build  sufficient 
prestige  to  break  through  the 
charmed  circle  of  those  in  Chicago 
who  had  money  to  invest  in  furs 
at  that  time.  Such  procedure,  Mr. 
Lee  explained,  might  easily  be 
ruinous  to  a  much  larger,  much 
older  established  company,  espe- 
cially during  a  strictly  buyers' 
market.  It  followed  that  the  cam- 
paign of  the  Evans  Fur  Company 
must  be  powerful  enough  in  its 
own  right  to  reflect  prestige  on 
the  unknown  firm  name,  and  per- 
suasive enough  to  induce  great 
numbers  of  women  to  turn  away 
from  their  regular  furriers  or  re- 
frain from  spending  their  money 
for  other  articles,  and  take  an  ele- 
vator to  the  twelfth  floor  of  the 
Butler  Building.  Only  in  this  way, 
according  to  Mr.  Lee's  analysis, 
could  the  smaller  advertising  in- 
vestment be  transformed  into 
liquid  cash  often  enough  to  con- 
tinue advertising  operations  on  a 
profitable  scale. 

Original  Broadcast  Unique 

IT  WAS  on  the  strength  of  this 
logic  that  the  Evans  Fur  Company 
turned  its  back  on  every  precedent 
known  to  the  fur  business,  and 
conceived  and  instituted  the  now 
famous  radio  broadcasting  and  di- 
rect mail  follow-up  campaign  that 
carried  this  firm  through  the 
depths  of  the  depression  with  fly- 
ing colors  and  established  the  Melt- 
zer brothers  among  America's 
most  successful  retailers  of  furs. 

It  was  in  July,  1930,  that  Sta- 
tion WCFL  introduced  the  Evans 
Fur  Company  to  its  audience.  This 
premier,  the  first  of  a  test  series, 


was  the  beginning  of  what  was 
destined  to  be  one  of  the  most 
spectacular  local  broadcasting 
achievements  in  the  log  books  of 
Chicago  radio  stations.  This  was 
not  "just  another  program."  The 
Evans  Fur  programs  were  trimmed 
to  a  unique  pattern. 

Within  an  hour  after  the  first 
broadcast  the  unseen  radio  audi- 
ence became  tangible  customers  in 
that  twelfth  floor  rear  fur  store. 
From  then  on  the  Evans  messages 
went  over  WCFL  six  days  a  week, 
and  before  the  end  of  the  first  sea- 
son the  station  was  carrying  the 
program  seven  days  a  week.  Soon 
the  700  square  feet  of  space  known 
as  the  Evans  Fur  Company  had  to 
be  expanded. 

Other  furriers  were  advertising. 
Other  fur  shops  were  much  more 
conveniently  located  on  ground 
floor  premises  and  otherv/ise.  But 
Evans  did  the  business  of  the  town, 
month  after  month.  At  first  com- 
petitors said  this  success  couldn't 
last.  They  finally  bought  time  on 
the  air  themselves,  and  in  some 
instances  even  copied  the  Evans 
programs  almost  word  for  word. 

Other  Stations  Added 

AT  THE  END  of  the  first  year  the 
Meltzers'  profit  amounted  to  more 
than  they  had  expected  to  see  for 
some  years  to  come.  But  they 
didn't  stop  there.  In  July,  1931, 
Station  WBBM  was  added,  thus 
giving  Evans  two  outlets  on  air. 
History  was  repeated  here,  and 
the  Evans  programs  spread  over 
seven  days  every  week  on  this  key 
Chicago  outlet  of  the  CBS.  In  the 
spring  of  1932,  regarded  now  as 
the  darkest  hour  of  the  depression, 
the  Evans  Fur  Company  added 
still  another  radio  station  to  its 
list.  This  time  it  was  WJJD,  with 
a  four  times  weekly  program. 
Then  in  quick  succession,  starting 
in  July,  1932,  WLS  and  WOES 
were  added,  the  latter  featuring  a 
foreign  language  hour. 

These  four  stations  continue  to 
broadcast  the  Evans  Fur  Com- 
pany's messages  over  a  territory 
which  includes  at  least  five  great 
middle  western  states.  Customers 
come  from  points  a  sleeping  car 
jump  away  from  Chicago,  and  in 
some  instances  the  store  has  been 
kept  open  Sundays  to  accommo- 
date these  out-of-town  buyers. 

The  second  year  saw  profits 
more  than  doubled;  the  third  year, 
in  the  face  of  expansion  and  in- 
creased overhead,  showed  more 
than  a  40  per  cent  gain  over  the 
previous  year;  and  the  entire 
fourth  floor  of  a  centrally  located 
State  Street  building  reflects  the 
progress  thus  far  in  1933.  But,  it 
must  be  said,  a  business  of  such 
magnitude,  established  in  such  a 
brief  period,  could  not  have  been 
built  on  new  customers  alone.  The 
friendship  and  loyalty  of  patrons, 
satisfied  with  the  merchandise  sold 
and  the  treatment  they  received 
played  a  major  part  in  the  store's 
success.  In  fact,  the  incidental  vol- 
ume in  such  items  as  remodeling, 
storage,  cleaning,  relining  and  re- 
pairs that  the  Evans'  customers 
has  given  the  company  are  import- 
ant sources  of  income. 


SYNCHRONIZATION  of  WBAL, 
Baltimore,  with  WJZ,  New  York, 
has  again  been  extended  by  the 
Radio  Commission,  this  time  from 
June  1  to  Sept.  1. 
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Checking  Coverage  by  Mail  Queries 

Listeners  Found  More  Truthful  in  Answering  Letters; 
Station  Popularity  Proves  Fickleness   of  Public 

EXPLANATION  of  the  CBS  method  of  mapping 
the  listening  areas  of  its  stations,  which  was  start- 
ed in  the  previous  issue  of  BROADCASTING,  is  con- 
cluded herewith  in  a  further  justification  of  the 
questionnaire  as  a  reliable  method  of  obtaining 
accurate  data  on  station  "circulation".  Mr.  Karol 
asserts  that  the  mail  furnishes  a  comparatively 
inexpensive  means  of  obtaining  this  information 
and  that  the  results  are  more  dependable  than 
would  be  obtained  by  personal  interviews. 


By  JOHN  J.  KAROL* 
CBS  Director  of  Market  Research 

IN  ANY  measurement  of  station 
ranking  it  is  apparent  that  one  can 
either  measure  station  popularity 
as  such  or  the  popularity  of  all 
the  programs  which  that  station 
broadcasts.  The  popularity  of  any 
station  is,  of  course,  the  sum  of 
the  popularity  of  all  its  programs. 
It  would  naturally  be  impossible 
to  measure  the  popularity  of  all 
programs  accurately  by  the  mail 
questionnaire.  We  therefore  de- 
cided we  could  measure  station  and 
network  popularity  by  asking  di- 
rectly for  it.  We  limited  our 
questionnaire  to  the  following  two 
simple  questions: 

1.  What  station  do  you  listen  to 
most  ? 

2.  What  other  station  or  stations 
do  you  listen  to  regularly? 

The  use  of  only  two  questions 
instead  of  several,  mathematically 
reduced  the  possible  error  to  a 
minimum  figure.  The  use  of  two 
simple  questions,  the  second  of 
which  was  largely  an  extension  of 
the  first,  involving  no  change  of 
category  or  concept,  reduced  the 
possible  error  still  further. 

Psychologically  Sound 

IN  ADDITION,  the  above  ques- 
tions are  most  in  keeping  with 
listener  psychology.  For  numer- 
ous reasons,  the  name  of  a  station 
tends  to  impress  itself  especially 
strongly  on  the  mind  of  the  list- 
ener: 

1.  A  constant  repetition  of  the 
station  name  throughout  all  pro- 
grams heard  in  the  period  during 
which  the  listener  is  using  his 
radio. 

2.  The  habit  of  looking  up  indi- 
vidual programs  in  newspapers  or 
other  publications  in  terms  of  the 
station  over  which  they  will  be 
broadcast. 

3.  The  necessity  for  identifjdng 
the  name  of  the  program  with  the 
call  letters  of  the  station  from 
which  it  emanates. 

All  these  tend  to  emphasize  the 
identification  of  station  call  letters. 
The  questions  asked  call  for  an  im- 
mediate intuitive  response.  This 
response  is  not  the  product  of  a 
special  judgment,  but  of  habitual 
reactions  based  upon  certain  psy- 
chological phenomena: 

1.  Auditory  memory,  in  the  sense 
of  constantly  hearing  the  call  let- 
ters of  the  station. 

2.  Visual  memory,  in  the  sense 
of  calling  to  mind  the  number  on 
the  dial  corresponding  to  the  sta- 
tion. 

3.  Kinesthetic  or  manual  mem- 
ory, in  the  sense  of  the  daily  repe- 
tition of  the  physical  act  of  tun- 
ing in. 

The  development  of  a  sound 
procedure  for  the  collection  of  the 
data  in  question  necessitated,  at 


*Editor's  Note:  This  is  the  con- 
clusion of  an  address  delivered  at  the 
Institute  of  Education  by  Radio,  Ohio 
State  University,  May  4.  The  first 
part  appeared  in  the  May  15  issue  of 
Broadcasting. 


the  outset,  a  decision  as  to  what 
would  constitute  an  adequate  sam- 
ple. We  experimented  consider- 
ably before  we  decided  on  the  ac- 
tual number  of  questionnaires  to 
be  sent  to  each  city.  We  finally 
sent  out  about  twice  as  many  cards 
as  were  necessary  for  statistical 
significance. 

For  example,  25,000  cards  were 
mailed  in  the  five  boroughs  of  New 
York  City  and  pro-rated  according 
to  the  number  of  sets  in  each  bor- 
ough. When  the  first  500  cards 
were  returned,  the  final  answer 
was  established.  The  actual  per- 
centage of  votes  received  by  each 
station  did  not  vary  more  than  1 
per  cent  with  each  successive  tabu- 
lation of  500  returns.  A  total  of 
over  4,000  cards  was  received  from 
the  New  York  mailing.  Other 
cities  were  similarly  checked. 
Price,  Waterhouse  and  Company 
tabulated  each  day's  returns  separ- 
ately and  the  percentage  of  votes 
cast  for  Columbia  stations  in  the 
first  five  days'  returns  from  80 
cities  showed  a  variation  of  only 
1.2  per  cent  from  the  final  tabula- 
tion of  votes. 

The  mailing  lists  were  obtained 
from  the  latest  telephone  director- 
ies in  each  city.  This  was  justified 
by  the  close  degree  of  correlation 
between  radio  ownership  and  tele- 
phone ownership.  Both  radio  and 
telephone  owning  homes  tend  to 
exclude  the  lowest  income  groups. 

Variation  in  Cities 

THE  TOTAL  percentage  return 
has  increased  in  each  successive 
Price-Waterhouse  audit.  In  the 
fourth  study  (which  has  just  been 
completed)  the  percentage  return 
was  18.1.  Perhaps  this  is  a  com- 
mentary on  the  growing  interest 
in  radio,  or  perhaps  it  merely  re- 
flects the  greater  degree  of  radio 
ownership  among  telephone  homes. 

Comparing  the  returns  from  in- 
dividual cities  in  the  four  audits, 
it  is  interesting  to  note  that  cer- 
tain cities  consistently  return  a 
low  percentage,  while  others  show 
a  high  percentage  return  in  each 
audit.  Among  the  low  return 
cities  are  Chicago,  New  Orleans, 
Memphis,  San  Antonio,  Mobile  and 
Birmingham.  Among  those  cities 
which  show  a  high  percentage  re- 
turn are  Denver,  Akron,  Syracuse, 
Worcester,   Youngstown,  Atlantic 


City  and  the  Pacific  coast  cities. 
The  higher  returns  from  the  Pa- 
cific coast  and  certain  industrial 
cities  of  the  mid-west  may  reflect 
the  activity  and  booster  spirit. 
The  low  percentage  of  returns 
from  certain  southern  cities  may 
be  explained  by  the  fact  that  ra- 
dio ownership  is  relatively  lower 
in  the  south. 

Million  Questionnaires 

TO  DATE  we  have  sent  out  over  a 
million  questionnaries,  the  returns 
from  which  have  all  been  tabulated 
by  Price,  Waterhouse  and  Com- 
pany. These  mailings  provide  a 
great  deal  of  material  for  inter- 
esting analyses.  We  have  learned 
that  the  post  card  questionnaire  is 
an  extremely  sensitive  barometer. 
And  we  found  that  in  this  study 
none  of  the  usual  objections  to  a 
mail  questionnaire  were  valid.  The 
one  principal  objection  to  a  mail 
questionnaire  is  its  possible  selec- 
tion of  lower  income  groups  for 
replies.  There  are  two  answers 
to  this.  In  measuring  the  rela- 
tive popularity  of  two  or  more  net- 
work stations,  under  the  present 
structure  of  American  broadcast- 
ing, there  are  no  specific  differ- 
ences of  appeal — no  network  which 
broadcasts  programs  which  appeal 
to  upper  income  levels  nor  one 
which  appeals  to  lower  income 
levels. 

But  we  went  beyond  that.  We 
made  a  personal-interview  investi- 
gation pro-rating  the  calls  accord- 
ing to  the  number  of  homes  in  each 
income  class.  This  "controlled" 
proportioning  of  the  interviews 
produced  results  which  checked  the 
mail  question  findings  within  a 
fraction  of  a  per  cent. 

Results  Found  Accurate 

BUT  I  started  to  say  that  we 
found  the  mail  questionnaire  par- 
ticularly sensitive  as  an  accurate 
reflection  of  true  station  popu- 
larity. For  example,  a  survey  was 
conducted  in  Hartford  last  sum- 
mer by  an  independent  research 
organization.  Telephone  calls  were 
made  by  a  crew  of  girls  continu- 
ously from  9  a.m.  to  10  p.m.  Ra- 
dio owners  were  asked  to  report 
what  they  were  listening  to  at  the 
moment  of  the  call  and  what  sta- 
tion was  tuned  in.     The  week's 


summary  of  this  survey  revealed 
a  station  ranking  considerably  at 
variance  with  our  third  Price- 
Waterhouse  audit  conducted  8 
months  previously.  Since  this  re- 
sult affected  one  of  our  affiliated 
stations  we  were  anxious  to  check 
up  on  it.  It  was  difficult  to  be- 
lieve that  our  station  had  doubled 
its  popularity  vote  in  the  course 
of  eight  months. 

We  sent  out  1,000  questionnaires 
using  the  same  form  as  that  used 
in  our  Price-Waterhouse  audits 
and  approximately  160  usable  re- 
turns were  received.  A  tabulation 
of  these  returns  checked  within  2 
per  cent  of  the  actual  percentages 
shown  in  the  telephone  survey. 
Not  convinced,  we  had  another 
thousand  questionnaires  mailed  to 
the  same  city.  The  returns  again 
checked  almost  exactly  with  the 
previous  test  mailing.  The  expla- 
nation for  this  sudden  shift  in  au- 
dience preference  was  found  in  the 
termination  of  synchronization  of 
two  stations.  The  station  which 
dropped  in  popularity  was  deprived 
of  full  time  operation. 

Popularity  Fickle 

BECAUSE  of  shifts  in  the  popu- 
larity of  individual  stations,  it  is 
necessary  to  conduct  investigations 
at  frequent  intervals.  For  a  net- 
work it  is  also  necessary  to  obtain 
a  simultaneous  picture  of  popu- 
larity in  all  sections  of  the  United 
States.  The  personal  interview 
method  would  require  an  enormous 
staff  and  would  be  considerably 
more  costly  than  the  questionnaire 
method.  Because  we  were  seeking 
simple  and  direct  information  we 
feel  that  the  questionnaire  method 
is  ideally  adapted  to  the  determi- 
nation of  network  popularity. 

Another  application  of  the  mail 
questionnaire  in  radio  research 
was  that  employed  by  Prof.  Elder 
in  his  studies  for  CBS.  These 
investigations  of  radio  as  a  sales- 
producing  medium  were  conducted 
entirely  by  mail  after  the  method 
was  checked  by  personal  inter- 
views in  one  city.  The  technique 
was  extremely  simple  and  logical. 
A  letter  enclosing  a  simple  post- 
card questionnaire  was  mailed 
from  the  Massachusetts  Institute 
of  Technology.  Again  telephone 
directory  lists  were  used.  The  let- 
ter and  questionnaire  were  care- 
fully worded  to  give  no  hint  as  to 
the  real  objective  of  the  survey 
and  merely  requested  information 
concerning  brands  of  various  prod- 
ucts used  in  the  home. 

Re  Personal  Interviews 

TEN  different  categories  of  prod- 
ucts, as  well  as  a  question  con- 
cerning radio  ownership  and  time 
of  use,  were  included  on  the  ques- 
tionnaire. A  usable  return  of 
about  15  per  cent  was  obtained. 
Incidentally,  these  studies  revealed 
the  fact  that  the  average  radio  set 
is  in  use  about  4  hours  a  day. 
Since  returns  were  obtained  from 
homes  without  radio  sets  as  well 
as  from  radio  homes,  we  were  able 
to  set  up  a  control  group  which 
enabled  us  to  measure  radio's  in- 
fluence on  consumers  of  nationally 
advertised  brands  of  these  10  cate- 
gories. 

The  use  of  the  mail  question- 
naire which  required  no  signature, 
in  this  study,  tended  to  avoid  any 
possible  coloring  of  results.  Psy- 
chological factors  often  influence 
{Continued  on  page  17) 
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GET 


AWAY  FROM  THE  LEVEE 


Darkies  still  strum  banjos  on  the  levees  of  the 
South.  Picturesque.  Quaint.  But  hardly 
typical — even  of  the  Race  Market  itself. 

Banjo  strumming  markets  don't  double  the 
number  of  radio  sets  in  two  years.  Banjo 
strummers  can't  account  for  the  fact  that  our 
proud  parent,  National  Life  &  Accident  In- 
surance Company,  has  just  hung  up  an  all- 
time  record  for  business  written  (with  WSM, 
incidentally,  forming  the  backbone  of  the 
promotion  program  that  brought  in  these 
cash  sales). 

Banjo  strummers  do  not  account  for  the  cash 
business  that  amazes  veteran  radio  men, 
when  it  comes  rolling  in  after  a  WSM  show. 

In  your  selection  of  media,  take  a  look  at  the 
South  as  it  really  is,  away  from  the  levees. 
Take  a  look  at  WSM.  We  have  based  our 
rate-card  on  Southern  coverage — and  we  give 
you  more  than  value  received  in  that  market. 
The  national  response  you  also  get  is  a  pleas- 
ant surprise  that  you  don't  pay  for. 

It's  mighty  shrewd  to  buy  WSM — but  you 
don't  have  to  be  shrewd  to  do  it.  We  have 
just  one  rate  card,  and  it  goes  for  everybody. 


Owned  and  Operated  by 

The  National  Life  &  Accident  Insurance  Company,  Inc. 
nashville,  tennessee 


EDWARD   PETRY  AND  COMPANY 

Exclusive  National  Representatives 
New  York  Chicago  San  Francisco 


June  1,  1933  •  BROADCASTING 


Page  15 


Food-Drugs  Law 
Revision  to  Await 
January  Congress 

Cosmetics  Covered  in  Draft 
Sent  to  Attorney  General 

THERE  is  little  likelihood  that  the 
administx-ation's  bill  for  revision  of 
the  food  and  drugs  act  to  afford 
greater  protection  to  the  public 
will  be  considered  at  the  current 
special  session  of  Congress,  but  it 
is  scheduled  to  become  one  of  the 
first  orders  of  business  at  the  new 
session  which  convenes  next  Jan- 
uary, according  to  the  Department 
of  Agriculture. 

Assistant  Secretary  of  Agricul- 
ture R.  G.  Tugwell,  has  announced 
that  a  proposed  draft  of  the  bill, 
which  now  includes  regulation  of 
advertising  of  cosmetics,  as  well  as 
foods  and  drugs,  was  submitted  to 
the  Department  of  Justice  for  re- 
view. Attorney  General  Cummings, 
however,  has  been  out  of  town  and 
there  was  no  indication  as  to  when 
the  draft  would  be  returned  to  the 
Agriculture  Department  with  his 
opinion. 

Advertiser  Responsible 

THE  MEASURE  is  of  importance 
to  the  radio  and  advertising  indus- 
tries because  of  the  large  number 
of  accounts  on  the  air  sponsored 
by  food,  drug  and  cosmetic  manu- 
facturers. Responsibility  for  truth 
in  advertising,  however,  would  rest 
with  the  manufacturer,  distributor 
or  dealer,  under  the  proposed  leg- 
islation, and  not  with  the  medium 
used  or  the  agency. 

Salient  provisions  of  the  bill  pro- 
hibit misleading  advertising  of 
foods,  drugs  and  cosmetics  in  news- 
papers, periodicals  and  over  the 
radio;  require  full  labels  regard- 
ing ingredients  of  a  product;  em- 
power the  Secretary  of  Agricul- 
ture to  define  and  enforce  stand- 
ards for  different  classes  of  foods, 
drugs  and  cosmetics;  define  as 
drugs,  mechanical  devices  intended 
for  treatment  of  disease  and  cor- 
rection of  abnormal  conditions. 

Prof.  Tugwell  Explains 

IN  HIS  STATEMENT,  Prof.  Tug- 
well explained  the  new  legislations 
as  follows: 

"The  most  important  provision  in 
the  proposed  draft  is  the  expansion  of 
the  act  to  include  cosmetics  and  to 
regulate  advertising  of  foods,  drugs, 
and  cosmetics. 

"The  new  draft  does  not  propose 
censorship  of  advertising  in  advance 
of  its  use.  However,  under  its  pro- 
visions false  advertising  may  be  pen- 
alized by  prosecution  in  the  federal 
courts.  Prosecution  for  false  adver- 
tising will  be  directed  against  the 
source  rather  than  against  the  medium 
in  which  it  appears.  This  will  put  the 
responsibility  for  truthful  advertising 
squarely  upon  the  manufacturer,  dis- 
tributor, or  dealer. 

"The  truth  or  falsity  of  advertising 
will  be  measured  essentially  by  the 
same  standards  as  those  employed  to 
determine  the  truth  or  falsity  of  label 
statements. 

"The  restrictions  against  adultera- 
tions have  been  strengthened,  par- 
ticularly in  those  instances  where  the 
public  health  is  concerned.  The  re- 
quirements in  regard  to  labeling  have 
been  broadened  by  the  deletion  of 
'jokers'  in  the  present  law  and  by 
providing  for  sufficiently  full  infor- 


Mr.  Hill 


Hearst  Syndicate  Signs 
Hill  for  News  Column 

HEARST'S  King 
Features  Syndi- 
cate, which  sup- 
plies varied  fea- 
tures to  hundreds 
o  f  newspapers, 
apparently  is  not 
taking  the  "radio 
menace"  to  the 
press  very  seri- 
ously, for  it  has 
just  signed  Ed- 
win C.  Hill,  ace  CBS  commentator, 
to  do  a  column  six  days  weekly 
under  the  same  title  as  his  sus- 
taining broadcasts,  "The  Human 
Side  of  the  News".  Mr.  Hill's  first 
assignment  took  him  to  Washing- 
ton to  cover  the  Senate  banking 
investigation,  and  he  continued  his 
broadcasts  from  WJSV  there. 

Ed  Hill,  for  many  years  star  re- 
porter of  the  New  York  Sun,  took 
a  leave  of  absence  from  that  news- 
paper a  year  ago  to  try  his  hand 
at  radio.  He  was  an  instantaneous 
success,  as  evidenced  by  his  win- 
ning the  1933  radio  editors'  popu- 
larity poll  conducted  by  the  New 
York  World  Telegram.  He  ap- 
pears three  nights  weekly  in  CBS 
sustaining  talks,  and  on  Friday 
nights  puts  on  the  "Inside  Story" 
feature  sponsored  by  Socony 
Vacuum  and  handled  by  Batten, 
Barton,  Durstine  &  Osborn,  New 
York. 


SPICE  OF  RADIO 

Variety  in  Call  Letter  Breaks 
 Pleases  WCAU  Fans  


Power  Increase  Topic 
Of  NAB  Section  Meet 

HORIZONTAL  increases  in  broad- 
casting statijSfjn  power  will  be  the 
principal  subject  of  discussion  at 
the  meeting  of  the  NAB  engineer- 
ing section  in  Chicago  on  June  26. 
The  Institute  of  Radio  Engineers 
will  hold  its  annual  meeting  there 
at  the  same  time.  Dr.  C.  B.  Jol- 
liffe,  chief  engineer  of  the  Radio 
Commission,  has  been  invited  to  at- 
tend the  meeting. 

The  movement  for  a  horizontal 
increase,  such  as  the  boosting  of 
power  of  all  classes  of  stations 
perhaps  fivefold,  has  been  gaining 
momentum  in  recent  weeks  and  is 
being  discussed  particularly  with 
reference  to  any  possible  revision 
of  allocations  which  might  be  de- 
cided upon  by  the  Commission  fol- 
lowing the  North  American  Con- 
ference in  Mexico  City  in  July. 


mation  so  that  purchasers  may  know 
just  what  they  are  buying. 

"When  traffic  in  foods,  drugs  and 
cosmetics  of  any  kind  may  be  in- 
herently harmful  to  public  health  and 
cannot  be  adequately  controlled  by  the 
other  provisions  of  the  bill,  the  Sec- 
retary is  authorized  to  place  the  man- 
ufacturers of  such  commodities  under 
a  license  requiring  the  maintenance 
of  sufficient  safeguards. 

"A  provision  in  the  new  bill  author- 
izes the  Secretary  to  establish  food 
standards  having  the  force  and  effect 
of  law.  The  absence  of  such  a  provi- 
sion in  the  present  law,  except  for 
the  limited  field  of  canned  foods,  has 
seriously  impaired  the  effectiveness  of 
control  and  made  enforcement  more 
expensive. 

"The  new  bill  defines  as  drugs,  me- 
chanical devices  intended  for  the 
treatment  of  disease.  It  also  regu- 
lates preparations  and  devices  recom- 
mended for  the  correction  of  abnor- 
mal physical  conditions  which  are  not, 
strictly  speaking,  diseases." 


RADICAL  changes  in  the  presen- 
tation of  call  letter  announcements 
every  15  minutes  have  been  put 
into  effect  by  Stan  Lee  Broza,  pro- 
gram director  of  WCAU,  Philadel- 
phia. Most  stations  use  the  stand- 
ard style:  "This  is  XYZ,  Hoskosh" 
or  just  "XYZ,  Hoskosh". 

Recently,  without  any  notice  to 
the  public,  WCAU  changed  the 
method  of  call  letter  announce- 
ments, and  within  the  next  few 
days  several  hundred  letters  were 
received  congratulating  the  sta- 
tion. Sixteen  different  announce- 
ments have  been  prepared,  and  it 
is  only  necessary  to  repeat  every 
four  hours. 

Samples  of  the  variations  in  an- 
nouncements follow: 

"WCAU  in  the  city  of  Philadel- 
phia," "The  city  Philadelphia,  the 
station  WCAU,"  "WCAU  broad- 
casting from  Philadelphia,"  "You 
are  tuned  in  to  WCAU  in  the  city 
of  Philadelphia." 


Yost  and  Pratt  Resign 
Positions  of  Examiners 

RESIGNATIONS  of  Ellis  A.  Yost, 
of  West  Virginia,  as  chief  exami- 
ner of  the  Radio  Commission,  ef- 
fective July  1,  and  of  Elmer  W. 
Pratt,  examiner,  effective  June  1, 
were  formally  announced  at  the 
Commission  May  24.  Simultaneous- 
ly, it  was  announced  that  Ralph  L. 
Walker,  attorney  in  the  legal  divi- 
sion, had  been  transferred  to  the 
examiners'  division,  a  post  he  for- 
merly held,  and  that  George  H. 
Hill,  also  in  the  legal  division, 
would  become  an  examiner  July  1. 

Mr.  Yost  plans  to  return  to  pri- 
vate practice  of  law,  but  has  not 
yet  divulged  the  details.  Mr.  Pratt 
will  engage  in  private  practice, 
specializing  in  radio,  and  will  make 
his  headquarters  in  Washington. 

Rosel  H.  Hyde,  examiner,  has 
been  transferred  to  the  legal  divi- 
sion at  a  salary  of  $3,200.  As  an 
examiner,  he  drew  $4,600.  Mr. 
Walker  retains  his  present  salary 
of  $4,600  as  an  examiner,  and  Mr. 
Hill  will  be  increased  from  $3,800 
to  $4,600  upon  assuming  the  ex- 
aminership. 


Baker  on  RCA  Board 

NEWTON  D.  BAKER,  former  Sec- 
retary of  War  and  special  counsel 
for  the  NAB  in  copyright  matters, 
on  May  19  was  elected  a  director 
of  RCA  to  fill  the  vacancy  created 
by  the  resignation  of  Owen  D. 
Young,  according  to  an  announce- 
ment by  David  Sarnoff,  RCA  pres- 
ident. Mr.  Baker  is  also  a  direc- 
tor of  the  Baltimore  &  Ohio  Rail- 
road, the  Cleveland  Trust  Co.,  the 
Carnegie  Corp.,  the  Lake  Carriers' 
Ass'n  and  the  Mutual  Life  Insur- 
ance Co.  of  New  York. 


ORAL  arguments  in  the  case  of 
KWKH,  Shreveport,  La.,  and 
WWL,  New  Orleans,  will  be  heard 
by  the  Radio  Commission  June  14 
instead  of  June  21.  The  examiner 
recommended  that  the  Shreveport 
station,  operated  by  W.  K.  Hen- 
derson, be  deleted,  and  that  full 
time  on  the  850  kc.  clear  channel 
be  awarded  WWL. 


Grocers  Organize 
In  Radio  Campaign 

THE  GROCERS'  Radio  League  of 
New  England,  comprising  the  en- 
tire independent  foods  trade, 
wholesale  and  retail,  in  the  six 
New  England  states,  has  launched 
an  intensive,  five-day-a-week  sched- 
ule of  Yankee  Network  broadcasts 
to  carry  messages  of  the  independ- 
ents to  New  England  housewives. 

The  plan  was  formulated  al- 
most six  months  ago  and  has  been 
greeted  enthusiastically  by  jobbers 
and  wholesalers,  as  well  as  mer- 
chants. Jobbers  who  sell  to  inde- 
pendent merchants  agreed  to  pay 
their  proportionate  share  of  the 
costs,  which  in  turn  they  will  pass 
on  to  the  independent  merchants 
so  that  the  individual  store  owner 
is  actually  paying  for  the  cam- 
paign. 

The  main  purposes  of  the  broad- 
casts, as  put  forth  by  the  Grocers' 
Radio  League,  are  as  follows:  to 
restore  a  million  dollars  weekly  in 
foods  sales  to  the  independent 
merchant;  to  promote  strong  prop- 
aganda for  the  local  merchant;  to 
combat  propaganda  against  the  in- 
dependent merchant;  to  acquaint 
the  consumer  with  the  advantages 
of  trading  with  an  independent 
merchant;  to  create  a  New  Eng- 
land-wide means  of  quick  com- 
munication between  merchant  and 
consumer,  not  only  for  building 
greater  sales  but  also  to  foster 
protective  legislation  and  defeat 
unfavorable  legislation. 

The  present  schedule  calls  for 
five  programs  a  week,  over  Yankee 
Network  stations  in  Boston,  Prov- 
i  d  e  n  c  e,  Worcester,  Springfield, 
Hartford,  and  Bridgeport  -  New 
Haven,  and  it  is  expected  that 
Bangor  and  Manchester  will  be 
added  shortly,  bringing  the  total 
expenditure  for  time  and  talent  to 
nearly  $2,000  weekly. 


National  Oil  Products 
Extends  Test  on  WABC 

NATIONAL  OIL  PRODUCTS 
Co.,  Harrison,  N.  J.,  has  expanded 
its  test  programs  over  WABC, 
New  York,  advertising  its  new 
product,  Admiracion  Soapless 
Shampoo.  The  original  contract, 
which  began  in  the  early  part  of 
March,  called  for  one  broadcast 
per  week  over  WABC,  featuring 
fashion  talks  by  Jean  Wanamaker. 
On  May  2  "Big  Freddie  Miller" 
was  engaged  to  sing  and  play  the 
piano.  National  Oil  decided,  in- 
stead of  one  weekly  broadcast,  to 
expand  its  radio  schedule  to  three 
morning  broadcasts  6ach  week. 
Miller  comes  from  the  middle-west 
where  he  has  built  up  a  big  fol- 
lowing. He  announces  his  own  pro- 
grams and  works  in  the  intimate 
style  of  Singin'  Sam  and  Little 
Jack  Little.  Account  is  also  spat- 
ting a  few  transcriptions  on  other 
stations. 


New  CBS  Rate  Card 

RATE  CARD  No.  15,  effective  June 
1,  1933,  has  just  been  issued  by 
CBS,  being  the  first  revision  since 
Sept.  1,  1932.  No  changes  in  rates 
are  shown  except  in  the  case  of 
the  50-kw.  KSL,  Salt  Lake  City, 
whose  network  rate  has  been  in- 
creased from  $190  to  $250  per  eve- 
ning hour. 
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WIBO  Aide  Charges  WJKS  With  Fraud 
In  Asking  Commission  to  Reopen  Case 

Petition  Says  Indiana  Station  Plans  to  Serve  Chicago  ; 
WIBO  and  WPCC  Ordered  Silent  From  June  11 


ALLEGING  "fraud"  on  the  Radio 
Commission,  the  reviewing  courts 
and  the  listening  public  both  in 
Indiana  and  Illinois  by  the  owners 
of  WJKS,  Gary,  Ind.,  Louis  G. 
Caldwell,  Washington  attorney,  on 
May  19  filed  with  the  Commission 
a  petition  requesting  reopening  of 
the  WIBO  case  in  a  new  proceed- 
ing. 

The  petition,  coming  as  a  sur- 
prise in  view  of  the  sweeping  de- 
cision the  Supreme  Court  rendered 
May  8,  sustaining  the  Commis- 
sion's original  decision  ordering 
deletion  of  WIBO  and  WPCC,  Chi- 
cago, and  assignment  of  their  560 
kc.  channel  to  WJKS,  asked  the 
Commission  to  preserve  the  status 
quo  as  to  the  stations  involved  un- 
til hearing  and  determination  of 
the  new  issues  raised.  Revocation 
of  the  license  of  WJKS  was  sought, 
among  other  things. 

Court  Mandate  Asked 

MEANWHILE,  Mrs.  Mabel  Wal- 
ker Willebrandt,  counsel  for 
WJKS  in  the  two-year-old  litiga- 
tion, on  May  22  asked  the  Supreme 
Court  to  hasten  its  mandate  or- 
dering deletion  of  the  two  Chicago 
stations.  No  opposition  was  voiced. 

At  its  meeting  May  26,  the  Com- 
mission ordered  WIBO  and  WPCC 
to  cease  operation  at  3  a.m.,  CST, 
June  11,  and  at  the  same  time  au- 
thorized WJKS  to  begin  operation 
then  on  the  560  kc.  channel.  Action 
was  taken  on  recommendation  of 
George  B.  Porter,  acting  general 
counsel,  after  receipt  of  the  man- 
date from  the  Court  of  Appeals  of 
the  District  of  Columbia,  formally 
notifying  the  Commission  of  the 
Supreme  Court's  decision  affirming 
the  Commission's  original  ruling. 

Regarding  the  petition  filed  by 
Mr.  Caldwell  in  behalf  of  WIBO, 
seeking  to  have  the  status  quo 
maintained  pending  reopening  of 
the  case,  the  Commission  held  it 
could  not  consider  the  petition  at 
this  time,  also  sustaining  Mr.  Por- 
ter's recommendation. 

There  is  still  the  possibility,  it 
was  pointed  out,  that  the  Commis- 
sion may  act  to  reopen  the  case  be- 
tween June  7  and  June  11,  when 
the  Chicago  stations  are  instructed 
to  go  off  the  air.  What  the  nature 
of  this  action  may  be,  however, 
was  not  indicated. 

In  his  petition,  which  bore  also 
the  signature  of  Earle  S.  Nelson, 
president  of  the  State  Investment 
Co.  (formerly  Nelson  Bros.  Bond 
&  Morgage  Co.),  licensee  of  WIBO, 
Mr.  Caldwell  states  that  the  WIBO 
investment  exceeds  $400,000. 

"Unless  a  way  can  be  found  to 
continue  the  operation  of  WIBO, 
the  investment  and  valuable  good 
will  will  be  lost,  the  listening  pub- 
lic will  be  deprived  of  said  ser- 
vice, the  employees  will  be  thrown 
out  of  employment  and  the  bene- 
fit of  the  contracts  and  other  ar- 
rangements will  be  lost,  all  to  the 
irreparable  injury  of  petitioner 
and  the  other  persons  afl'ected,"  it 
is  stated. 

Despite  the  testimony  of  Ralph 
Atlass,  named  as  principal  owner 
of  WJKS,  that  the  purpose  of  the 


application  for  the  WIBO  and 
WPCC  assignment  was  to  provide 
better  service  for  the  Calumet  area 
in  Indiana,  Mr.  Caldwell  declared 
that  on  or  about  April  18,  WJKS 
filed  with  the  Commission  an  ap- 
plication for  authority  to  move  its 
transmitter  from  Gary,  Ind.,  to 
Hammond,  Ind.,  which  he  said  is 
virtually  on  the  boundary  line  be- 
tween Indiana  and  Illinois.  It  is 
approximately  13  or  14  miles  closer 
to  the  central  business  district  of 
Chicago  than  is  the  present  trans- 
mitter location  of  WJKS  and  is 
about  three  miles  closer  to  this 
district  than  the  present  transmit- 
ter location  of  WIBO,  Mr.  Cald- 
well asserts. 

Bad  Site  for  Indiana 

"IN  SUCH  a  location",  said  the 
petition,  "it  will  serve  approxi- 
mately twice  as  large  an  area  in 
Illinois  (including  all  of  Chicago) 
as  it  will  in  Indiana,,  and  many 
times  as  many  persons  in  Illinois 
as  in  Indiana.  It  will  give  better 
average  coverage  over  the  Chicago 
area  than  is  now  afforded  by 
WIBO  at  its  present  location.  *  *  * 
For  the  purpose  of  providing 
broadcast  reception  to  Indiana,  it 
is  practically  the  worst  site  in  the 
entire  state  of  Indiana." 

The  petition  brings  out  that  the 
final  decision  in  the  court  case  was 
based  on  the  Davis  amendment, 
since  Illinois  is  vastly  overquota 
and  Indiana  is  underquota.  It 
states  that  WIBO  is  willing  to 
move  to  Lake  County,  Ind.,  and 
actually  become  an  Indiana  sta- 
tion, holding  that  it  has  a  "su- 
perior claim  in  equity  and  good 
conscience"  over  Johnson-Kennedy 
Radio  Corp.,  WJKS  licensee,  in  the 
use  of  560  kc.  in  the  Calumet  dis- 
trict, either  at  Gary  or  such  other 
place  in  Lake  County  best  suited 
for  that  purpose. 

Mr.  Atlass  is  called  a  "profes- 
sional speculator  in  broadcasting 
stations  and  in  wave-lengths"  in 
the  petition.  It  is  alleged  that  in 
addition  to  his  interest  in  WJKS, 
he  recently  purchased  a  "controll- 
ing interest"  in  WJJD,  Chicago, 
a  20  kw.  station,  and  is  managing 
and  directing  that  station  from  the 
same  office  as  the  Chicago  office 
and  Chicago  studio  of  WJKS.  It  is 
contended  that  WJKS  actually  is 
operated  as  a  commercial  station 
for  Chicago,  rather  than  Gary, 
and  that  the  station  employs  sales- 
men in  Chicago  soliciting  adver- 
tising from  Chicago  advertisers. 

In  conclusion,  the  petition  re- 
quests that  the  application  of 
WJKS  to  remove  to  Hammond  be 
designated  for  hearing  and  that  it 
be  heard  and  decided  contempo- 
raneously with  the  other  matters 
raised;  that  the  WJKS  existing  li- 
cense to  operate  at  Gary  on  1370 
kc.  be  revoked  in  view  of  the 
charges  made;  that  the  Commis- 
sion reconsider  and  set  aside  its 
previous  decision  ordering  deletion 
of  WIBO  and  WPCC  "because  of 
the  fraud  perpetrated  by  Johnson- 
Kennedy  Radio  Corp.  and  because 
of  the  newly  discovered  evidence 
and  considerations  hereby  brought 
to  the  attention  of  the  Commis- 


The  King  Obliges 

RESPONDING  to  a  request 
of  CBS,  King  George  has 
agreed  to  postpone  his  open- 
ing address  at  the  World 
Economic  Conference  until  3 
p.m.,  EDST,  on  June  12  so 
that  American  listeners 
would  not  have  to  tune  in 
the  broadcast  at  6  a.m.,  as 
originally  scheduled.  As  a 
consequence  of  the  change  in 
time,  the  opening  of  the  con- 
ference has  been  delayed  un- 
til 8  p.m.,  London  time. 


sion",  and  that  pending  hearing 
and  determination  of  these  mat- 
ters, the  status  quo  be  maintained 
by  temporarily  extending  the  li- 
censes of  WIBO,  WPCC  and 
WJKS. 

In  her  answer,  filed  May  26, 
Mrs.  Willebrandt  contended  that 
the  Commission,  under  the  law, 
had  no  course  left  open  to  it  other 
than  to  delete  WIBO  and  WPCC. 

"The  principal  allegation  of  so- 
called  'fraud' ",  the  answer  stated, 
"consists  of  nothing  more  than  in- 
ferences from  the  fact  that  WJKS 
filed  an  application  to  move  its 
transmitter  from  Gary  to  Ham- 
mond, Ind.  The  Commission  has 
taken  no  action  on  that  application. 
It  is  purely  an  ex  parte  matter. 
WJKS  alleges  that  the  move  will 
enable  it  better  to  serve  the  entire 
Indiana  population  of  the  Calumet 
area,  because  of  bad  soil  condi- 
tions, high-power  transmission  lines 
and  sand  dunes  in  the  other  sec- 
tions. 

"When  did  it  become  fraud  for 
an  applicant  openly  to  make  such 
a  request  of  the  Commission?" 

In  conclusion,  Mrs.  Willebrandt 
held  that  since  WIBO  did  not,  as  it 
might  have  done  "upon  its  discov- 
ery of  the  alleged  new  evidence", 
obtain  leave  from  the  Supreme 
Court  to  secure  a  review  of  the 
judgment,  "it  is  now  foreclosed 
from  making  such  a  request  of 
this  Commission." 


Point- o'-Purchase  Plan 
Organized  in  Detroit 

AN  ORGANIZATION  known  as 
the  Point-O'-Purchase  Broadcast- 
ing System,  Inc.,  which  controls  a 
patented  synchronous  radio  receiv- 
ing set,  whose  operation  is  gov- 
erned from  the  broadcasting  sta- 
tion, has  recently  been  formed  in 
Detroit. 

The  Point  -  0'  -  Purchase  plan  is 
said  to  include  the  installation  of 
these  receiving  sets  in  retail  out- 
lets, especially  those  of  chain  or- 
ganizations, on  a  nation-wide  scale. 
This  development,  according  to  the 
sponsors  of  the  plan,  will  enable 
national  advertisers  to  deliver 
timely  sales  messages  to  the  buy- 
ing public  at  the  actual  point  of 
purchase  in  addition  to  reaching 
the  home  audience. 

Officers  of  the  Point-O'-Purchase 
Broadcasting  System  are:  chair- 
man of  the  board  and  treasurer, 
George  B.  Storer;  president, 
Joseph  H.  Neebe;  vice  president, 
Thomas  R.  Walton;  secretary,  Ed- 
ward E.  Rothman.  Messrs.  Storer 
and  Neebe  are  also  officials  of 
CKLW,  Windsor  -  London,  0  n  t . 
Headquarters  have  been  estab- 
lished in  the  Union  Guardian 
Building,  Detroit. 


Checking  Coverage 
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the  results  of  certain  types  of  per- 
sonal interview  surveys.  For  ex- 
ample, in  determining  magazine 
reading  habits,  it  is  often  found 
that  the  Atlantic  Monthly,  and 
such  higher  class  publications  are 
among  the  leaders  in  popularity 
and  preference.  In  the  same  way, 
if  people  are  asked  directly  what 
radio  programs  they  prefer,  the 
New  York  Philharmonic  and  other 
symphony  orchestras  rate  unusu- 
ally high.  Some  people  consider 
it  a  reflection  on  their  literary  and 
musical  tastes  if  they  name  the 
magazines  which  they  actually 
read  and  the  radio  programs  which 
they  actually  enjoy  when  con- 
fronted by  a  well-dressed  personal 
interviewer. 

Double  Checking 

THERE  IS  often  a  tendency  to 
exaggerate  in  favor  of  the  "higher- 
priced"  or  better  known  product. 
In  studying  the  habits  of  con- 
sumers it  is  desirable  to  determine 
what  they  actually  do  rather  than 
what  they  may  indicate  as  a  pref- 
erence. It  is  sometimes  possible 
to  obtain  more  accurate  and  un- 
biased information  by  using  the 
mail  questionnaire  than  the  per- 
sonal interview.  For  certain  types 
of  investigations  involving  a 
lengthy  questionnaire  the  personal 
interview  with  well-trained  inves- 
tigators is  not  only  desirable  but 
necessary.  We  have  of  course,  as 
I  have  already  indicated,  made  use 
of  the  personal  interview  method 
to  check  up  on  the  accuracy  of 
mail  questionnaire  returns. 

Perhaps  the  most  important  ad- 
vantage of  the  mail  questionnaire 
method  is  that  one  may  secure  in- 
formation from  widely  scattered 
points  at  less  expense  than  by  per- 
sonal interview  because  traveling 
costs  and  the  salaries  of  personal 
interviewers  are  eliminated.  When 
information  must  be  secured  from 
a  large  number  of  distant  loca- 
tions, the  mail  method  requires 
less  time  than  personal  interviews. 

Speedy  Returns 

FOR  EXAMPLE,  a  recent  mailing 
to  chambers  of  commerce  in  every 
county  in  the  United  States 
brought  a  return  of  75  per  cent 
within  the  space  of  a  few  weeks. 
The  questionnaire  used  in  this 
mailing  sought  impartial  informa- 
tion concerning  the  quality  of  sta- 
tion reception  in  each  locality. 
The  tabulated  results,  as  well  as 
the  original  signed  reports,  were 
added  to  our  coverage  data  files. 

In  determining  the  listening 
habits  of  physicians  and  surgeons 
we  obtained  a  30  per  cent  return 
to  a  mail  questionnaire.  Informa- 
tion concerning  the  appeal  of  spe- 
cific programs  as  well  as  data  on 
the  daily  use  of  radio  sets  were 
obtained  from  the  mail  returns. 
The  entire  survey  was  completed 
within  a  week  and  the  findings 
were  very  helpful  to  us. 


WKBF,  Indianapolis,  has  been  au- 
thorized by  the  Radio  Commission 
to  use  the  time  of  WBAA,  of  Pur- 
due University,  with  which  it 
shares  a  wave  length,  during  the 
summer  vacation  of  the  university 
from  May  29  to  Oct.  6. 
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THE  MAN  .  .  . 

.  .  .  who  developed  broadcasting  as  a  messenger 
of  peace  and  good  will  among  the  nations  of  the 
world, 

.  .  .  whose  genius  created  Radio  City,  the  inspira- 
tion of  America, 

.  .  .  the  man  who  has  done  most  for  Radio. 

M.  H.  AYLESWORTH, 

WCKV  is  happy  to  pay  this  tribute. 


I  L.B.WILSON 
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Contingent  Contracts 

AND  STILL  the  per-inquiry  racket  continues 
to  lead  broadcasters  and  agencies,  large  and 
small,  along  dubious  commercial  paths.  If 
ever  there  was  one  subject  on  which  the 
whole  industry  should  present  a  united  front, 
it  is  this  matter  of  contingent  contracts.  They 
can  be  made  to  look  mighty  attractive  in  lean 
days  like  these,  and  radio  can  deliver  for  such 
accounts.  But  why  should  broadcasters  pur- 
sue a  practice  that  no  reputable  magazine  or 
newspaper  will  recognize  ?  With  the  observa- 
tions of  an  important  middle  western  broad- 
caster, who  admits  he  has  himself  been  guilty 
of  the  practice  in  the  past,  we  heartily  agree. 
He  writes  in  a  letter  to  the  managing  direc- 
tor of  the  NAB : 

"President  Roosevelt  has  indicated  a  desire 
to  have  industry  regulate  itself,  and  it  is  high 
time  that  the  NAB  started  to  clean  the  skirts 
of  its  members  from  a  host  of  unethical  prac- 
tices. One  of  the  most  valuable  services  the 
commercial  committee  of  the  NAB  could  per- 
form this  year,  with  the  sponsorship  of  the 
board  of  directors,  is  to  compile  a  complete 
list  of  all  special  inquiry  -  cost  propositions, 
the  names  of  advertisers  and  agencies  in- 
volved and  those  stations  which  are  known  to 
have  accepted  them. 

"This  may  sound  like  a  drastic  measure,  but 
I  feel,  as  a  service  to  the  industry,  that  we 
must  kill  these  propositions,  or  these  proposi- 
tions will  soon  kill  radio  broadcasting  as  we 
know  it  today.  I  do  not  pretend  to  be  wholly 
innocent  in  this  regard,  because  some  of  them 
can  be  made  to  look  mighty  attractive.  How- 
ever, 98  per  cent  of  them  are  pure  gypping, 
and  there  are  still  a  good  many  station  mana- 
gers who  do  not  realize  that  they  are  not 
usually  backed  by  good  merchandise,  active 
selling  methods,  proper  distribution  or  mer- 
chandising plans.  Without  all  of  these,  what 
good  is  radio  advertising  or  any  advertising?" 

We  concede  that  it  is  practically  impossible 
to  get  all  stations  to  refuse  these  accounts, 
but  we  believe  that  the  major  stations,  if  they 
stood  together  in  adamant  opposition,  could 
quickly  kill  this  racket.  The  trouble  seems  to 
be  that  some  of  the  best  agencies  and  some 
of  the  leading  time  brokers  and  representa- 
tives have  found  some  of  the  best  stations 
willing  to  give  per-inquiry  accounts  an  occa- 
sional "shot."  Here  is  a  condition  that  the 
more  farsighted  element  in  the  NAB  ought  to 
be  able  to  persuade  the  shortsighted  element 
is  wholly  inimical  to  its  ultimate  interests. 


A  study  and  report  on  the  economics  of 
per-inquiry  accounts,  done  by  a  recognized 
authority  along  lines  of  the  Young  report 
on  agency  fees,  is  a  service  that  could 
very  well  be  rendered  under  NAB  auspices. 


Time  to  Stabilize 

THE  RADIO  Commission  has  a  golden  oppor- 
tunity to  contribute  its  bit  toward  President 
Roosevelt's  campaign  to  stabilize  business  as 
the  surest  way  out  of  the  depression.  Pending 
before  it  is  the  proposal  of  James  M.  Bald- 
win, NAB  official  and  former  Commission  Sec- 
retary, that  licenses  for  broadcasting  stations 
be  issued  for  the  full  term  of  three  years  as 
allowed  in  the  law,  in  lieu  of  present  six- 
month  license  tenure.  Mr.  Baldwin  has  enum- 
erated to  the  Commission  several  unchallenge- 
able reasons  why  licenses  should  be  extended. 
The  Commission  has  advanced  no  arguments 
to  the  contrary.  The  short-term  license  has 
been  the  root  of  most  of  the  evils  in  radio 
regulation,  since  stations  now  exist  virtually 
on  a  month-to-month  basis.  The  Commission 
should  act  now,  and  give  to  worthy  stations 
the  reasonable  assurance  that  they  will  not 
be  disturbed  by  events  in  Washington  as  long 
as  they  perform  their  jobs  properly. 


When  Educators  Differ 

"SHALL  educational  broadcasting  be  in  the 
hands  of  privately  appointed  committees  oper- 
ating in  New  York  on  funds  supplied  by  pri- 
vate foundations,  working  hand  in  glove  with 
the  commercial  radio  monopolies  which  are 
closely  allied  with  the  great  power  companies 
— such  committees  for  example  as  the  Na- 
tional Advisory  Council  on  Radio  in  Educa- 
tion?" 

We  quote  from  the  May  25  propaganda 
sheet  of  the  National  Committee  on  Educa- 
tion by  Radio,  the  educators'  clique  that  in- 
sists on  having  a  portion  of  the  spectrum  re- 
served for  educational  institutions  in  the  face 
of  the  fact  that  such  institutions  that  have 
radio  stations  have  one  by  one  been  giving 
them  up  voluntarily  for  want  of  financial  or 
public  support. 

This  quoted  remark  is  significant,  for  it  re- 
veals how  bitter  the  educators,  with  all  their 
claims  of  liberalism,  can  get  toward  one  an- 
other. The  National  Committee,  whose  aim 
has  been  to  oppose  the  present  system  of  radio 
in  favor  of  a  system  operated  by  educators 
under  state  autonomy,  is  manifestly  jealous 
of  the  success  being  achieved  by  the  National 
Advisory  Council,  which  has  pursued  the 
policy  of  utilizing  the  existing  system  for  edu- 
cational broadcasts  and  thus  being  assured  of 
a  listening  audience. 

But  hitherto  the  two  organizations  have  at 
least  rendered  lip  service  to  one  another,  each 
asserting  that  the  other's  work  does  not  con- 
flict with  its  own.  Now  we  see  them  clawing 
at  one  another's  figurative  throats.    The  Na- 


The  RADIO 
BOOK  SHELF 

THE  SECOND  listening  area  survey  of  each 
station  of  the  CBS  network  has  just  come  off 
the  press,  projecting  forward  its  1931  coun- 
terpart. Titled  "Listening  Areas,  2nd  Series", 
this  volume  should  be  in  the  hands  of  every 
agency  and  advertiser  placing  radio  business. 
Each  station  has  a  page  devoted  to  it,  con- 
taining a  map  showing  primary  and  secondary 
listening  areas  representing  minimum  regu- 
lar audiences.  For  each  station  a  tabulation 
sets  forth  the  number  of  counties  in  both  pri- 
mary and  secondary  areas,  urban  and  rural 
population,  total  listeners,  radio  homes,  per 
capita  savings,  residence  phones,  passenger 
cars,  domestic  gas  customers,  electric  wired 
homes  and  annual  retail  sales.  CBS  regards 
the  maps  as  "conservative  measurements  of 
the  coverage  areas"  of  each  of  its  member 
stations,  and  points  out  the  striking  agree- 
ment between  the  first  and  second  series  of 
maps. 


THE  AMERICAN  Radio  Relay  League,  Hart- 
ford, announces  the  publication  of  its  new 
booklet.  The  Radio  Amateur's  License  Manual, 
Number  9  of  the  Radio  Amateur's  Library. 
The  new  manual  is  a  worthy  companion  to 
the  other  publications  in  the  series  of  text- 
books of  amateur  radio.  Every  detail  of  the 
complex  procedure  of  securing  and  renewing 
and  modifying  amateur  licenses  for  station 
and  operator  is  set  forth  understandably  and 
clearly.  Published  in  a  style  uniform  with 
other  A.  R.  R.  L.  publications,  with  an  at- 
tractive two-color  cover.  The  Radio  Amateur's 
License  Manual  is  available  from  the  pub- 
lishers for  25c,  postpaid. 


tional  Committee,  led  by  the  crusading  Joy 
Elmer  Morgan  and  supported  by  the  Payne 
Fund,  wants  the  impression  to  prevail  that 
the  National  Advisory  Council,  headed  by 
Prof.  Robert  Millikan  (Nobel  Prize  winner) 
and  supported  by  Rockefeller-Carnegie  Found- 
ation moneys,  is  really  the  tool  of  big  busi- 
ness. 

That  impression  won't  take  hold,  for  the  fact 
is  that  most  big  endowments  derive  their 
source  from  commercial  enterprise.  Indeed, 
is  it  not  a  fact  that  the  Payne  Fund's  moneys 
that  endow  Mr.  Morgan's  Committee  originate 
in  Standard  Oil? 

This  sort  of  holier-than-thou  play-acting 
makes  Mr.  Morgan's  group  look  childish.  The 
networks  and  stations  would  welcome  more 
bona  fide  educational  broadcasts  of  the  type 
being  so  ably  presented  under  auspices  of  the 
National  Advisory  Council,  but  Mr.  Mor- 
gan's group  apparently  is  much  more  con- 
cerned with  destroying  the  present  system 
rather  than  utilizing  it.  Levering  Tyson,  di- 
rector of  the  National  Advisory  Council,  put 
it  plainly  when  he  pointed  out  that  educa- 
tional-owned stations  cannot  muster  funds  to 
conduct  themselves  so  that  listeners  will  tune 
them  in.  Mr.  Tyson  obviously  was  referring 
to  Mr.  Morgan's  committee  when  he  also 
stated  at  the  New  York  meeting  recently: 

"There  has  been  undignified  and  unfruitful 
controversy  *  *  *  and  little  that  smacks  of 
scientific  approach  to  the  whole  problem  on 
the  part  of  educators  and  broadcasters  alike 
*  *  *  ."  As  long  as  Mr.  Morgan's  group  per- 
sists in  fighting  radio  rather  than  lending  its 
efforts  to  upbuilding  education  via  the  existing 
system,  so  long  will  it  be  looked  upon  by  the 
industry  as  a  racket  by  which  a  few  zealots 
want  to  justify  the  jobs  they  are  holding. 
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We  Pay  Our  Respects  to — 


ELMER  WILLIAM  PRATT 


WITH  THE  RETURN  to  private 
life  of  Elmer  William  Pratt,  the 
Radio  Commission  loses  the  "dean" 
of  its  legal  staff  and  a  lawyer 
whose  attainments  in  the  new  field 
of  radio  jurisprudence  are  reflected 
in  many  of  the  statutes  and  regu- 
lations which  today  govern  radio. 

After  five  years  of  service,  to 
the  day,  Mr.  Pratt  leaves  the  Com- 
mission on  June  1  to  return  to  the 
private  practice  of  law  in  Wash- 
ington. Planning  to  specialize  in 
radio,  he  will  face  the  very  bench 
over  which  he  presided  so  many 
times  as  an  examiner  for  the  Com- 
mission. He  was  the  first  lawyer 
on  the  Commission's  staff  when  it 
was  formed  in  1927  and  also  its 
first  examiner.  Thus,  although 
only  32,  he  is  the  veteran  among 
radio  lawyers. 

For  the  last  three  years,  minus 
one  month,  Mr.  Pratt  has  held  an 
examinership.  During  that  time  he 
presided  over  242  separate  cases, 
many  of  them  raising  test  issues 
that  became  the  basis  for  Commis- 
sion policies.  Of  the  total,  37  cases 
are  still  pending  before  the  Com- 
mission. Of  the  196  cases  decided, 
Mr.  Pratt  was  sustained  in  165 
and  reversed  in  only  31,  giving 
him  a  "batting  average"  of  better 
than  .840. 

Almost  everyone  who  has  had 
dealings  with  the  Commission 
knows  and  likes  Elmer  Pratt, 
whose  forte  as  an  examiner  has 
been  his  calm  and  judicial  hand- 
ling of  heated  legalistic  encounters 
of  counsel  appearing  before  him. 

Elmer  William  Pratt  was  born  in 
Salt  Lake  City  on  Oct.  28,  1900, 
the  son  of  William  Parker  and 
Catherine  B.  Pratt.  He  is  the  eld- 
est of  15  children.  His  parents 
still  reside  in  the  Mormon  capital, 
which  his  great  grandfather,  Par- 
ley Parker  Pratt,  helped  found. 
The  elder  Pratt  was  associated 
with  Joseph  Smith  and  Brigham 
Young  in  the  Mormon  migration  to 
Utah. 

After  attending  grammar  and 
high  schools  in  Salt  Lake  City, 
young  Pratt,  at  19,  journeyed  to 
South  Dakota,  for  a  two-year  ten- 
ure as  a  Mormon  missionary.  Dur- 
ing his  school  vacations,  he  worked 
on  farms  around  Utah,  and  in  1922 


spent  a  year  travelling  through  the 
west  as  a  woolen  salesman.  Mean- 
while, he  completed  a  business 
course  at  Henagers  Business  Col- 
lege in  Salt  Lake  City,  graduating 
in  1923.  That  same  year  he  went 
to  Washington  to  pursue  a  law 
course,  and  to  pay  his  way,  he  se- 
cured a  position  as  clerk  in  the  of- 
fice of  Senator  Smoot,  (R.)  of 
Utah. 

Enrolling  at  National  University 
Law  School  in  January,  1924,  he 
continued  his  employment  in  Sena- 
tor Smoot's  office,  and  was  pro- 
moted at  that  time  to  assistant 
clerk  of  the  Senate  Finance  Com- 
mittee, of  which  the  Senator  was 
chairman.  In  1926  he  became  sec- 
retary to  the  Senator  and  clerk  of 
this  committee. 

Graduating  from  law  school  in 
August,  1926,  young  Pratt  passed 
the  District  bar  examination  in 
June  of  the  following  year.  On 
June  1,  1928,  he  resigned  his  post 
with  Senator  Smoot  to  become  the 
Commission's  first  legal  employe. 
A  month  later,  Louis  G.  Caldwell, 
Chicago  attox'ney,  was  appointed 
as  the  Commission's  first  general 
counsel,  and  the  two  delved  into 
the  maze  of  hearings  called  by  the 
Commission  preparatory  to  the 
sweeping  reallocation  of  the  fall  of 
1928,  in  which  practically  all  sta- 
tions were  involved.  Three  sepa- 
rate hearing  calendars  were  con- 
ducted  simultaneously  over  a 
period  of  several  weeks,  both  day 
and  night,  and  the  entire  legal 
burden  fell  upon  the  shoulders  of 
Caldwell  and  Pratt  during  the  ear- 
lier days. 

When  the  examiners  division  was 
created  by  the  Commission  on  July 
1,  1930,  Mr.  Pratt  was  transferred 
to  it  from  the  legal  staff.  About  a 
month  later,  Ellis  A.  Yost,  of  West 
Virginia,  was  appointed  chief  ex- 
aminer, and  the  two  shared  the 
duties  of  the  division. 

Mr.  Pratt  married  Margaret 
Genevieve  Robinson,  of  Coalville, 
Utah,  Aug.  29,  1924.  They  have 
two  children,  Elmer  Reed,  6,  and 
Gene  Albert,  4  months.  He  is  an 
ardent  baseball  fan,  and  the  best 
fisherman  in  the  Radio  Piscators' 
Club  in  Washington.  But  golf  is 
his  main  diversion. 


PERSONAL  NOTES 


SAM  PICKARD,  CBS  station  rela- 
tions vice  president,  was  given  a  fare- 
well party  by  his  friends  and  col- 
leagues May  20,  just  before  he  left 
for  Florida  to  begin  a  three  month 
leave  of  absence  during  which  he  and 
Mrs.  Pickard  will  also  tour  Europe. 
GARDNER  COWLES,  Jr.,  executive 
editor  of  the  Des  Moines  Register  & 
Tribune,  who  negotiated  the  pur- 
chases of  KSO  and  two  other  Iowa 
stations  by  those  newspapers,  was 
married  in  Des  Moines  May  18  to 
Miss  Lois  Thornburg,  a  reporter  on 
the  Tribune  staff.  They  sailed  May 
25  for  Europe. 

JAMES  C.  HANRAHAN,  executive 
vice  president  of  the  Iowa  Broadcast- 
ing Co.,  operating  KSO,  Des  Moines, 
and  other  radio  stations  of  the  Des 
Moines  Register  &  Tribune  group, 
was  married  at  Lamar,  Colo.,  May  6, 
to  Miss  Priscilla  Todd,  of  Washing- 
ton, D.  C. 

R.  L.  RUST,  the  past  two  years  com- 
mercial manager  of  KTM,  Los  An- 
geles, resigned  the  middle  of  May  to 
become  advertising  manager  for  the 
Godissart  Cosmetic  Co.,  Los  Angeles. 
George  Martinson,  manager  of  KTM, 
will  assume  the  combined  duties  of 
general  and  commercial  managers. 
BENSON  K.  PRATT,  director  of  pub- 
lic relations  for  NBC  in  Chicago,  has 
been  assigned  to  take  charge  of  spe- 
cial feature  broadcasts  for  the  net- 
work at  the  Chicago  World's  Fair. 
Judith  Waller,  educational  director  for 
NBC  in  Chicago,  will  be  in  charge 
of  the  regular  local  and  network 
broadcasts  from  the  Fair. 
RECENT  visitors  in  the  office  of  Fred 
Weber,  NBC  manager  of  station  re- 
lations in  Chicago,  included:  William 
Walker,  WIBA;  J.  Montgomery,  KOIL; 
Peter  Lutkin,  president  of  Lamar  Life 
Insurance  Co.,  and  WJDX;  C.  W. 
Corkhill,  KSCJ;  Edgar  Bell,  secretary 
Oklahoma  Publishing  Co.,  and  WKY; 
Gayle  Grubb,  WKY;  George  Campbell, 
KGHL;  George  Smith,  radio  attorney 
of  Washington,  D.  C;  Joe  Maland, 
WOC-WHO. 

COL.  THAD  H.  BROWN,  Radio  Com- 
missioner, and  Alfred  J.  McCosker,  di- 
rector of  WOR  and  president  of  the 
NAB,  will  address  the  "Radio  Family 
Dinner"  of  the  annual  convention  of 
the  Radio  Manufacturers  Association 
at  the  Hotel  Stevens,  Chicago,  June  6. 
MAJ.  GLADSTONE  MURRAY,  Ca- 
nadian -  born  vice  president  of  the 
British  Broadcasting  Coi'p.,  who  has 
been  in  Canada  for  the  last  few 
months  aiding  the  Canadian  Radio 
Commission  in  reorganizing  the  broad- 
casting system  there,  returns  to  Lon- 
don early  in  June.  On  June  4  he  will 
speak  to  the  American  public  via  CBS 
on  "Radio  Decisive  for  World  Citizen- 
ship." 

G.  W.  STAMM,  founder  and  for  four 
years  publisher  of  Broadcast  Adver- 
tising, which  was  purchased  by  Broad- 
casting last  February,  has  joined  the 
sales  staff  of  WJJD,  Chicago. 
HOWARD  C.  RAY,  formerly  manager 
of  KOB,  Albuquerque,  N.  M.,  is  now 
with  KGRS,  Amarillo,  Tex.,  doing 
sales  promotion  and  merchandising. 
PAUL  MEYER,  vice  president  of 
World  Broadcasting  System,  has  been 
elected  a  director  of  the  Alliance 
Francaise  of  New  York. 
N.  VERNON  CLARKE,  formerly  of 
Tampa,  Fla.,  has  been  named  gen- 
eral manager  of  WRDW,  Augusta,  Ga. 
JACK  BEESON,  formerly  advertising 
manager  of  WRDW,  Augusta,  Ga.,  has 
been  transferred  to  WSPA,  Spartan- 
burg, S.  C,  and  promoted  to  general 
commercial  manager. 
MISS  MERLE  MATTHEWS  is  the 
new  production  manager  at  KTAB, 
San  Francisco,  succeeding  Glenhall 
Taylor,  who  has  moved  into  the  com- 
mercial department.  Miss  Matthews 
formerly  held  the  same  post  at  KFRC. 
W.  A.  MILLER  has  resigned  as  man- 
ager of  KROW,  Oakland.  No  suc- 
cessor has  yet  been  named. 


BEHIND 
THE  MICROPHONE 


EUGENE  KONECKY,  of  WOW, 
Omaha,  is  author  of  the  poem  "Radio 
Singer"  which  Jessica  Dragonette, 
who  also  claims  some  distinction  as 
a  reader,  recited  at  a  meeting  of 
poets  in  the  Barbizon  Club,  New  York, 
May  18. 

ARTHUR  Q.  BRYAN,  formerly  with 
WOR  as  conductor  of  the  Moonbeams 
and  later  with  WCAU,  has  joined 
WIP,  Philadelphia.  WIP  also  reports 
the  return  of  Gene  Marshall,  an- 
nouncer, after  an  absence  of  several 
months. 

A.  L.  ALEXANDER,  chief  announcer 
of  WMCA,  New  York,  was  inducted 
as  an  honorary  member  of  the  Vet- 
eran of  Foreign  Wars  Post  No.  601 
May  27.  WMCA  also  reports  the 
marriage  of  Brook  Allen,  staff  bari- 
tone, May  21,  to  Ruth  Gean  Kappel, 
assistant  to  Dr.  William  Wheeler,  eye 
specialist  who  operated  on  the  King 
of  Siam,  in  Fort  Lee,  N.  J. 

LEON  JANNEY,  the  juvenile  film 
star  of  "Penrod  and  Sam",  has  joined 
the  staff  of  WMCA,  New  York,  and 
is  heard  in  a  new  program  Mondays, 
10:15  p.m. 

EDWARD  LYNN,  who  conducts  a 
weekly  drama  series  for  KFI,  Los 
Angeles,  starring  Mrs.  Wallace  Reid, 
is  also  directing  "Catherine  the  Great" 
on  KHJ,  with  half-hour  episodes 
weekly. 

KEN  ROBINSON,  news  announcer  for 
the  Chicago  Evening  American  on 
WENR,  has  written  a  series  of 
sketches  entitled  "Inside  the  Rackets", 
based  on  the  expose  of  Chicago  gang- 
land. The  sketches  are  being  broad- 
cast twice  weekly  over  WENR. 

VAL  SHERMAN,  former  announcer 
at  WBBM,  Chicago,  has  joined  WSBC, 
Chicago,  in  a  similar  capacity. 

EDWARD  BARRY,  program  director 
of  WGN,  Chicago,  will'  return  from 
a  vacation  in  Europe  the  first  of  June. 

AL  AND  PETE,  formerly  on  the  NBC 
network,  are  now  on  a  twice  weekly 
morning  show  on  WLS,  Chicago. 
Gene  Autry,  the  Oklahoma  Cowboy, 
and  Tom  Dix,  singer,  both  of  the 
WLS,  Chicago  staff,  have  just  recov- 
ered from  severe  cases  of  tonsilitis. 

THE  THIRD  unit  of  the  WLS  Barn 
Dance  show,  comprising  a  cast  of 
20  persons,  has  been  organized  and 
has  gone  on  tour  of  middle  western 
cities. 

EDWARD  FITZGERALD  is  a  new 
announcer  at  KFRC,  San  Francisco, 
coming  from  the  theatre  business  in 
which  he  was.  identified  as  manager 
of  the  Warner  theatre  there. 

J.  CLARENCE  MYERS  has  been 
added  to  the  staff  of  KQW,  San  Jose, 
as  announcer.  Myers,  who  works  in 
the  station's  San  Francisco  studios, 
was  formerly  radio  editor  of  the  San 
Francisco  Call-Bulletin. 

DONALD  NOVIS,  former  NBC  tenor, 
has  signed  with  KFWB,  Hollywood, 
to  do  a  weekly  program  for  Knudsen's 
Bakery.  Co-star  will  be  Jan  Rubini, 
violinist. 

"HAPPY  CHAPPIES",  vocal  duo  at 
KNX,  Hollywood,  have  just  written 
"The  Golden  Shores  of  Lake  Louise", 
for  Canadian  National  Railways. 
"When  the  Bloom  is  on  the  Sage" 
was  their  popular  hit  of  a  few  years 
ago.  Team  is  former  vaudeville  duo 
known  as  Vincent  and  Howard. 

EMANUEL  ROSENBERG,  lyric  tenor 
on  the  staff  of  WHK,  Cleveland,  has 
joined  the  vocal  faculty  of  the  Cleve- 
land Institute  of  Music. 

MUNRO  UPTON,  until  recently  with 
the  NBC  production  department  in 
San  Francisco,  has  gone  to  Los  An- 
geles to  join  Al  Pearce's  frolic  which 
broadcasts  via  KFI  and  an  NBC  net- 
work week  days. 
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MARK  WARNOW,  who  has  conducted 
and  played  for  a  variety  of  musical 
programs  during  his  four  years  on 
radio,  has  been  appointed  staff  musi- 
cal director  of  CBS  in  New  York. 

"DANCING  In  The  Dawn"  is  the 
name  of  a  new  waltz  recently  written 
by  B.  G.  Carpenter  and  arranged  by 
George  Kelly,  production  manager  of 
,WDEL,  Wilmington,  Del. 

LESLIE  ADAMS,  chief  announcer  of 
KMTR,  Hollywood,  has  been  promoted 
to  production  manager.  Dean  Met- 
calf,  formerly  of  KFWI,  San  Fran- 
cisco, has  gone  to  KMTR  as  announ- 
cer. 

IN  THE 
CONTROL  ROOM 

REOPENING  of  the  frequency  moni- 
toring station  of  the  Chicago  radio 
inspection  office  of  the  Radio  Com- 
mission, which  was  shut  down  about 
three  months  ago,  is  contemplated 
about  July  1,  or  as  soon  as  an  ade- 
quate location  can  be  selected.  The 
Commission  also  is  preparing  to  close 
the  monitoring  station  at  Larkspur, 
Cal.,  operated  by  the  San  Francisco 
inspection  office,  effective  July  1. 

FORBES  VAN  WHY,  chief  technician 
at  KMTR,  Hollywood,  has  been  ap- 
pointed a  lieutenant  (senior  grade) 
in  the  U.  S.  N.  R.  as  executive  officer 
of  section  1,  eleventh  naval  district. 
KMTR  has  added  two  operators — 
Alvon  C.  Packard,  formerly  communi- 
cations engineer  for  the  Mutual  Tele- 
phone Co.,  Honolulu,  and  Don  C.  Good, 
lately  in  consulting  work  in  San  Diego 
for  shipping  interests. 

COLLAPSING  in  the  midst  of  a  broad- 
cast he  was  handling,  George  Lewis, 
engineer  of  WCAU,  Philadelphia,  was 
rushed  to  a  hospital  May  20  only 
after  he  had  "seen  the  program 
through"  and  was  operated  on  for 
appendicitis.  He  is  reported  recover- 
ing. 


'CONCENTRATOR'  ANTENNA  PROVED 

Results  oi  KYW  Operation  Highly  Satisfactory 
 After  Six  Months,  Westinghouse  Reports   


SIX  MONTHS  of  operation  with 
the  "concentrator"  antenna  de- 
veloped for  KYW,  Chicago,  by 
Westinghouse  E.  &  M.  Co.,  which 
owns  the  station,  have  proved  the 
efficacy  of  this  latest  innovation 
in  radiating  systems,  according  to 
an  announcement  by  Westinghouse 
May  27.  Results  obtained  in  in- 
creased coverage,  it  is  claimed, 
have  more  than  exceeded  the  high- 
est expectations,  since  the  signal 
strength  of  the  station  was  nearly 
doubled  in  the  heavily  populated 
centers  in  and  around  Chicago. 

The  antenna,  in  effect,  consists 
of  two  vertical  radiators,  so  spaced 
and  properly  adjusted  in  such  a 
manner  as  to  concentrate  the 
larger  portion  of  the  radiated 
energy  in  the  directed  direction. 
The  unique  feature  of  this  instal- 
lation, Westinghouse  states,  was 
the  utilization  of  wooden  masts 
for  the  support  of  the  conductors 
which  radiate  the  10  kw.  on  KYW's 
1020  kc.  frequency. 

Westinghouse  Report 

A  DETAILED  semi-technical  ex- 
planation of  the  development  of 
the  antenna  and  how  it  functions, 
was  made  public  by  Westinghouse 
as  follows: 

The  main  antenna  at  KYW,  gener- 
ally referred  to  as  the  exciter  anten- 
na, consists  of  a  wooden  mast  which 
supports  a  section  of  copper  tubing 
204  feet  in  length.  When  first  in- 
stalled, an  attempt  was  made  to  work 
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WORM'S  EYE  VIEW— The  KYW 
concentrated  antenna  as  it  ap- 
pears from  the  ground.  "Exciter" 
coil  is  heart  of  new  radiator  sys- 
tem. 

the  antenna  as  a  half-wave  radiator. 
A  tuning  coil  was  placed  midway  be- 
tween the  top  and  bottom  of  the  pole 
and  at  a  height  of  about  100  feet,  and 
current  fed  by  means  of  a  two-wire 
transmission  system  to  the  transmit- 
ter. This  particular  system  presented 
some  difficulty  in  the  matter  of  tun- 
ing and  adjustments  and  after  some 
experiments  were  made  it  was  de- 
cided that  a  quarter-wave,  under  the 
circumstances  would  be  more  feasible. 
Since  Jan.  5,  1933,  the  exciter  an- 
tenna has  been  worked  as  a  quarter- 
wave,  its  advantages  over  the  half- 
wave  being  that  it  is  little  affected  by 
weather  conditions  and  can  be  tuned 
and  adjusted  at  the  base  of  the  mast. 
Also  as  the  present  method  of  operat- 
ing the  quarter-wave  antenna  makes 
use  of  a  ground  consisting  of  copper 
sheets  and  radial  wires,  the  wood  pole 
is  very  nearly  at  the  same  potential 
as  the  antenna  itself,  thus  doing 
away  with  the  possibility  of  loading 
considerable  portion  of  the  radiated 
energy  into  the  supporting  mast. 

Extra  Guys  Used 

WHEN  the  antenna  was  first  in- 
stalled, three  sets  of  guys,  consisting 
of  four  guy  wires  each,  were  made 
use  of  to  hold  the  mast  erect.  The 
top  -  most  set  of  guys  was  approxi- 
mately 140  feet  above  ground.  There 
remained,  unsupported,  a  60  foot  sec- 
tion of  the  mast  at  the  top.  It  was 
decided  that  this  presented  a  hazard 
in  the  case  of  high  winds  or  ice  col- 
lecting, and  an  additional  set  of  guys 
was  installed  and  attached  to  the 
mast,  approximately  175  feet  from 
the  ground.  All  guy  wires  had  been 
insulated  from  the  ground  and  the 
pole  by  means  of  insulators  and  were 
broken  up  into  40  foot  sections. 

The  installation  of  the  latter  set  of 
guys  dropped  the  signal  strength  ap- 
proximately 5  per  cent.  More  insula- 
tors were  then  installed  in  this  set 
of  guy  wires,  breaking  the  sections 
up  into  20  feet  lengths.  Later,  addi- 
tional insulators  were  installed  on  the 
portion  of  the  guy  wires  that  were  in 
proximity  to  the  antenna.  The  signal 
strength  then  returned  to  its  normal 
value.  Since  then,  a  few  extra  insul- 
ators have  been  installed  in  guy  wires 
on  the  second  set,  with  a  slight  im- 
provement in  field  strength  resulting. 

Weathered  Gale 

KYW's  new  antenna  since  its  installa- 
tion has  weathered  a  50-mile  gale 
without  damage  and  the  effect  of  ice. 
On  March  18,  1933,  a  heavy  coating 


of  ice  formed  on  the  antenna.  Signal 
strength  dropped  approximately  10 
per  cent.  The  reason  for  this  was 
not  ascertainable  until  one  of  the  top 
guy  wires  burned  off,  due  to  an  arc 
caused  by  radio  frequency  leaking 
across  the  ice  from  the  copper  tubing 
to  the  guy  wire.  It  was  noticed  that 
even  though  the  guy  wire  had 
dropped,  an  arc  still  held  between  the 
short  section  still  attached  to  the  pole 
and  the  copper  tubing.  By  vigorously 
shaking  one  of  the  guy  wires  on  the 
top  section,  the  ice  at  this  point  was 
dislodged  and  the  signal  strength  im- 
mediately returned  to  normal,  al- 
though the  remainder  of  the  pole  and 
copper  tubing  was  still  entirely  cov- 
ered with  ice. 

Since  then,  additional  insulators 
have  been  installed  as  close  to  the 
pole  as  possible,  thus  eliminating  a 
considerable  amount  of  coupling  to  the 
wires  that  are  attached  to  the  pole 
itself.  Previously  the  first  or  top 
insulator  was  placed  24  inches  from 
the  pole.  It  is  believed  no  more 
trouble  from  this  source  will  be  en- 
countered. 

Single-Wire  Feeder 

THE  LEAD-IN  on  KYW's  former  an- 
tenna was  located  in  such  a  manner 
as  to  be  inductively  coupled  to  the 
500  ohm  transmission  line  termination 
in  the  tuning  house.  Upon  erection 
of  the  new  antenna,  which  was  located 
120  feet  from  the  tuning  house,  it  be- 
came necessary  to  install  another 
transmission  line  from  this  tuning 
house  to  the  new  antenna.  At  the 
present  time,  the  new  antenna  is  be- 
ing fed  by  a  single-wire  feeder,  con- 
nected at  a  point  about  50  feet  above 
the  ground  and  inductively  coupled  to 
the  transmission  line  termination  in 
the  tuning  house. 

The  reflector  portion  of  the  new 
antenna  system  differs  somewhat  in 
construction  from  the  exciter  anten- 
na for  reasons  of  economy  rather  than 
necessity.  It  consists  of  one  single 
wooden  mast,  extending  90  feet  above 
ground  and  on  top  of  which  is  at- 
tached a  fabricated  60-foot  duralu- 
min tower.  The  convention  copper 
tubing  attaches  to  this  mast  and  ex- 
tends down  the  length  of  the  wood 
pole  to  an  inductance  which  tunes 
this  installation  to  1020  kc.  This  mast 
is  guyed  with  a  single  set  of  four 
guy  wires  and  although  the  fabri- 
cated tower  portion  of  this  antenna, 
due  to  its  nature,  collects  a  consider- 
able load  of  ice,  no  mechanical  or  elec- 
trical difficulties  were  encountered. 


Relief  Order  Extended 

EXTENSION  to  Nov.  1  of  the  or- 
der relaxing  the  terms  of  the  radio 
regulations  requiring  stations  to 
operate  a  minimum  of  two-thirds 
of  their  authorized  hours  was  au- 
thox-ized  by  the  Radio  Commission 
May  23.  Under  the  action,  sta- 
tions may  reduce  operating  hours 
upon  written  application.  The  modi- 
fication was  adopted  by  the  Com- 
mission originally  last  March  be- 
cause of  the  economic  situation 
and  numerous  requests  from  sta- 
tions for  relief. 


Amateur  Proposals 

WIDENING  of  the  amateur  radio- 
telephone assignment  to  1800-2000 
kc,  a  new  allocation  of  28,000- 
28,500  kc,  and  a  proposal  that  only 
pure  direct  current  power  supplies 
be  permitted  in  amateur  stations, 
were  urged  upon  the  Federal  Radio 
Commission  by  the  directors  of  the 
American  Radio  Relay  League 
May  12  at  their  annual  session  in 
Hartford,  Conn.  The  annual  cen- 
tral division  convention  of  the 
league  will  be  held  at  the  Century 
of  Progress  Exposition,  Chicago, 
Aug.  3,  4  and  5. 
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America's  m  roLicf  droadcast! 

M3(k by  WIL  S^pkwkr  4, 1921 


Attention  .  .  All  squad  cars!  There  are  important  happenings  taking  place  today!  Col.  Martin  O'Brien,  Chief  of  St.  Louis 
Police  Dept.,  wearing  head-phones  and  L.  A.  Benson,  president  of  WIL,  supervising  broadcast.  Notice  the  telephone  "mike"? 


Sh-h-h!  Mrs.  O'RaSerty  and  Mrs.  Cohen  must  be  at  it  again!  Mr.  Benson 
now  on  the  receiving  end,  is  at  the  right. 

HOW  unerringly  the  labored  skill  and  ingenuity  of  those 
olden,  pioneer  days  of  radio  broadcasting  pointed  to 
the  near-miraculous  things  which  were  to  follow! 

For  even  then,  with  equipment  mostly  "home-made", 
the  vision  of  a  tremendously  important  service  to  humanity 
of  which  this  was  the  first  step,  was  in  the  minds  of  these 
radio  pioneers. 

How  great  the  benefits  of  radio  today! 


And  away  we  go !    Hope  there  aren't  any  overhead  bridges. 

As  police  broadcasting  has  developed  from  this  small 
beginning  into  an  important  phase  of  modern  police  activity, 
so  radio  generally  has  become,  almost  overnight,  one  of  the 
world's  gigantic  enterprises. 

And  WIL  for  more  than  twelve  years,  has  kept  pace 
with  this  growth.  Operating  now  on  full  time,  this  alert, 
progressive  organization  oSers  opportunity  to  cover  the 
St.  Louis  territory  which  cannot  be  matched  elsewhere. 


You  Cannot  Adequately  Cover  Greater  St.  Louis 

Without  Using  WIL 

Hotel  Melbourne  St.  Louis,  Mo. 


The  Business  of  Broadcasting 

Current  News  About  Accounts,  Pending  Schedules,  Transcriptions, 
Representatives  and  Apparatus;  Notes  from  the  Stations 


STATION  ACCOUNTS 


WOR,  Newark,  N.  J.,  reports  the  fol- 
lowing accounts:  New — John  H. 
Woodbury  and  Andrew  Jergens  Co., 
Cincinnati  (beauty  preparations),  39 
weeks,  beginning  Sept.  10,  Sundays, 
5:30-6  p.m.;  Kings  Brewery,  Inc., 
Brooklyn,  26  weeks,  Mondays  and  Fri- 
days, through  Great  Northern  Adver- 
tising Corp.,  New  York;  Elizabeth 
Brewing  Corp.,  Elizabeth,  N.  J.,  5- 
minute  announcements,  Saturdays,  13 
weeks,  through  J.  P.  Muller  &  Co., 
New  York;  New  York  Carpet  Cleaners 
Ass'n,  Brooklyn,  Mondays  and  Thurs- 
days, 5  weeks,  through  Directory  Ad- 
vertising Service,  Jamaica,  L.  I.; 
Forhan  Co.,  New  York  (toothpaste), 
transcriptions,  Mondays  to  Fridays, 
inclusive,  26  weeks,  through  SHB, 
New  York.  Renewals — R.  H.  Macy  & 
Co.,  New  York,  Mondays  to  Fridays, 
inclusive,  50  weeks,  direct;  Alfred  W. 
McCann  Laboratories,  New  York, 
"Pure  Food  Hour",  four  mornings 
weekly,  40  weeks;  Stanco,  Inc.,  New 
York  (Flit),  three  mornings  weekly, 
34  weeks;  (General  Baking  Co.,  New 
York  (Bond  Bread),  Wednesdays,  4 
weeks. 

WIP,  Philadelphia,  reports  the  follow- 
ing accounts:  Adam  Scheldt  Brewing 
Co.,  Norristown,  Pa.  (Valley  Forge 
Special),  sports  talks  six  days  weekly, 
through  Richard  A.  Foley  Agency; 
Michell  Seed  House,  Philadelphia, 
organ  programs  thrice  weekly,  13 
weeks,  direct;  General  Utilities  Corp., 
Philadelphia,  distributor  of  William 
Oil-O-Matic  heaters,  5-minute  news 
period  daily,  direct;  and  announce- 
ments for  the  fofiowing  on  the  morn- 
ing Town  Tattler  and  the  evening 
Magazine  of  the  Air:  John  B.  Stet- 
son Co.,  Philadelphia  (hats),  direct; 
A.  S.  Boyle  Co.,  Cincinnati  (Old  En- 
glish floor  wax),  through  S.  Schoffen- 
berger;  Oneida  Community,  Ltd., 
Oneida,  N.  Y.  (silverware),  through 
H.  H.  Noyes;  Scientific  Laboratories 
of  America,  San  Francisco  (Reduc- 
oids).  Bob  Roberts  &  Associates;  Gas- 
ton de  Paris  Co.  (cosmetics),  direct; 
R.  Wurlitzer  Co.,  Cincinnati  (musical 
instruments),  through  Philip  Weiss; 
Tube-O-Food  Products  (icing),  direct. 
The  Crazy  Water  Hotel  Co.,  Mineral 
Wells,  Tex.  (Crazy  Crystals),  has 
changed  from  electrical  transcriptions 
to  live  talent  on  WIP. 

WBBM,  Chicago,  reports  signing  Cli- 
malene  Co.,  Canton,  O.  (Climalene), 
for  a  renewal  of  its  twice  weekly 
morning  program  featuring  the  Merry 
Macs  and  Sheri  McKay,  13  weeks, 
through  W.  S.  Hill,  Inc.,  Pittsburgh; 
Reo  Motor  Co.,  Detroit  (motor  cars), 
26  daily  announcements,  through 
Maxon,  Inc.,  Detroit;  Travel  Guild, 
Inc.,  Chicago,  26  daily  announcements, 
through  Ferry-Hanley  Chicago;  Ham- 
lin's Wizard  Oil  Co.,  Chicago  (Ham- 
lin's Wizard  Oil),  Pat  Flanagan's 
sport  revues,  15  minutes,  seven  nights 
a  week  from  May  29  to  end  of  the 
World  Series  ball  games,  direct;  Wit- 
ter Water  Co.,  Chicago  (mineral 
water),  five  a  week  morning  series 
from  May  10,  through  Guenther-Brad- 
ford,  Chicago. 

WNAC,  Boston,  reports  the  following 
accounts:  Marcus-Lesoine,  Inc.,  San 
Francisco  (Lovalon  shampoo),  Don 
Silva,  soloist,  transcriptions,  Tuesdays 
and  Fridays,  April  18  *o  May  5,  Fri- 
days, May  11  to  Sept.  21,  Erwin 
Wasey  &  Co.  San  Francisco;  National 
Oil  Products  Co.,  Harrison,  N.  J.  (Ad- 
miracion  soapless  shampoo),  transcrip- 
tions, Wednesdays  arvd  Fridays,  May 
19  to  Dec.  13,  Charles  Dallas  Leach, 
Newark,  N.  J. 


WENR,  Chicago,  reports  signing 
Clark  Brothers  Chewing  Gum  Co., 
Pittsburgh,  (Teaberry  gum),  for  three 
5-minute  sports  news  flashes  daily  for 
52  weeks;  handled  by  E.  M.  Power, 
Pittsburgh.  Numismatic  Co.,  Ft. 
Worth,  Texas  (rare  coins),  is  using 
three  weekly  15-minute  dram-atic  pro- 
grams. Handled  by  Guenther  -  Brad- 
ford, Chicago,  and  SHB. 

WMAQ,  Chicago,  reports  signing 
Schoenhofen  Brewing  Co.,  Chicago 
(Edelweiss  beer),  for  three  15-minute 
programs  a  week,  evening  time,  for 
17  weeks  from  May  15,  using  Joe 
Parsons  as  "Edelweiss  Joe";  handled 
direct.  Evergreen  Memorial  Park  and 
Woodlawn  Memorial  Park  (ceme- 
teries), Chicago,  sponsoring  "Old 
Songs  of  the  Church"  with  mixed 
quartet  in  Sunday  morning  quarter- 
hour  programs  for  52  weeks  from 
May  14;  handled  by  E.  H.  Brown, 
Chicago. 

NUMISMATIC  Co.,  Ft.  Worth  (rare 
coins),  is  using  quarter-hour  dramatic 
programs  weekly  for  three  weeks  on 
WGY,  Schenectady;  WTAM,  Cleve- 
land; KDKA,  Pittsburgh,  and  KOA, 
Denver;  handled  by  Guenther-Brad- 
ford,  Chicago,  and  SHB. 


WGN,  Chicago,  reports  signing  the 
Vedeco  Sales  Corp.,  New  York  (Melba 
cosmetics),  on  a  renewal  for  an  in- 
definite period  effective  May  22.  Pro- 
gram features  Francis  X.  Bushman  in 
stories  about  movie  stars  six  morn- 
ings a  week  for  quarter-hour  periods; 
handled  by  Rogers  &  Smith,  Chicago. 
Battle  Creek  Foods  Co.,  Battle  Creek, 
Mich,  (health  foods),  has  renewed 
sponsorship  of  "Painted  Dreams"  for 
12  weeks  on  revised  schedule,  using 
quarter-hour  feature,  through  Erwin 
Wasey  &  Co.,  Chicago. 

WJSV,  Alexandria,  Va.,  reports  the 
following  new  accounts:  Borden  Co., 
New  York  (cheese),  half  hour  studio 
program  weekly,  13  weeks,  through 
Young  &  Rubicam,  New  York;  United 
Remedies,  Chicago  (Kolor-Bak),  daily 
except  Sunday  announcements,  52 
weeks,  through  SHB;  Crystal  (jorp.. 
New  York  (Outdoor  Girl  products), 
weekly  half  hour  transcription  titled 
"Omega  Sorority  Dance",  13  weeks, 
through  Hanff-Metzger,  New  York. 

CUPPLES  Co.,  St.  Louis  (fruit  jars), 
is  using  announcements  on  WGY, 
Schenectady,  from  May  1  to  June  15; 
handled  by  D'Arcy  Advertising  Co., 
St.  Louis. 


How  Coffee  Company  Met  Demand  for  Pictures  of  its  Radio  Stars 


A  UNIQUE  merchandising  scheme 
has  been  introduced  by  the  Nash 
Coffee  Co.,  Minneapolis,  which  is 
sponsoring  a  program  on  WCCO 
and  is  planning  to  release  electri- 
cal transcriptions  throughout  its 
entire  trade  territory  in  the  north- 
west through  the  Minneapolis  of- 
fice of  Erwin,  Wasey  &  Co. 

Because  of  the  immediate  popu- 
larity of  "Scullery  Skits",  the 
farce  comedy  program,  the  Nash 
Company  and  WCCO  were 
swamped  with  requests  for  a  pic- 
ture of  the  entertainers — Tim,  an 
Irish  janitor,  and  Tena,  a  Swedish 
maid.  After  pondering  the  usual 
methods  of  distributing  the  pic- 
tures, L.  O.  Isackson,  vice  presi- 
dent of  the  Nash  Company,  con- 
ceived the  idea  of  printing  the  pic- 
ture on  a  circular  piece  of  card- 
board which  would  fit  into  the  rim 
of  the  coffee  can. 

Interest  in  the  picture  was  fur- 
ther aroused  by  having  the  char- 
acters in  the  skit  visit  a  photo- 
graph gallery  to  have  their  pic- 
tures taken.  This  provided  a  splen- 
did opportunity  for  a  highly  comic 


program.  After  this  program,  the 
announcement  was  made  that  the 
picture  of  Tim  and  Tena  could  be 
obtained  with  each  can  of  Nash's 
toasted  coffee  purchased  at  any 
food  shop.  The  "plugging"  of  the 
picture  offer  continued  for  four 
weeks. 

"The  demand  for  our  coffee  im- 
mediately increased  everywhere 
that  WCCO  reached,"  Mr.  Isack- 
son said.  "The  day  after  the  first 
announcement  of  the  picture  went 
on  the  air,  we  felt  a  decided  'tug' 
on  our  coffee  at  the  factory.  Mer- 
chants called  us  on  the  telephone 
asking  for  more  coffee.  One  large 
chain  telephoned  for  extra  coffee  to 
be  rushed  to  its  stores. 

"Out  of  town  dealers  wrote  in 
asking  us  to  rush  them  coffee  with 
the  pictures.  Since  we  have  been 
making  this  offer  over  the  air,  we 
have  opened  many  new  accounts 
daily,  accounts  we  were  never  able 
to  interest  in  stocking  our  coffee 
before.  All  in  all,  it  is  the  most 
successful  radio  merchandising 
plan  we  have  ever  found." 


KFI,  Los  Angeles,  reports  new  ac- 
counts as  follows:  Harold  F.  Ritchie 
and  Co.,  Inc.  (J.  C.  Eno,  Ltd.),  New 
York,  twice  a  week  for  52  weeks  with 
Crime  Club  transcriptions,  through 
New  York  office  of  N.  W.  Ayer  and 
Son;  Stanco,  Inc.,  New  York  (Nujol), 
has  taken  five  times  a  week  with 
the  Dr.  Copeland  transcriptions  for 
60  days,  through  McCann-Erickson, 
Inc.,  New  York;  Bristol-Myers  Co., 
New  York  (Francis  Ingram  prepara- 
tions), transcriptions  once  weekly  for 
52  weeks,  through  Pedlar  and  Ryan, 
Inc.,  New  York;  Affiliated  Products 
Inc.,  Chicago  (Edna  Wallace  Hopper 
products),  with  transcriptions,  three 
times  weekly  for  three  months,  through 
Blackett-Sample-Hummert,  Inc.,  Chi- 
cago; Crowell  Publishing  Co.,  New 
York  (Woman's  Home  Companion), 
once  a  week  for  52  weeks  with  shop- 
ping news,  through  Geyer  Co.,  New 
York;  J.  W.  Marrow  Mfg.  Co.,  Chi- 
cago (Mar-O-Oil  shampoo),  renewing 
June  7  for  6  months,  twice  a  week 
with  speaker  and  pianist,  placed 
through  Graham  Hughes,  351  N.  Westr 
ern  Ave.,  Los  Angeles. 

ADDITIONAL  accounts  reported  by 
WOR,  Newark:  Ward  Baking  Co., 
New  York,  Mitzi  Green  "Happy  Land- 
ings" transcriptions  renewal  to  Sept. 
7,  thru  WBS;  Runkel  Bros.,  New 
York  (cocoa  and  chocolate),  thrice 
weekly  for  10  weeks,  thru  Joseph 
Katz  Co.,  New  York;  Beckwith- 
Chandler  Co.,  Newark  (paints,  var- 
nishes), twice  weekly  to  Aug.  15; 
Piso  Co.,  Warren,  Pa.  (Piso  cough 
syrup),  weather  reports  starting  Nov. 
1,  1933,  to  Feb.  27,  1934. 

WIBO,  Chicago,  reports  signing 
Walter  R.  Kirk,  Inc.,  Chicago  (soap 
flakes),  six  mornings  a  week  in 
quarter-hour  musical  programs  for 
an  indefinite  period;  handled  by  C. 
Wendell  Muench,  Chicago.  Station 
also  reports  Freeman  Shoe  Co.,  Chi- 
cago (shoes),  using  two  15-minute 
evening  programs  a  week;  handled  by 
Dade  Epstein,  Chicago.  Alamo  Mineral 
Crystals,  Chicago  (health  water  crys- 
tals), sponsoring  15-minute  musical 
programs  six  afternoons  a  week  for 
indefinite  period;  direct. 

ARROWHEAD  WATER  Co.,  Los  An- 
geles, on  May  18  inaugurated  "Fra- 
ternity House"  over  KFAC.  Weekly 
program  carries  a  collegiate  flavor 
with  new  acts  and  talent.  Special 
auditorium  enables  audience  to  wit- 
ness each  performance.  Handled  di- 
rect. 

TARZAN  MINERAL  WATERS,  Los 
Angeles,  which  has  long  sponsored 
hill  billy  acts  on  San  Francisco  and 
Los  Angeles  stations,  has  begun  a 
5-times-a-week  program  over  KMTR, 
Hollywood.  New  act  will  feature 
Clarence  Muse,  colored  entertainer  of 
stage,  screen  and  radio  fame,  and 
composer  of  "Sleepy  Time  Down 
South".    Handled  direct. 

WEAF,  New  York,  reports  signing 
the  Numismatic  Co.,  Ft.  Worth,  Tex. 
(coins)  for  "Dramatized  Dimes",  Wed- 
nesdays, 7:30-7:45  p.m.,  EDST,  thru 
SHB.  NBC  also  reports  signing 
Julius  Grossman,  Inc.,  Brooklyn,  N. 
Y.  (shoes)  for  "Baby  Rose  Marie", 
Sundays,  12-12:15  p.m.,  EDST,  thru 
Leon  A.  Friedman,  New  York. 

PINE  TREE  PRODUCTS  Co.,  New- 
port. N.  H.  (Pine  Tree  soap  products) 
on  May  23  began  the  sponsorship  of 
Billy  Van's  Sunshine  Dinner  Club 
over  WEEI,  Boston,  conducted  by 
Billy  Van,  former  Broadway  star  who 
now  heads  the  Pine  Tree  concern. 

WAAF,  Chicago,  reports  signing  Airy 
Fairy  Mills,  Minneapolis  (quick  bis- 
cuit dough),  for  time  announcements 
and  advertising  contest  for  an  indefi- 
nite period;  handled  by  Addison  Lewis 
&  Associates,  Minneapolis. 

KFRC,  San  Francisco,  has  signed  the 
National  Oil  Products  Co.,  Harrison, 
N.  J.,  for  two  weekly  five  minute 
transcriptions,  the  contract  running 
until  Dec.  31,  and  placed  by  SHB,  New 
York. 
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HERE'S  HOW 

and  There's 

No  Other  Way 

If  you  want  to  secure  thor- 
ough and  eflFective  coverage 
of  Michigan,  Northern  Indi- 
ana, Northern  Ohio  and  West- 
ern Ontario,  you  can  do  it 
with  CKLW  and  stretch  your 
dollar  in  the  doing.  The  fact 
is  you  must  use  CKLW — for 
it  is  the  one  basic  Columbia 
outlet  serving  this  rich,  pro- 
ductive territory. 

In  CKLW's  primary  area,  so  the  sta- 
tisticians tell  us,  there  are  5,022,746 
potential  listeners  living  in  814,602 
radio  homes.  This  vast  audience 
enjoys  Columbia's  famous  features  by 
tuning  in  on  its  only  basic  Columbia 
chain  station,  CKLW,  and  it  remem- 
bers CKLW  advertisers,  too,  while 
spending  ^2,079,450,000  annually. 

CKLW 

INTERNATIONAL 
CLEARED  CHANNEL 

5000  Watts  -  540  K.C. 
555.6  Meters 

Columbia  Basic  Network 

Union  Guardian  Building, 
Detroit,  Michigan 

Guaranty  Trust  Building, 
Windsor,  Ontario 

■■■»■■■  ■1H»....  Ill 


NETWORK  ACCOUNTS 


RCA  VICTOR  Co.,  Camden,  N.  J.,  in 
combination  with  RCA  Radiotron  Co. 
and  Cunningham  Tube  Co.  on  June  4 
begins  sponsorship  of  interviews  of 
Col.  Louis  McHenry  Howe,  secretary 
to  President  Roosevelt,  by  Walter 
Trumbull,  newspaper  correspondent, 
Sundays,  10-10:15  p.m.,  EDST,  over 
an  NBC  network  consisting  of  the  fol- 
1  owing  stations:  WEAF,  WTIC, 
WTAG,  WJAR,  WCSH,  WPL  WFBR, 
WRC,  WGY,  WCAE,  WTAM,  WWJ, 
WSAL  WMAQ,  KSD,  WOC,  WHO, 
WOW,  WDAF,  WTMJ,  WIBA,  KSTP, 
WEBC,  WDAY,  KFYR,  WMC,  WSB, 
WSMB,  WKY,  WFAA,  KPRC,  WOAI, 
KOA,  KDYL,  KGIR,  KGHL,  KGO, 
KFL  KGW,  KOMO  and  KHQ.  Same 
sponsors  on  May  31  only  used  special 
49-station  NBC-WEAF  hookup  for  a 
dealers  program.  Account  handled  by 
Lord  &  Thomas,  New  York. 

PALMER  HOUSE,  Chicago  (hotel), 
on  May  23  started  Floyd  Gibbons  as 
"The  World's  Fair  Reporter",  with 
short  dramatic  sketches,  over  the  fol- 
lowing NBC  network  Sundays,  Tues- 
days and  Thursdays,  8:45-9  p.m., 
EDST:  WJZ,  WBZ,  WBZA,  WBAL, 
WMAL,  WSYR,  WHAM,  KDKA, 
WGAR,  WJR  and  WLS,  with  repeat 
from  11:15-11:30  p.m.  EDST,  for  the 
following  stations:  WLW,  KWK, 
KWCR,  KSO,  KOIL,  WREN  and 
KSTP.  Lord  &  Thomas,  Chicago, 
handles  account. 

THE  WHEATENA  Corp.,  Rahway, 
N.  J.  (Wheatena  cereal)  on  Sept.  24 
starts  dramatic  sketch  with  Raymond 
Knight  on  NBC-WEAF  network,  in- 
cluding WEEI,  WTIC,  WJAR,  WRC, 
WBEN,  WGY,  WCSH,  WTAG,  WTAM 
and  WWJ,  Sundays  to  Thursdays,  in- 
clusive, 7:30-7:45  p.m.,  30  weeks;  also 
on  KGO,  KFL  KGW,  KOMO  and 
KHQ,  daily  except  Sunday  and  Thurs- 
day, 5:30-5:45  p.m.,  PST,  30  weeks. 
Both  accounts  handled  by  McKee  and 
Albright,  Philadelphia. 

THE  YANKEE  Network  reports  the 
following  accounts:  Acme  White  Lead 
&  Color  Works,  Detroit  (Lin-X),  male 
quartet,  piano  and  organ,  May  8  to 
June  23,  Mondays  and  Fridays, 
through  Henri,  Hurst  &  MacDonald, 
Chicago,  WNAC,  WEAN,  WORC, 
WMAS,  WDRC  and  WFEA;  Grocers' 
Radio  League  of  New  England,  four 
quarter  hours  and  one  half  hour 
weekly,  starting  May  15  for  13  weeks, 
two-piano  team,  vocalist  and  minstrel, 
WNAC,  WEAN,  WORC,  WICC, 
WDRC,  and  WMAS. 

ABNER  DRURY  Brewing  Co.,  Wash- 
ington, on  May  16  started  "Three 
Maids  and  a  Mike",  vocal  trio,  over 
a  special  CBS  hookup  of  WJSV, 
Alexandria,  Va.,  WBIG,  Greensboro, 
N.  C,  and  WBT,  Charlotte,  N.  C, 
6:15-6:30  p.m.,  Tuesdays  and  Thurs- 
days, 13  weeks.  Henry  J.  Kaufman 
Agency,  Washington,  handles  account. 

TASTYEAST,  Inc.,  Trenton,  N.  J., 
on  May  15  started  Pat  Barnes  in 
readings  on  NBC-WJZ  network,  in- 
cluding WBZ-WBZA,  WBAL,  WHAM, 
KDKA,  WGAR,  WJR  and  WENR, 
Mondays.  Wednesdavs  and  Thursdays, 
12:15-12:30  p.m.,  EDST.  Stack  Goble 
Advertising  Agency,  Chicago,  handles 
account. 

NATIONAL  SUGAR  Refining  Co.  of 
N.  J.,  New  York,  on  June  26  renews 
"Jack  Frost  Melody  Moments"  on 
NBC-WJZ  network,  Mondays,  9:30- 
10  p.m.,  EDST.  Gotham  Advertising 
Co.,  New  York,  handles  account. 

SUN  OIL  Co.,  Philadelphia,  has  re- 
newed Lowell  Thomas  in  "Today's 
News",  as  of  Dec.  11,  on  NBC-WJZ 
network,  daily  except  Saturday  and 
Sunday,  6:45-7  p.m.,  EST.  Roche, 
Williams  &  Cunnyngham,  Philadelphia, 
handles  account. 

LAMONT  CORLISS  &  Co.,  New  York 
(Pond's  cosmetics),  on  May  26  re- 
newed "Vanity  Fair",  variety  pro- 
gram, on  NBC-WEAF  network,  Fri- 
days, 9:30-10  p.m.,  EDST.  J.  Walter 
Thompson  Co.,  New  York,  handles 
account. 


GENERAL  CIGAR  Co.,  New  York,  on 
May  31  changed  its  advertising  plans 
to  promote  its  White  Owl  Cigars,  and 
added  the  CBS-Don  Lee  network  and 
12  other  stations  to  its  hookup,  car- 
rying the  Burns  &  Allen  feature  with 
Guy  Lombardo's  Royal  Canadians. 
Time  of  repeat  program  for  this  ad- 
ditional group  is  12:30-1  a.m.  J. 
Walter  Thompson  Co.,  New  York, 
handles  account. 

CHANGES  reported  in  CBS  accounts: 
Wyeth  Chemical  Co.  on  June  10  ex- 
tends "Jack  Dempsey's  Gymnasium" 
for  unstated  period;  Nonspi  Co.  on 
June  8  adds  KRLD;  Modern  Living, 
Inc.,  starting  May  26,  will  broadcast 
Mondays  thru  Fridays,  9:30-9:45  a. 
m.;  Congress  Cigar  Co.,  starting  June 
5,  changes  schedule  to  Mondays,  Tues- 
days and  Wednesdays,  8:30-8:45  p.m. 

UNION  OIL  Co.,  Los  Angeles,  which 
has  sponsored  the  Hollywood  Bowl 
weekly  concerts  during  the  summer 
for  several  years  over  an  NBC  Pa- 
cific coast  chain,  will  this  year  switch 
to  the  Don  Lee-CBS  network.  Lord 
&  Thomas,  Los  Angeles,  will  handle 
the  account  for  the  eight  broadcasts 
starting  in  July  and  originating  at 
KHJ,  Los  Angeles. 

AFFILIATED  PRODUCTS,  Inc.,  Chi- 
cago (Kissproof  cosmetics),  on  May 
28  renewed  Albert  Bartlett,  the  Tango 
King,  on  15  basic  CBS  stations,  plus 
Rochester,  Sundays,  2:15-3  p.m., 
EDST.  Blackett- Sample- Hummert, 
Chicago,  handles  the  account. 

FANNIE  BRICE  and  George  Olsen, 
on  the  Chase  and  Sanborn  tea  pro- 
gram, sponsored  by  Standard  Brands, 
New  York,  Wednesdays  at  8  p.m., 
EDST,  on  the  NBC-WEAF  network, 
have  been  renewed  for  16  weeks,  be- 
ginning June  14. 


TRANSCRIPTIONS 


ADDITIONAL  transcription  accounts 
placed  on  various  stations  are  re- 
ported as  follows  by  National  Adver- 
tising Records: 

Acme  White  Lead  &  Color  Works, 

Detroit   (paints) . 
Edros  Natural  Products,  Inc.,  New 

York  (Edrolax). 
Exlax   Mfg.   Co.,  Brooklyn,  N.  Y. 

(chocolate  laxative). 
Fred  Fear,  New  York  (egg  dyes) . 
Hancock  Oil  Co.,  Los  Angeles  (gas 

and  oil). 

Lambert  Pharmacal  Co.,  St.  Louis 

(Listerine). 
Paas  Dye  Co.,  Newark,  N.  J.  (Easter 

egg  dyes). 
Protective  Diet  League,  Los  Angeles 

(Kelfood). 
Rio   Grande  Oil   Co.,  Los  Angeles 

(gas  and  oil). 
Rosdex  Co.,  Philadelphia  (medicine). 
Signal  Oil  &  Gas  Co.,  Los  Angeles 

(gasoline) . 
Skelly  Oil  Co.,  Kansas  City  (Skelly 

products). 
Union    Pacific,    Chicago    &  North- 
western Railroad,  Chicago. 
Vick  Chemical  Co.,  Greensboro,  N.  C. 

(Vick  drug  products). 

TITAN  PRODUCTIONS  Co.,  tran- 
scriptions, of  San  Francisco,  has  is- 
sued a  series  of  four  quarter-hour 
disks,  which  were  given  a  preview  on 
KSCJ,  Sioux  City,  la.,  in  late  May. 
The  recordings  are  "Remote  Control", 
a  popular  revue  with  Zizz  Black, 
band  and  soloists;  "The  Iron  House", 
a  thriller;  "Barbara  Dale",  who  pre- 
sents her  "Charm  School  for  Women" 
over  NBC  on  the  Pacific  coast;  "Em- 
pire Minstrels",  a  variety  show. 

WILLIAM  A.  BOWEN  and  William 
Jennings  Bryan,  Jr.,  Los  Angeles  at- 
torneys, have  organized  a  new  tran- 
scription group  in  the  Metropolitan 
Studio,  Hollywood. 


GILLETTE  SAFETY  RAZOR  Co., 
Boston,  is  going  on  the  air  locally 
to  test  radio,  preliminary  to  a  pos- 
sible network  campaign  this  fall. 


PROSPECTS 


ACCOUNTS  that  have  previously  used 
radio  and  are  making  up  lists  during 
July  and  the  ensuing  few  months  are 
reported  by  the  James  McKittrick  Co. 
as  follows:  D.  Ghirardelli  Co.,  San 
Francisco  (chocolate  and  mustard) ; 
The  Colorado  Ass'n,  Denver  (com- 
munity advertising) ;  St.  Petersburg 
Chamber  of  Commerce,  St.  Peters- 
burg, Fla.  (community  advertising) ; 
Mantle  Lamp  Co.  of  America,  Chicago 
(kerosene  mantle  lamps);  Scholl  Mfg. 
Co.,  Chicago  (Dr.  Scholl's  Zino-Pads) ; 
William  Wrigley,  Jr.  Co.,  Chicago 
(chewing  gum) ;  Swain  Nelson  &  Sons 
Co.,  Glenview,  111.  (nursery  stock, 
etc.)  ;  Arzen  Laboratories,  Clinton,  la. 
(proprietary  medicine)  ;  Carey  Salt 
Co.,  Hutchinson,  Kan.;  Ballard  & 
Ballard  Co.,  Louisville  (wheat  flour 
and  feeds);  Field  &  Flint  Co.,  Brock- 
ton, Mass.  (men's  leather  shoes) ; 
Buffalo  Wire  Works  Co.,  Buffalo, 
N.  Y.  (wire  cloth,  etc.) ;  General  Cigar 
Co.,  New  York;  Apex  Electrical  Mfg. 
Co.,  Cleveland  (electrical  appliances); 
France  Mfg.  Co.,  Cleveland  (electri- 
cal equipment)  ;  Joseph  &  Feiss  Co., 
Cleveland  (men's  clothing) ;  Muster- 
ole  Co.,  Cleveland  (Musterole  and 
Zemo)  ;  Tennessee  Products  Corp., 
Nashville  (Breethem) ;  Carnation  Co., 
Milwaukee  (evaporated  milk). 

HECKER-H-0  Co.,  Buffalo  (foods) 
makes  up  lists  in  June,  July  and 
March,  including  radio.  W.  H.  Thorn- 
burg  is  advertising  manager.  Adver- 
tising of  Force  whole  wheat  flakes  is 
placed  by  Erwin,  Wasey  &  Co.,  New 
York;  Pacific  Coast  advertising  of 
H-0  oats  is  placed  by  McCann-Erick- 
son.  New  York;  balance  of  advertis- 
ing is  placed  by  Gotham  Advertising 
Co.,  New  York. 

WARREN  TELECHRON  Co.,  Ash- 
land, Mass.  (Telechron  electric  clocks, 
motors,  etc.) ,  makes  up  list  during 
June  and  January,  including  radio. 
William  K.  Opdyke  is  advertising  man- 
ager. Advertising  is  placed  through 
the  Boston  office  of  N.  W.  Ayer  & 
Son. 

A.  J.  TOWER  Co.,  Boston  (Fish  brand 
waterproof  clothing)  makes  up  lists 
in  June  and  January,  including  radio. 
Paul  G.  Hudson  is  advertising  mana- 
ger. N.  W.  Ayer  &  Son,  Philadelphia, 
handles  account. 

RADIO  will  be  used  along  with  news- 
papers in  a  campaign  by  American 
National  Gasoline  Co.,  Detroit,  which 
will  be  handled  by  Martin,  Inc.,  new 
agency  in  the  Fox  Theater  Bldg.,  De- 
troit. 

SAL-O-DENT  LABORATORIES,  St. 
Louis  (Sal-O-Mint  Toothpaste),  will 
use  radio  with  newspapers  in  the 
middle  west  and  southwest  in  a  cam- 
paign handled  by  Jim  Daugherty, 
Inc.,  211  No.  7th  St.,  St.  Louis. 

WILLIAM  G.  BELL  Co.,  Boston 
(Bell's  poultry  seasoning),  makes  up 
lists  during  June,  including  radio. 
Norman  S.  Dillingham  is  advertising 
manager.  Account  is  handled  by  N. 
W.  Ayer  &  Son,  Philadelphia. 

EXCELEX  PRODUCTS  Co.,  St.  Paul 
(kitchen  cleanser),  will  use  radio  with 
newspapers  in  an  account  being  han- 
dled by  Greve  Advertising  Agency,  St. 
Paul. 

GODISSART  COSMETIC  Co.,  1705 
North  Kenmore  Ave.,  Los  Angeles, 
will  undertake  a  summer  advertising 
campaign  including  radio  (nationally) 
on  certain  stations.  Firm  conducts 
14  retail  stores  on  the  west  coast  with 
perfumes  and  cosmetics. 


WLEU  have  been  assigned  by  the 
Radio  Commission  as  the  call  let- 
ters for  the  new  station  at  Erie, 
Pa.,  authorized  May  9  on  applica- 
tion of  Leo  J.  Omelian.  To  oper- 
ate on  1420  kc.  with  100  watts 
night  and  250  day,  unlimited  time, 
the  station  takes  over  the  facili- 
ties of  WERE,  Erie,  deleted  sev- 
eral months  ago. 
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AGENCIES  AND 
REPRESENTATIVES 


R.  G.  TIMMERMAN,  former  head  of 
the  radio  department  of  the  Charles 
Daniel  Frey  Co.,  Chicago  agency,  has 
joined  the  staff  of  Free  &  Sleininger, 
Chicago  radio  representatives.  From 
]917  to  1925  Mr.  Timmerman  was 
head  of  the  media  department  of  the 
D'Arcy  Advertising  Co.,  St.  Louis,  and 
later  was  with  Allen-Klapp  Co.,  Chi- 
cago newspaper  representatives.  Free 
&  Sleininger's  representation  now  in- 
cludes WGR,  and  WKBW,  Buffalo; 
WGAR,  Cleveland;  WOC-WHO,  Dav- 
port-Des  Moines;  WJR,  Detroit; 
WD  AY,  Fargo,  N.  D.;  WHB,  Kansas 
City;  WTMJ,  Milwaukee;  KSTP,  St. 
Paul;  WMCA,  New  York;  WMBD, 
Peoria,  111.;  WCAE,  Pittsburgh,  and 
WSYR,  Syracuse. 

THE  ARMAND  Co.,  124  Des  Moines 
Ave.,  Des  Moines,  la.  (cosmetics),  has 
appointed  Coolidge  Advertising  Co., 
Des  Moines,  to  place  its  radio  adver- 
tising; R.  H.  Gary,  vice  president  of 
the  agency,  handles  the  account. 
Steuerman  Advertising  Agency,  New 
York,  handles  the  newspaper  and  N. 
W.  Aver  &  Son,  Chicago,  handles  the 
magazine  advertising. 

COWAN  &  DENGLER,  Inc.,  25  West 
45th  St.,  New  York,  has  been  ap- 
pointed to  place  the  radio  advertising 
in  the  New  York  territory  of  Crazy 
Water  Hotel  Co.,  Mineral  Wells,  Tex. 
(Crazy  Water  Crystals).  H.  B.  Carl- 
ton is  manager  of  the  New  York  of- 
fice of  Crazy  Water  Co.  at  2383 
Broadway. 

EMIL  BRISACHER  &  STAFF,  San 
Francisco,  has  started  a  campaign  for 
Paraffine  Companies,  Inc.,  San  Fran- 
cisco, using  radio  with  newspaper 
copy  to  urge  renovizing  and  the  use 
of  paints,  flooring,  roofing,  shingles, 
etc.,  to  repair  business  damaged  by 
the  recent  Southern  California  earth- 
quake. 


TOM  WALLACE,  former  KNX  an- 
nouncer, Hollywood,  has  opened  a  ra- 
dio agency  at  331  N.  Gower  St.,  Holly- 
wood and  is  handling  KTM  Ranch 
Boys  act  nightly  for  Crazy  Water 
Hotel  Co.,  Mineral  Springs,  Tex. 
Broadcast  will  be  sponsored  by  Crazy 
Water  dealers  of  Southern  California. 

EDWARD  RETRY  &  Co.,  Inc.,  has 
been  appointed  exclusive  national  ad- 
vertising representatives  of  WSB,  At- 
lanta, and  WTAR,  Norfolk,  Va.  This 
brings  the  total  number  of  stations 
represented  by  the  Petry  company 
to  22. 

EDWARD  DAVENPORT,  formerly 
merchandising  advisor  for  the  Long 
Beach  (Gal.)  Press-Telegram,  after 
a  business  trip  east  has  established 
his  own  agency  in  Long  Beach  to 
handle  radio  and  other  accounts. 

WHITE  STAR  REFINING  Co.,  De- 
troit has  appointed  Batten,  Barton, 
Durstine  &  Osborn,  New  York,  to 
handle  its  national  advertising. 

R.  M.  HOLLINGSHEAD  Co.,  Camden, 
N.  J.  (whiz  automotive  polish  and 
chemicals),  has  appointed  Badger  and 
Browning  &  Hersey,  Inc.,  New  York, 
to  handle  its  account. 

CRADDOCK-TERRY  Co.,  Lynchburg, 
Va.  (shoes),  has  appointed  HanfT- 
Metzger,  Inc.,  New  York,  to  handle 
its  account. 

TANGLEFOOT  Co.,  Grand  Rapids, 
Mich.  (fly  paper),  has  appointed 
Stevens,  Palmer  &  Stevens,  Grand 
Rapids,  to  handle  its  account. 

P.  DUFF  &  SONS,  Inc.,  Pittsburgh 
(gingerbread,  molasses,  etc.)  has  ap- 
pointed the  Pittsburgh  office  of  Bat- 
ten, Barton,  Durstine  &  Osborn  to 
handle  its  account. 

PLANTER'S  NUT  &  CHOCOLATE 
Co.,  Suffolk,  Va.,  and  Wilkes  -  Barre, 
Pa.,  has  appointed  J.  Walter  Thomp- 
son Co.,  New  York,  to  handle  its 
account. 


STUDIO  NOTES 


MARKING  the  tenth  anniversary  of 
the  inauguration  of  religious  pro- 
grams on  a  large  scale  on  the  com- 
bined NBC  networks,  a  dinner  was 
held  May  23  at  the  Waldorf  Astoria 
Hotel  by  the  church  leaders  interested 
in  the  enterprise.  Ten  national  re- 
ligious radio  speakers  thanked  NBC 
officials  for  the  programs,  which  are 
broadcast  without  charge,  in  behalf  of 
the  churches  and  the  listeners.  M.  H. 
Aylesworth,  president  of  NBC,  and 
other  NBC  executives  were  present. 

TWO  NEW  weekly  NBC  programs 
originated  May  31  and  thereafter  at 
WCKY,  Covington,  Ky.,  according  to 
announcement  by  L.  B.  Wilson,  presi- 
dent of  WCKY.  "Happy  Days  in 
Dixie",  comprising  southern  songs  and 
music,  will  be  offered  each  Wednesday 
at  2:30  p.m.,  EST,  under  direction  of 
Maurice  Thompson,  studio  director. 
On  the  same  day  a  concert  of  popu- 
lar music  by  Theodore  Hahn,  Jr.,  and 
his  Liberty  Theater  orchestra  will  be 
broadcast  direct  from  the  theater  or- 
chestra pit. 

BRIEF  interviews  of  some  of  the  292 
Nebraska  applicants  for  admission  to 
reforestation  camps  were  conducted 
by  Karl  Stefan,  the  Printer's  Devil, 
in  the  daily  "Voice  of  the  Street"  pro- 
gram over  WJAG,  Norfolk,  Neb.,  May 
17.  Stefan  also  questioned  the  moth- 
ers on  hand,  army  officers  and  civilian 
directors  and  in  all  gave  a  graphic 
picture  of  the  examination. 

FOLLOWING  a  successful  week  at  the 
Ambassador  Theatre  in  St.  Louis,  dur- 
ing which  all  attendance  records  for 
the  last  two  years  were  broken,  in- 
cluding the  records  set  by  Bing 
Crosby,  Thurston  the  Magician,  Jackie 
Cooper  and  "42nd  Street" — "Hank" 
Richards'  KMOX  County  Fair  went 
on  a  barnstorming  swing  around  the 
midwest  Fox  Theatres  in  latter  May. 

CONDUCTED  along  the  lines  of  the 
Columbia  Revue,  with  the  purpose  of 
introducing  the  station's  acts  to  the 
audience,  WFBE,  Cincinnati,  stages  a 
"Variety  Frolic"  Monday  nights,  with 
George  Case,  staff  announcer,  as 
master  of  ceremonies  assisted  by  Con- 
nie Barleau,  vocalist,  and  Jimmy  Lee, 
pianist. 

MICHIGAN  State  Network  has  com- 
missioned George  O.  Hackett,  Detroit, 
to  conduct  a  listener  interest  survey 
in  the  cities  covered  by  its  seven  mem- 
ber stations,  deriving  its  data  by  per- 
sonal interviews  at  radio  homes  and 
by  contacting  retailers,  wholesalers 
and  jobbers. 

THE  HARRISBURG  Variety  Pro- 
gram, originated  by  WHP,  Harris- 
burg,  has  been  assigned  regular  time 
on  a  coast-to-coast  CBS  network.  A. 
K.  Redmond,  program  director,  pro- 
duces and  announces  the  show. 

KFRU,  Columbia,  Mo.,  broadcasts  spe- 
cial late  evening  DX  programs  weekly 
which  are  heard  consistently  in  New 
Zealand,  according  to  Robert  W.  Ben- 
nett, vice  president  and  general  man- 
ager. 

WFAS,  White  Plains,  N.  Y.,  has  been 
sponsoring  a  script-writing  contest 
among  listeners,  and  The  Gossips,  who 
appear  on  WFAS  each  Monday  night, 
will  produce  the  winning  script  the 
middle  of  June. 

WPRO,  Providence,  on  May  15  moved 
its  studios  from  the  Loew's  State 
Building  to  the  Metropolitan  Theater 
Building.  Entirely  new  equipment 
was  installed. 

AFTER  a  few  weeks  on  KFRC,  San 
Francisco,  the  Remar  Baking  Co., 
Oakland,  moved  its  one-hour  weekly 
broadcast,  the  "Remar  Jubilee",  to 
KLX,  Oakland.  The  show,  entirely 
revamped,  is  staged  in  the  theater  of 
the  Women's  City  Club  of  Oakland. 
Tickets  are  distributed  free  by  the 
sponsor  upon  application  on  a  coupon 
printed  daily  in  the  Oakland  Tribune. 


KMPC,  Beverly  Hills,  Cal.,  has  started 
to  publish  the  "KMPC  Microphone" 
weekly,  which  is  sent  to  fans  who 
send  in  a  stamp  for  each  issue.  Steve 
Fisher  is  editor,  with  Hal  Chambers 
business  manager  and  John  Mclntyre, 
announcer-reporter. 

WHOM,  Jersey  City,  has  opened  a 
New  York  studio  in  the  Hotel  Presi- 
dent. It  also  maintains  a  studio  at 
Newark. 

THE  RADIO  ORACLE,  a  new  feature 
on  WBT,  Charlotte,  N.  C,  every  Sun- 
day, answers  letters  of  inquiry  from 
listeners  regarding  popular  radio  en- 
tertainers. 

A  DRAMATIZATION  of  the  presi- 
dential inaugural  ceremonies,  pre- 
sented recently  by  pupils  of  the  Esek 
Hopkins  Junior  High  School,  Provi- 
dence, R.  I.,  was  carried  as  part  of 
the  semi-weekly  education  broadcasts 
by  WEAN,  Providence. 

AS  A  VEHICLE  for  food  accounts, 
KLX,  Oakland,  Cal.,  is  broadcasting 
"International  Kitchen",  featuring 
Gladys  Cronkhite,  home  economics  di- 
rector, six  mornings  a  week. 

EIGHT  insurance  agents  of  Macon, 
Ga.,  cooperated  in  sponsoring  a  daily 
quarter-hour  broadcast  over  WMAZ, 
Macon,  during  Financial  Independ- 
ence Week.  Local  speakers  were  fea- 
tured. 


EQUIPMENT 


GENERAL  RADIO  Co.,  Cambridge, 
Mass.,  in  its  General  Radio  Experi- 
menter for  April-May,  describes  its 
newly  developed  Type  531-A  power 
supply  for  use  with  the  Type  575-D 
piezo-electric  oscillator.  By  means  of 
this  power  pack,  users  of  (Seneral  Ra- 
dio frequency  monitors  can  dispense 
with  batteries  and  operate  the  crystal 
oscillator  from  the  a.c.  line. 

THE  DOORMAN  Mfg.,  Co.,  Los  An- 
geles, producer  of  Vocal  Phone,  an 
electric  inter-communicating  system, 
announces  that  it  will  distribute  from 
New  York  and  Chicago  in  the  fall. 
Agency  affiliations  for  radio  and  news- 
paper advertising  have  not  yet  been 
selected. 

MORRILL  &  MORRILL,  Nevv  York, 
has  issued  a  new  price  list  of  its  high 
voltage  condensers  for  broadcasting 
stations. 

KHJ,  Los  Angeles,  has  installed  new 
Western  Electric  equipment  which  will 
enable  it  to  transmit  three  programs 
simultaneously.  The  station  can  now 
feed  a  program  to  the  Don  Lee-Cali- 
fornia chain,  one  to  the  CBS,  and 
one  locally  all  at  the  same  time. 


Securities  Measure 

AS  FINALLY  agreed  to  by  Sen- 
ate and  House  conferees,  the  Fed- 
eral Securities  Bill,  as  it  was 
signed  by  President  Roosevelt  on 
May  27,  has  been  stripped  of  the 
provisions  which  would  have  inter- 
fered with  radio  advertising.  Those 
provisions  which  would  have 
blocked  interstate  circulation  of 
periodicals  and  limited  radio  adver- 
tising of  securities  lawful  in  the 
state  in  which  they  originated,  but 
unlawful  in  states  in  which  they 
have  circulation  or  coverage,  have 
been  eliminated. 

In  advertising  circles,  a  diver- 
gence of  opinion  exists  as  to 
whether  the  measure  will  encour- 
age or  impede  securities  advertis- 
ing. The  fact  that  the  bill  throws 
so  many  restrictions  around  the 
sale  and  advertising  of  securities, 
it  is  felt  in  one  quarter,  will  tend 
to  limit  the  amount  of  advertising 
placed  both  on  the  air  and  in 
print. 


Keep  Step  in  Pittsburgh 
With  WCAE's  Progress 


New  Transmitter  Site 


1,240,000  Population  Within  Radius  of  Ten  Miles. 

"The  evidence,"  said  R.  H.  Hyde,  examiner,  in  approving 
WCAE's  application  to  move  the  transmitter,  "indicates  that 
the  proposed  move  would  be  a  constructive  step.  The  new  lo- 
cation offers  advantages  that  should  result  in  a  more  uniform 
field  intensity  over  the  natural  service  area  of  the  station." 

WCAE,  INCORPORATED 

1220  Kilocycles  1000  Watts 
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OVERAO 


Postal  Telegraph  covers  this  country 


#  The  Post  Office  Department  maintains 
some  50,000  Post  Offices  in  the  United 
States.  But  Postal  Telegraph  accepts  mes- 
sages for  delivery  in  more  than  70,000 
communities. 

Postal  Telegraph  maintains  its  own  com- 
plete commercial  telegraph  offices  in  those 
cities  which  account  for  95%  of  the  tele- 
graph traffic.  In  small  cities,  one  office;  in 
metropolitan  centers,  hundreds.  Moreover, 
every  office  is  manned  entirely  by  Postal 
Telegraph  employees  and  linked  directly 
with  Postal  Telegraph  circuits. 

Our  facilities  are  placed  where  they  can 
serve  best  in  speeding  the  messages  of 
American  business — where  they  can  provide 
the  most  accurate,  dependable,  fast  com- 
munication that  telegraphy  can  offer.  We 
stretch  our  lines  where  business  wants  them, 
open  our  offices  where  business  can  use  them. 

Naturally  there  are  thousands  of  small 
communities  where  no  telegraph  company 
maintains  an  office.  But  for  each  and  every 
one  of  these  places,  Postal  Telegraph  ac- 


cepts your  messages  and  through  its  connec- 
tions transmits  them  quickly  and  accurately. 

Furthermore,  Postal  Telegraph  service  is 
not  confined  to  the  United  States.  It  offers 
you  efficient,  economical  message  communi- 
cation to  the  entire  world... via  the  coordi- 
nated telegraph,  cable  and  radio  facilities  of 
the  great  International  System,  of  which  it 
is  a  part.  No  matter  whom  your  message 
must  reach,  nor  to  what  part  of  the  world 
it  may  be  addressed,  Postal  Telegraph  and 
its  affiliated  communication  companies  al- 
ways see  your  message  through. 


Supplementary  Services 

Air  Express  Pick-up  and  Delivery 

Air  Travel  Reservations 
Bus  Express  Pick-up  and  Delivery 

Bus  Travel  Reservations 
Circular  ond  Sample  Distribution 
Errands  ond  Package  Delivery 
Gift  and  Purchase  Service 
Marine  Reports 
Money  Order  Service 
Personal  Service  Bureau 
Theatre  Ticket  Service 

Telegroms  Direct  from  the 
Highways  via  Standard  Oil  and 
Colonial  Beacon  Gas  Stations 


0  Postal  Telegraph  is  the  only  American  tele- 
graph  company  that  offers  a  world-wide  service 
of  coordinated  telegraph,  cable  andradio  com- 
munications under  a  single  management. 


THE      IIVTERXATIOIVAI.  SYSTEM 

Tostal  Tdcgvapb 


Commercial 
Cables 


Clll  Clmerica 
Cables 
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ACTIONS   OF  THE 


FEDERAL    RADIO  COMMISSION 

MAY  13  TO  MAY  29  INCLUSIVE 


Applications  .  .  . 

MAY  13 

WJEJ,  Hagerstown,  Md. — Voluntary  assignment  of  li- 
cense to  Hagerstown  Broadcasting  Co. 

WICC,  Bridgeport,  Conn. — Modification  of  CP  to  move 
transmitter  locally,  to  extend  completion  date  from 
5-10-33  to  6-10-33. 

WHAM,  Rochester,  N.  Y. — CP  to  install  additional 
equipment  and  increase  power  from  25  kw.  to  50  kw. 

WORC-WEPS,  Worcester,  Mass. — CP  to  install  new 
transmitter,  change  frequency  from  1200  kc.  to  1280  kc, 
and  increase  power  from  100  w.  to  500  w. 

WPTF,  Raleigh,  N.  C. — Modification  of  license  to  in- 
crease hours  of  operation  from  limited — KPO  to  unlimited 
time ;  also  CP  to  install  new  transmitter  at  site  to  Be 
determined,  near  Raleigh,  and  increase  power  from 
1  kw.  to  5  kw. 

WENC,  Americus,  Ga. — Voluntary  assignment  of  li- 
cense to  Americus  Broadcast  Corp. 

KTAT,  Fort  Worth — Modification  of  license  to  change 
hours  of  operation  from  sharing  with  WACO  equally 
to  unlimited  time  (facilities  of  WACO,  Waco,  Tex.). 
WACO,  Waco,  Tex. — CP  to  install  new  transmitter,  and 
change  from  1240  kc,  1  kw.,  sharing  with  KTAT  equal- 
ly to  1420  kc,  100  w.,  specified  hours  of  operation  (fa- 
cilities of  KGKB,  Tyler,  Texas). 

KGKB,  Tyler,  Tex. — Modification  of  license  to  change 
hours  of  operation  from  unlimited  to  specified  hours. 

MAY  16 

WDEL,  Wilmington,  Del. — Modification  of  license  to 
increase  power  from  250  w.  night,  500  w.  day,  to  500  w. 

WORK,  York,  Pa. — Modification  of  license  to  change 
from  1  kw.  power,  D,  to  250  w.  night,  1  kw.  day,  un- 
limited time. 

WODX,  Mobile,  Ala. — Modification  of  license  to  change 
hours  of  operation  from  simultaneous  day,  share  with 
WSFA  night  to  unlimited  time,  and  change  frequency 
from  1410  kc.  to  1380  kc. 

WMAQ,  Chicago — CP  to  move  transmitter  from  Addi- 
son, lU.,  to  3.5  miles  south  of  Downer's  Grove,  111.,  in- 
stall new  transmitter,  and  increase  power  from  5  kw. 
to  50  kw. 

KSO,  Des  Moines — CP  to  install  new  transmitter  at 
site  to  be  determined,  near  Des  Moines,  increase  power 
from  100  w.  night,  250  w.  day  to  250  w.  night,  500  w. 
day,  and  change  frequency  from  1370  kc.  to  1120  kc.  (fa- 
cilities of  WIAS,  Ottumwa,  la.). 

KGEK,  Yuma,  Col. — Modification  of  license  to  change 
name  of  licensee  to  Elmer  G.  Beehler,  and  change  speci- 
fied hours  of  operation. 

KIFH,  Juneau,  Alaska. — Modification  of  CP  for  a  new 
station  at  Juneau,  to  extend  commencement  and  com- 
pletion dates  to  6-1-33  and  9-1-33,  respectively. 

KIEM,  Eureka,  Cal. — License  to  cover  CP,  as  modi- 
fied, for  a  new  station,  1210  kc,  100  w.,  D. 

Application  returned  to  applicant:  WJEJ,  Hagers- 
town,  Md. — Involuntary  assignment  of  license  from  A. 
V.  Tidmore. 

MAY  18 

WSYR-WMAC,  Syracuse,  N.  Y. — CP  to  change  trans- 
mitter site  locally,  to  be  determined,  install  new  trans- 
mitter and  increase  power  from  250  to  500  w. 

WGBI,  Scranton,  Pa. — License  to  cover  CP  granted 
3-17-33  for  changes  in  equipment. 

WEXL,  Royal  Oak,  Mich. — CP  to  make  changes  in 
equipment  and  increase  power  from  50  to  100  w. 

WJBY,  Gadsden,  Ala. — Consent  to  involuntary  as- 
signment of  license  from  Gadsden  Broadcasting  Co.,  Inc. 

WJBY,  Gadsden,  Ala. — CP  to  move  transmitter,  exact 
location  to  be  determined  on  Anniston  highway,  move 
studio  to  Third  and  Chestnut  streets. 

KMLB,  Monroe,  La. — CP  to  change  transmitter  loca- 
tion 1  mile  to  City  Park-Forsythe  Ave.,  change  fre- 
quency, power  and  hours  from  1200  kc.-lOO  w.,  unlim- 
ited hours  to  590  kc,  250  w.,  specified  hours  and  change 
equipment. 

KGDY,  Huron,  S.  D.— Modification  of  CP  granted 
2-21-33  to  extend  date  of  completion  to  8-21-33. 

WGES,  Chicago — Modification  of  license  to  change 
hours  of  operation  from  shares  with  WJKS  (WJKS  4/7 
time;  WGES  3/7  time)  to  specified  hours. 

MAY  20 

WFBC,  Greenville,  S.  C. — License  to  cover  CP  to  move 
station  from  Knoxville,  Tenn.,  to  Greenville;  install 
new  transmitter,  increase  power  from  50  w.  to  100  w. 
night,  250  w.  day,  change  hours  of  operation  from  shar- 
ing with  WBHS  to  unlimited. 

KVOO,  Tulsa,  Okla. — Modification  of  CP  as  modified, 
to  extend  date  of  completion  to  Sept.  17. 

WKBF,  Indianapolis — Modification  of  CP  to  change 
authorized  transmitter  location. 

KGIR,  Butte,  Mont. — Modification  of  license  to  change 
frequency  from  1360  kc.  to  1340  kc,  amended  to  request 
increase  in  power  from  500  w.  to  500  w.  night,  1  kw.  D. 

KROW.  Oakland,  Cal. — CP  to  install  new  transmitter. 

Applications  returned :  WLTH,  Brooklyn — CP  to  in- 
stall new  auxiliary  transmitter;  NEW,  Donald  E.  Bean 
&  Wendell  S.  Clark,  Danbury,  Conn. — CP  for  a  new  sta- 


tion, 1310  kc,  100  w.,  unlimited  time;  NEW,  Southland 
Radio  Corp.,  Shreveport,  La. — CP  for  a  new  station, 
1210  kc,  100  w.,  unlimited  time,  facilities  of  KWEA, 
Shreveport. 

MAY  23 

WARD,  Brooklyn — Consent  to  involuntary  assignment 
of  license  from  U.  S.  Broadcasting  Corp.  to  Anna  Unger. 

WJBK,  Detroit — Modification  of  license  to  change  hours 
of  operation  from  specified  to  unlimited  time. 

WIBM,  Jackson,  Mich. — Modification  of  license  to 
change  hours  of  operation  from  specified  to  unlimited 
time. 

Applications  returned  :  WMT,  Waterloo,  la. — Modifi- 
cation of  license  to  increase  day  power  from  500  w.  to 
1  kw.  ;  WODX,  Mobile,  Ala. — Modification  of  license  to 
change  frequency  from  1410  kc  to  1380  kc.  and  change 
hours  of  operation  from  simultaneous  day,  sharing  with 
WSFA  at  night  to  unlimited  time;  WJAC,  Johnstown, 
Pa. — Consent  to  voluntary  assignment  of  license  to 
WJAC,  Inc. 

MAY  26 

WODA,  Paterson,  N.  J. — Consent  to  voluntary  assign- 
ment of  license  to  WODAAM  Corp. 

WAAM,  Newark,  N.  J. — Consent  to  voluntary  assign- 
ment of  license  to  WODAAM  Corp. 

WJAC,  Johnstown,  Pa. — Consent  to  voluntary  assign- 
ment of  license  to  WJAC,  Inc. 

WEHC,  Emory,  Va. — Modification  of  CP  to  move  sta- 
tion from  Emory  to  Charlottesville,  Va.,  extend  comple- 
tion date  to  8-28-33. 

KNOW,  Austin,  Tex. — Modification  of  CP  (to  install 
new  transmitter)  to  change  transmitter  site  locally  and 
extend  commencement  date  to  30  days  after  grant  and 
completion  date  to  90  days  thereafter. 

NEW,  Shreveport,  La. — Southland  Radio  Corp.  for 
CP,  1210  kc,  100  w.,  unlimited  time  (facilities  of  KWEA, 
Shreveport)  resubmitted,  amended  to  change  transmit- 
ter site  locally. 

NEW,  Bessmay,  Tex. — Reybern  D.  Huffman  for  CP, 
1200  kc,  100  w.  D. 

MAY  28 

KARK,  Little  Rock,  Ark.. — CP  to  make  changes  in 
equipment. 

WODX,  Mobile,  Ala. — Modification  of  license  to  change 
frequency  from  1410  kc.  to  1380  kc,  change  hours  from 
simultaneous  day  with  WSFA,  shares  night  with  WSFA, 
to  unlimited. 

NEW,  Huntington  Park,  Cal. — Fred  L.  Packard  and 
G.  Hepp  for  CP  to  use  1300  kc,  500  w.,  share  KFAC. 

Application  returned :  KMLB,  Monroe,  La. — CP  to 
change  transmitter  site  locally,  install  new  equipment, 
change  frequency,  power  and  hours  from  1200  kc,  100 
w.,  unlimited,  to  590  kc,  250  w.,  specified  hours. 


Decisions  ... 

MAY  16 

Set  for  hearing:  KGER,  Long  Beach,  Cal. — Modifica- 
tion of  license  to  change  studio  location  from  435  Pine 
Ave.,  Long  Beach,  to  605  So.  Broadway,  Los  Angeles. 

Application,  heretofore  set  for  hearing,  dismissed  at 
request  of  applicant :  WJBK,  Detroit — Modification  of  li- 
cense, 1370  kc,  100  w.,  50  w.  LS. 

KGER,  Long  Beach,  Cal. — Granted  permission  to  take 
depositions  of  two  witnesses  at  Los  Angeles  on  May  24. 

KTM,  Los  Angeles — Granted  permission  to  take  cer- 
tain depositions  in  Los  Angeles  on  May  29,  in  re  appli- 
cation for  renewal  of  license  and  voluntary  assignment 
of  license. 

WIL,  St.  Louis — Granted  permission  to  intervene  in 
the  application  of  WTAD  for  permission  to  move  to 
E.  St.  Louis,  III. 

Pursuant  to  mandate  of  the  Court  of  Appeals  of  the 
District  of  Columbia  affirming  the  decision  of  the  Com- 
mission of  May  6,  the  following  grants  were  made : 

WMCA,  New  York — Granted  modification  of  license 
for  the  use  of  570  kc.  with  500  w.,  sharing  time  with 
WPCH,  effective  June  5. 

WPCH,  New  York — Granted  modified  license  for  the 
use  of  570  kc.  with  500  w.,  sharing  time  with  WMCA, 
effective  June  5. 

WNYC,  New  York — Granted  modified  license  for  use 
of  810  kc.  with  500  w.  and  D  hours  until  sunset  at 
Minneapolis,  effective  for  regular  license  period. 

To  allow  WNYC  an  opportunity  to  install  its  crystal 
control  equipment  on  810  kc,  the  Commission  granted 
the  following  special  temporar.v  authorizations :  WNYC 
and  WMCA  to  share  570  kc.  with  500  w.  power  until 
3  a.m.  June  5  ;  WPCH,  to  use  810  kc.  with  500  w.  power 
and  D  hours  until  sunset  at  Minneapolis  for  same 
period. 

WODX,  Mobile,  Ala. — Granted  special  temporary  au- 
thority to  operate  with  250  w.,  not  to  exceed  10  days, 
pending  repair  of  generator. 

WINS,  New  York — Granted  60-day  authority  to  oper- 
ate experimental  transmitter  W2XBF  on  1180  kc.  at 
new  location,  Carlstadt,  N.  J.,  from  2  to  6  a.m.,  EST. 

KGER,  Long  Beach,  Cal. — Granted  petition  to  inter- 
vene in  the  application  of  KFPY,  Spokane,  Wash.,  to 
transfer  to  890  kc,  and  of  KGIR,  Butte,  Mont.,  to  trans- 
fer to  1340  kc. 


MAY  19 

KLRA,  Little  Rock,  Ark. — Granted  modification  of  li- 
cense to  increase  hours  of  operation  from  specified  hours 
to  unlimited  time. 

KGHI,  Little  Rock,  Ark. — Granted  CP  to  make  changes 
in  equipment  and  increase  day  power  from  100  to  250 
w.,  on  1200  kc,  unlimited  time. 

WFDF,  Flint,  Mich. — Granted  renewal  of  license,  1310 
kc,  100  w.,  unlimited  time. 

WEXL,  Royal  Oak,  Mich. — Granted  renewal  of  license, 
1310  kc,  50  w.,  unlimited  time. 

WCAT,  Rapid  City,  S.  D. — Granted  authority  to  dis- 
continue operation  from  June  2  to  Sept.  10,  during  regu- 
lar summer  vacation. 

NEW,  San  Juan,  P.  R. — Granted  CP  for  new  station 
to  operate  on  1290  kc,  500  w.,  unlimited  time. 

WICC,  Bridgeport,  Conn. — Granted  modification  of  CP 
extending  completion  date  to  June  10. 

WMBH,  Joplin,  Mo. — Granted  special  temporary  au- 
thority to  operate  special  hours. 

Set  for  hearing :  WARD,  Brooklyn — Modification  of  li- 
cense to  change  hours  of  operation  from  sharing  with 
WFOX,  WLTH  and  WBBC  to  unlimited  time.  (Facili- 
ties of  WFOX,  WLTH  and  WBBC). 

KGIR,  Butte,  Mont. — Granted  authority  to  take  depo- 
sitions of  15  witnesses  located  in  Butte  on  May  22  in  re 
Docket  No.  2011. 

KFPY,  Spokane,  Wash. — Granted  authority  to  take 
depositions  of  certain  witnesses  at  Salt  Lake  City  on 
May  20 ;  Idaho  Falls  on  May  22,  and  Spokane  on  May 
23,  in  re  Docket  2008. 

KELW,  Burbank,  Cal. — Granted  authority  to  take  dep- 
ositions of  certain  witnesses  at  Burbank,  Cal.,  on  May 
22  in  re  Dockets  1957  and  1964. 

KFPY,  Spokane,  Wash. — Granted  special  authority  to 
operate  a  10-w.  crystal  controlled  oscillator  on  1340  kc. 
between  2  and  7  a.m..  May  17  to  25. 

MAY  23 

WAMC,  Anniston,  Ala. — Granted  CP  to  install  new 
equipment,  move  studio  locally  in  Anniston,  and  move 
transmitter  to  a  location  to  be  determined. 

WMBO,  Auburn,  N.  Y. — Granted  license  covering  re- 
building of  station  and  moving  transmitter  locally ;  1310 
kc,  100  w.,  unlimited  time. 

WHBQ,  Memphis,  Tenn. — Granted  license  covering 
local  move  of  transmitter;  1370  kc,  100  w.,  unlimited 
time. 

KICA,  Clovis,  N.  M. — Granted  license  covering  local 
move  of  transmitter  and  studio;  1370  kc,  100  w.,  shares 
with  KGFL. 

WOR,  Newark,  N.  J. — Granted  modification  of  CP  ex- 
tending commencement  date  to  June  16  and  completion 
date  to  Nov.  16. 

KREG,  Santa  Ana,  Cal. — Granted  authority  to  instaE 
new  DCC  automatic  frequency  control  equipment. 

WBAL,  Baltimore — Synchronization  authorization  ex- 
tended for  a  period  of  three  months  from  June  1. 

WKBF,  Indianapolis — Granted  authority  to  use  time 
of  WBAA  from  May  29  to  Oct.  6,  inclusive,  during  sum- 
mer vacation  period  of  Purdue  University,  licensee  of 
WBAA. 

WBAA,  W.  Lafayette,  Ind. — Granted  authority  to  cease 
operation  from  May  27  to  Oct.  6,  during  summer  vaca- 
tion. 

KFNF,  Shenandoah,  la. — Granted  extension  of  special 
authority  from  June  1  to  July  1,  to  use  time  assigned  to 
but  not  used  by  KUSD  and  WILL. 

KWSC,  Pullman,  Wash. — Granted  authority  to  reduce 
hours  of  operation  from  June  1  to  Sept.  30. 

Set  for  hearing :  WOW,  Omaha,  Neb. — Modification  of 
license  to  increase  hours  of  operation  from  sharing  with 
WCAJ  to  unlimited  time. 

KICK,  Red  Oak,  la. — Granted  CP  to  move  transmitter 
and  studio  from  601  Summit  St.,  Red  Oak,  to  Carter 
Lake,  la.,  in  keeping  with  a  mandate  of  the  Court  of 
Appeals  of  the  District  of  Columbia  affirming  the  deci- 
sion of  the  Commission  of  Sept.  13,  1932. 

WRAM,  Wilmington,  N.  C. — Granted  renewal  of  li- 
cense since  the  application  of  the  Wilmington  Broad- 
casting Co.  for  its  facilities  was  denied  May  12  because 
of  default. 

WOR,  Newark,  N.  J. — Hearing  upon  application  to 
determine  transmitter  site  for  its  new  50  kw.  station 
continued  to  date  convenient  for  Commission. 

WMU,  Linden,  N.  J. — Renewal  of  license  granted  on 
temporary  basis,  subject  to  such  action  as  the  Commis- 
sion may  take  on  licensee's  pending  application  for  re- 
newal. 

KFJB,  Marshalltown,  la. — The  Commission  reconsid- 
ered its  action  of  May  12,  granting  station  special  tem- 
porary authority  to  operate  unlimited  time  from  June 
4  to  June  10,  and  cancelled  the  authorization  at  request 
of  applicants, 

WLCI,  Ithaca,  N.  Y. — The  application  requesting  au- 
thority to  make  changes  in  equipment,  heretofore  grant- 
ed, was  retired  to  closed  files  because  applicants  failed 
to  request  application  for  license  or  extension  of  con- 
struction period. 

WEBF,  Indianapolis — Granted  30-day  authority  to 
operate  transmitter  at  Millersville  Road  and  Groveland 
Ave.  pending  action  on  modification  of  application. 
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MAY  26 

KOCW,  Chickasha,  Okla. — Granted  modi- 
fication of  CP  to  move  transmitter  from 
Chickasha  to  Tulsa,  change  studio  loca- 
tion to  Mayo  Hotel,  Tulsa,  and  change 
type  of  equipment. 

KFDX,  Galveston,  Tex. — Granted  CP  to 
move  transmitter  and  studio  locally. 

WCDA,  New  York — Granted  CP  to  make 
changes  in  equipment. 

KWEA,  Shreveport,  La. — Granted  modi- 
fication of  CP  to  change  type  of  equip- 
ment authorized  by  CP. 

KGDY,  Huron,  S.  D. — Granted  modifica- 
tion of  CP  extending  completion  date  to 
Aug.  21. 

KIFH,  Juneau,  Alaska — Granted  modifi- 
cation of  CP  extending  commencement  date 
to  June  1  and  completion  date  to  Sept.  1. 

WFLA-WSUN,  St.  Petersburg.  Fla.— 
Granted  license.  620  kc,  250  w.  night,  500 
w.  day  (special  authority  1  kw.  night  and 
2%  kw.  day)   unlimited  time. 

WJEJ,  Hagerstown,  Md. — Granted  con- 
sent to  voluntary  assignment  of  license  to 
Hagerstown  Broadcasting  Co. 

WENC,  Americus,  Ga.^ — Granted  consent 
to  voluntary  assignment  of  license  to  Amer- 
icus Broadcasting  Corp. 

WCAC,  Storrs,  Conn. — Granted  authority 
to  discontinue  operation  for  summer  vaca- 
tion period,  from  June  12  to  Sept.  1. 

WICC,  Bridgeport,  Conn. — Granted  au- 
thority to  use  time  relinquished  by  WCAC. 

Stations  granted  temporary  licenses,  sub- 
ject to  action  by  the  Commission  on  pend- 
ing applications  for  renewals ;  WBHS, 
Huntsville,  Ala. ;  WJBY,  Gadsden,  Ala. ; 
WNBW,  Carbondale,  Pa.  ;  WPHR,  Peters- 
burg, Va. 

WBBX,  New  Orleans — Designated  re- 
newal applications  for  hearing  and  granted 
temporary  license  subject  to  action  by  the 
commission. 

Set  for  hearing:  NEW,  Eastern  Oregon 
Broadcasting  Co.,  LaGrande,  Ore. — CP  to 
operate  on  1500  kc,  100  w.  night,  250  w. 
day,  unlimited  time;  (facilities  term  quota 
units  .2  from  KOAC,  Corvallis,  Oreg.). 

KWKH,  Shreveport,  La.,  and  WWL, 
New  Orleans — Date  of  oral  argument  on 
examiners'  report  No.  470  changed  from 
June  21  to  June  14. 

WNBO,  Silver  Haven,  Pa. ;  WCAE, 
Pittsburgh;  WHBC,  Canton,  O. — ^Argu- 
ment on  examiners'  report  No.  471,  set  for 
June  7.  Examiner  Hyde  recommended 
that  application  of  WNBO  for  removal  to 
Monangahela,  Pa.,  be  denied  and  that  ap- 
plications of  WCAE  to  move  station  local- 
ly and  WHBC  to  install  new  equipment 
be  granted. 

WBCM,  Bay  City,  Mich. — Application  for 
special  authority  requesting  special  ex- 
perimental license  to  increase  operating 
power  from  500  w.  to  1  kw.  for  60  days, 
which  was  defaulted  on  May  5,  because 
applicant  failed  to  file  appearance  and 
statement  of  facts,  was  restored  to  docket. 

NEW,  Newark,  N.  J. — Application  for 
1450  kc,  250  w.,  sharing  with  WHOM  (fa- 
cilities of  WBMS),  heretofore  set  for  hear- 
ing, denied  because  applicant  failed  to  en- 
ter appearance. 

NEW,  W.  L.  Gleeson,  Monterey,  Cal. 
(Ex.  Rep.  482) — Denied  CP  to  operate  on 
1210  kc,  100  w.,  unlimited  time,  sustain- 
ing Examiner  Pratt. 

NEW,  W.  L.  Gleeson,  Sacramento,  Cal. 
— Denied  CP  to  operate  on  1490  kc,  5  kw., 
unlimited  time,  sustaining  Examiner  Pratt. 

Examiners'  Reports  .  .  . 

NEW,  Herman  Radner  and  Harold  F. 
Gross,  M.  B.  Keller  and  L.  A.  Versluis, 
Lansing,  Mich. — Examiner  Pratt  recom- 
mended (Report  479  ;  Dockets  1852  and 
1898)  that  application  of  Gross,  Keller  and 
Versluis  for  CP  on  1210  kc,  100  w.  night 
and  250  w.  LS,  unlimited  time,  be  granted 
and  that  application  of  Radner  for  same 
facilities  be  denied. 

WIXAL,  Boston — Examiner  Pratt  rec- 
ommended (Report  480;  Docket  1571) 
that  application  for  experimental  relay 
broadcasting  license  be  granted.  Name  of 
applicant  has  been  changed  from  Short- 
wave Broadcasting  Corp.  to  World-Wide 
Broadcasting  Corp.  and  former  irregulari- 
ties have  been  corrected. 

NEW,  Copper  Electric  Co.,  Inc.,  Lowell, 
Mass. — Examiner  Hyde  recommended  (Re- 
port 481;  Docket  1932)  that  application 
for  CP  to  operate  on  1200  kc,  100  w., 
D,  be  granted  on  ground  that  service  is 
needed  and  that  Arizona  is  under-quota  in 
broadcasting  facilities. 

NEW,  W.  L.  Gleeson,  Sacramento,  Cal. 
— Examiner  Pratt  recommended  (Report 
482;  Dockets  1916  and  1987)  that  applica- 
tions for  CP  on  1210  kc,  100  w.,  unlimited 
time,  and  1490  kc,  5  kw.,  unlimited  time, 
be  denied  as  in  default  because  applicant 
failed  to  appear  at  hearing. 

WKAV,  Laconia,  N.  H.— Chief  Exami- 
ner Yost  recommended  (Report  483; 
Docket  1924)  that  application  for  renewal 
of  license  be  denied  as  in  default  because 
of  failure  to  enter  appearance  at  hearing. 


Widening  Into  Low 
Waves  Improbable 

Jansky  Sees  Trend  Other  Way, 
Attacks  WIBO  Decision 

ALTHOUGH 
there  is  univer- 
sal agreement 
among  engineers 
that  the  frequen- 
cies below  the 
550  kc.  limit  of 
the  broadcast 
band  are  better 
suited  for  broad- 
casting  then  fre- 
Mr.  Jansky  quencies  above 
the  1,500  kc.  limit,  it  is  probable 
that  if  the  broadcast  band  is  wid- 
ened at  all  at  the  forthcoming 
North  American  conference  it  will 
be  by  adding  high  rather  than  low 
frequency  channels,  according  to 
C.  M.  Jansky,  Jr.,  consulting  radio 
engineer  of  Washington. 

In  an  address  May  19  before  the 
third  annual  assembly  of  the  Na- 
tional Advisory  Council  on  Radio  in 
Education  in  New  York,  Mr. 
Jansky  discussed  immediate  prob- 
lems affecting  broadcast  station 
allocations.  Despite  the  fundamen- 
tal considerations  in  favor  of  use 
of  frequencies  below  550  kc,  Mr. 
Jansky  said  that  opposition  of 
other  services,  which  contend  that 
the  low  frequencies  are  also  best 
adapted  to  their  needs,  is  likely 
to  block  the  demands  of  broad- 
casters. 

Army,  Navy  and  maritime  inter- 
ests have  opposed  the  demands  of 
the  broadcasters  for  enlargement 
below  550  kc.  James  W.  Baldwin, 
former  secretary  of  the  Radio 
Commission,  who  has  been  the  of- 
ficial representative  of  the  NAB 
at  these  conferences,  has  refused 
to  retreat  from  his  position  that 
long  waves  should  be  made  avail- 
able for  broadcasting. 

Raps  WIBO  Decision 

MR.  JANSKY  in  his  talk  attacked 
the  Davis  amendment  and  the  re- 
cent Supreme  Court  decision  in 
the  WIBO  case,  which  was  based 
on  the  amendment.  He  described 
the  amendment  as  "ambiguous 
and  meaningless".  Alluding  to  the 
WIBO  case,  he  said: 

"We  have  just  been  given  an 
amazing  demonstration  of  the  ab- 
surd, and  may  I  say  exceedingly 
dangerous  consequences  which 
can  result  from  attempts  to  en- 
force radio  laws  which  so  com- 
pletely ignore  the  workings  of 
radio  transmission  phenomena.  If 
the  potentialities  were  not  so  seri- 
ous, what  has  taken  place  would 
be  funny,  to  say  the  least." 


Uses  Diesel  Power 

TWO  DIESEL  engines  of  790  h.p. 
each  are  furnishing  the  power  for 
the  recently  established  200  kw. 
broadcasting  station  in  the  Duchy 
of  Luxembourg,  which  is  reported 
in  the  European  press  as  having 
an  "agreeable"  service  range  of 
1,250  miles  on  its  long  wave  of  240 
kilocycles.  The  station  is  operated 
on  American  commercial  lines,  de- 
riving revenues  from  advertisers 
in  various  European  countries.  It 
is  said  to  be  backed  by  French 
capital. 


Good  Old  Barter 

NOTE  on  American  econom- 
ics, 1933  model:  The  Olym- 
pic Hotel  in  San  Francisco 
has  taken  paid  newspaper 
space  and  radio  time  to  an- 
nounce that  it  will  accept 
cattle,  vegetables,  poultry,  or 
dairy  products  from  visiting 
farmers  in  payment  for  room, 
meals — and  theater.  Account 
Executive  Harold  C.  Wurts 
of  the  Ross  agency  has  even 
gone  into  the  hinterlands  to 
organize  special  barter  par- 
ties— From  Advertising  & 
Selling. 


Nebraska  Court  Drops 
KFAB  Libel  Test  Case 

HOPES  for  final  adjudication  by 
the  U.  S.  Supreme  Court  of  the 
liability  of  a  broadcasting  station 
for  libel  uttered  over  its  facilities 
apparently  have  been  blocked  by 
virtue  of  the  recent  dismissal  of 
a  projected  test  case  by  the  Su- 
preme Court  of  Nebraska. 

Ruling  in  the  suit  of  C.  A. 
Sorensen,  former  Nebraska  at- 
torney general,  against  Richard 
F.  Wood,  Lincoln  attorney,  and 
KFAB,  of  Lincoln,  for  libel  al- 
legedly uttered  by  Wood  over  the 
station,  the  Supreme  Court  held 
that  the  case  was  moot  since  a 
settlement  of  $500  in  favor  of 
Sorensen  already  had  been  made. 
The  NAB  had  intervened  in  the 
case  with  the  objective  of  carry- 
ing it  to  the  Supreme  Court.  In 
the  original  action,  the  Nebraska 
Supreme  Court  held,  on  appeal, 
that  the  station  was  jointly  liable 
with  the  speaker  for  libel  uttered 
over  its  facilities. 

M.  V.  Beghtol,  attorney  for 
KFAB  and  for  the  NAB,  declared 
that  a  motion  for  reconsideration 
will  be  filed  in  a  further  effort  to 
perfect  the  case  for  Supreme  Court 
review.  In  its  ruling,  however,  the 
state  court  held  that  since  Sorensen 
had  been  satisfied,  no  real  contro- 
versy exists. 


THERE  were  5,498,700  radio  set 
licenses  issued  by  the  British 
Postoffice  in  force  on  March  31, 
1933.  British  set  owners  pay  an 
annual  radio  tax  of  about  $2.50. 


BBC's  Telephone  Calls 
Average  But  Two  Daily 

THAT  BRITISH  listeners  do  not 
display  the  interest  in  radio  pro- 
grams that  Americans  do  was  em- 
phasized early  this  month  after  the 
failure  of  Pepsodent  to  resume 
"The  Goldbergs"  on  the  NBC-KGO 
network  May  1  as  scheduled 
brought  18,000  telephone  calls  and 
thousands  of  letters  of  protest. 
The  sponsor  cancelled  the  feature 
in  April  after  the  NBC-KPO  net- 
work was  abandoned  because  of 
failure  to  find  a  suitable  time  on 
the  KGO  chain. 

Malcolm  Frost,  British  Broad- 
casting Corporation  executive,  who 
happened  to  be  visiting  NBC's  San 
Francisco  headquarters  at  the  time, 
commented  that  BBC  does  not  get 
more  than  two  telephone  calls  a 
day,  "possibly  because  it  costs  a 
penny  to  telephone  us."  Mr.  Frost 
was  en  route  to  Australia  on  a  spe- 
cial mission  for  the  BBC. 

"British  audiences  don't  take 
nearly  so  active  an  interest  in  pro- 
grams as  you  do  over  here,"  he 
said.  "Our  only  check  on  their  re- 
action to  what  is  broadcast  is 
through  the  press.  We  don't  work 
on  such  a  close  time  schedule  as 
you  do  over  here,  either.  When  a 
program  of  national  importance  is 
ready  to  be  presented,  we  call  all 
the  other  stations — Edinburgh  and 
so  on — they  say,  'Ready'  and  when 
they  have  all  responded,  the  pro- 
gram goes  on.  American  audien- 
ces don't  like  to  wait  for  programs. 
British  listeners  insist  upon  a  few 
moments'  intervals;  they  declare 
they  enjoy  what  they  hear  all  the 
more  if  it  doesn't  follow  too  close- 
ly upon  the  program  which  has 
preceded  it." 


Course  in  Radio 

SUMMER  courses  for  the  Univer- 
sity of  Southern  California,  Los 
Angeles,  starting  June  21,  will  in- 
clude one  on  radio  speech.  Dr. 
Harry  Lee  Ewbank,  member  of 
the  executive  council  of  the  Na- 
tional Association  of  Teachers  of 
Speech,  who  is  also  chairman  of 
the  radio  committee  and  debating 
director  at  the  University  of  Wis- 
consin, will  direct.  Course  will  in- 
clude practical  instruction  through 
public  address  system,  together 
with  continuity  writing  and  organ- 
ization of  material.  Prof.  Ewbank 
is  the  author  of  "The  Technique 
of  Radio  Speech"  and  "Objective 
Measurements  of  Radio"  Speech." 


Frequency  Measuring  Service 

Many  stations  find  this  exact  measuring  service  of  great 
value  for  routine  observation  of  transmitter  perform- 
ance and  for  accurately  calibrating  their  own  monitors. 

MEASUREMENTS  WHEN  YOU  NEED  THEM  MOST 

R.  C.  A.  COMMUNICATIONS,  Inc. 

Commercial  Department 

A  RADIO  CORPORATION  OF  AMERICA  SUBSIDIARY 

66  BROAD  STREET  NEW  YORK,  N.  Y. 
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Leniency  in  Canadian  Advertising 
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a  mechanical  and  technical  nature, 
compelling  station  owners  in  re- 
turn for  the  license  privilege  to 
maintain  a  technical  efficiency  that 
will  improve  reception  conditions 
generally.  While  considerable  re- 
sistence  is  expected,  he  asserted 
the  Commission  intends  to  adhere 
firmly  to  the  position  that  a  sta- 
tion must  not  be  a  nuisance  to 
radio  users. 

On  the  subject  of  advertising 
limitations,  Mr.  Charlesworth  said: 

"The  most  discussed  provision  in 
the  act  creating  our  Commission 
has  been  that  limiting  advertising 
to  '5  per  cent  of  the  period.  It  is 
important  that  the  public  should 
know  that  this  policy  was  fixed  for 
us  in  advance,  although  we  have 
a  slight  discretionary  power  in  the 
matter.  The  Parliamentary  Com- 
mittee took  the  evidence  of  a  num- 
ber of  eminent  commercial  spon- 
sors as  well  as  leading  advertising 
agencies  and  all  agreed  that  5  per 
cent  of  the  period  was  suflScient. 

Praises  U.  S.  Networks 

"BUT  SUCH  is  the  public  mind 
that  when  our  Commission,  which 
had  nothing  whatever  to  do  with 
devising  this  limitation,  commen- 
cing on  April  1  tried  to  put  it  in 
force,  I  was  widely  denounced  as 
a  'Czar'  who  was  trying  to  take 
the  food  from  the  mouths  of  babes 
and  sucklings.  However  the  agita- 
tion quickly  died  down  and  the 
process  of  cutting  down  the  bally- 
hoo is  proceeding  apace. 


\ 

\ 

WFBG 

ALTOON A,  PA. 

1310  kilocycles 

1 00  watts 

ADVERTISERS  CHOICE 

for  thorough  coverage  of 

Central  Pennsylvania. 

Equipped  with  33  1/3  and 

78  r.p.m.  transcription 

turntables. 

"Voice  of  the  Alleghenies" 

"And  while  on  this  subject  I 
must  thank  the  great  United 
States  networks,  the  National 
Broadcasting  Company  and  the  Co- 
lumbia Broadcasting  System,  for 
their  cordial  cooperation  in  this 
matter.  Privately  sponsored  pro- 
grams broadcast  by  these  networks 
in  the  two  leading  cities  of  Mon- 
treal and  Toronto  are  very  popu- 
lar in  central  Canada,  and  there 
was  a  false  alarm  that  they  would 
withdraw  from  these  cities  if  we 
attempted  to  place  limitations  on 
advertising.  But  on  consultation 
with  their  high  officials  I  found 
them  ready  and  willing  to  cooper- 
ate, and  imbued  with  the  belief 
that  the  reform  we  were  endeav- 
ouring to  carry  out  was  in  accord 
with  the  trend  of  public  opinion  all 
over  this  continent. 

"There  is  one  point  in  connection 
with  the  more  celebrated  and  pop- 
ular of  the  great  international 
commercial  broadcasts  which  is 
not  generally  understood.  The 
firms  which  sponsor  them  and  de- 
sire Canadian  coverage  are  not  ex- 
clusively American  in  their  opera- 
tions. Most  of  them  have  opened 
branch  factories  in  Canada  and 
employ  Canadian  workmen.  Conse- 
quently our  Commission  has  ruled 
that  a  broadcast  even  though  it  be 
of  foreign  origin,  which  advertises 
goods  made  in  Canada,  is  ipso 
facto  a  Canadian  broadcast. 

War  on  Patent  Medicine 

"WHEN  nationalization  of  radio 
was  first  mooted  in  Canada  five 
years  ago,  there  were  those  who 
wished  to  adopt  in  its  entirety  the 
system  of  the  British  Broadcasting 
Corporation,  which  permits  no  ad- 
vertising whatever.  But  a  little  in- 
vestigation showed  that  this  was 
not  tenable — that  it  would  be  ut- 
terly unfair  to  Canadian  business. 
Canadian  radio-users  at  many 
points  are  free  to  turn  on  United 
States  stations  and  listen  to  ad- 
vertising broadcasts,  and  to  have 
deprived  Canadian  merchants  and 
manufacturers  of  the  use  of  the 
air  under  such  circumstances 
would  have  been  a  gross  injustice. 
But  the  Commission  does  reserve 
to  itself  the  right  of  censoring  the 
character  of  advertising. 

"One  of  the  most  important  and 
complete  tasks  it  has  performed, 
and  one  which  the  public  knows 
least  about,  is  that  of  cleaning  up 


the  situation  with  regard  to  pat- 
ent medicine  advertising.  When  I 
took  office  on  Nov.  1,  last,  the 
amount  of  quackery,  vulgarity  and 
even  indecency  that  was  being 
broadcast,  especially  in  the  smaller 
and  more  remote  centres  of  Can- 
ada, was  astonishing.  Matter  which 
would  never  have  been  permitted 
in  any  decent  newspaper  was  be- 
ing poured  into  the  ears  of  radio 
users  in  tens  of  thousands  of 
homes.  The  cooperation  of  the  De- 
partment of  National  Health  was 
generously  proffered,  and  orders 
were  issued  to  all  stations  that  no 
patent  medicine  continuity  could 
go  on  the  air  which  had  not  been 
previously  revised  by  that  depart- 
ment. 

"There  was  some  resistance  but 
in  the  main  the  stations  were  glad 
to  cooperate  and  today  the  situa- 
tion is  much  improved,  although  I 
must  confess  that  it  is  impossible 
to  make  medical  advertising  de- 
lectable entertainment.  Eternal 
vigilance  is  required  in  this  con- 
nection but  once  the  reform  was 
announced  the  Commission  found 
the  business  of  checking  up  on  pat- 
ent medicine  broadcasts  compara- 
tively easy. 

Bans  Price-Quoting 

"WITH  REGARD  to  advertising 
in  general  we  have,  despite  ad- 
verse pressure,  continued  a  regu- 
lation which  had  been  in  force  be- 
fore the  Commission  was  created, 
prohibiting  the  mention  or  sugges- 
tion of  prices. 

"While  in  our  general  regula- 


In  drawing  up  daily  schedules  Ca- 
nadian broadcasting  stations  shall  not 
exceed  the  following  percentages  for 
the  several  classes  of  program  mate- 
rial mentioned: 

Programs  imported  from  foreign 
countries — 40  per  cent. 

A  program  of  foreign  origin  which 
advertises  goods  manufactured  in 
Canada,  and  names  the  address  in 
this  country  where  such  goods  are 
produced  and  distributed,  shall  be 
deemed  a  Canadian  program. 

No  broadcasting  station  may  broad- 
cast any  speech,  printed  matter,  pro- 
gram or  advertising  matter  contain- 
ing abusive  or  defamatory  statements 
with  regard  to  individuals  or  insti- 
tutions, or  statements  or  suggestions 
contrary  to  the  express  purpose  of 
any  existing  legislation;  as  for  ex- 
ample, the  Patent  Medicine  Act  or 
any  regulations  promulgated  there- 
under. 

Censorship  Authority 

THE  COMMISSION  reserves  the 
right  to  prohibit  the  broadcasting  of 
any  matter  until  the  continuity  or 
record  or  transcription  or  both  have 
been  submitted  to  the  Commission  for 
examination  and  have  been  approved 
by  them. 

Broadcasting  stations  in  Canada 
shall  not  mention  or  suggest  prices 
in  connection  with  any  advertising 
programs  or  announcements  trans- 
mitted by  said  stations. 

The  licensee  shall  file  with  the  Com- 
mission weekly  an  advance  copy  of 
the  daily  program  schedule  in  such 
form  as  may  be  specified  by  the 
Commission. 

Each  station  shall  keep  on  file  a 
copy  of:  (a)  the  daily  proces-verbal ; 
(b)  the  continuities  of  each  paid  pro- 
gram and  announcement,  originating 
at  the  said  station. 

The  same  shall  be  open  to  the  in- 
spection  of   the    Commission,   or  its 


tions  the  limitation  of  advertising 
to  5  per  cent  of  the  period  stands, 
we  have  defined  this  as  'direct  ad- 
vertising' or  the  straight  selling 
talk.  We  have  availed  ourselves  of 
the  discretionary  powers  left  to  us 
in  interpreting  the  statute  to  per- 
mit under  certain  circumstances 
'indirect  advertising' — that  is  to  say 
a  casual  allusion  to  a  product  or  a 
joke  about  it.  We  are  endeavour- 
ing not  to  be  unduly  arbitrary  or 
severe  so  long  as  the  advertiser 
shows  a  disposition  to  conform  to 
the  law  in  a  general  way.  The  big 
advertisers  are  not  really  a  prob- 
lem; our  chief  difficulty  for  the 
present  centres  around  what  is 
known  as  'spot'  advertising  origi- 
nating in  local  centres.  It  is  a 
type  of  advertising  distasteful  to 
the  public  and  is  absolutely  pro- 
hibited between  the  hours  of  7:30 
and  11  p.m.  Appeals  from  stations 
and  broadcasting  groups  to  allow 
a  string  of  short  advertisements  to 
be  run  off  one  after  another  at  cer- 
tain times,  as  in  the  past,  have 
been  rejected. 

Similar  to  U.  S.  Rules 

THE  NEW  RULES  and  regula- 
tions adopted  by  the  Canadian 
Commission,  which  have  just  been 
published,  conform  closely  with 
the  regulations  now  being  en- 
forced by  the  Radio  Commission  in 
the  United  States,  except  as  to 
program  control.  Technical  regu- 
lations, for  the  most  part,  are 
identical  both  in  terms  and  lan- 
guage with  those  promulgated  Feb. 
1,  1932,  by  the  U.  S.  Commission. 


authorized  officers,  at  the  office  of  the 
licensee  between  the  hours  of  10  a.m. 
and  5  p.m.,  on  each  day,  except  Sun- 
days or  public  holidays. 

Licensees  broadcasting  sustaining 
programs  originating  outside  Canada 
shall,  when  requested  by  the  Commis- 
sion, give  priority  to  programs  origi- 
nating within  Canada. 

Transcriptions  Restricted 

THE  LICENSEE  shall,  upon  request 
of  the  Commission  give  right-of-way 
to  such  programs  as  in  the  judgment 
of  the  Commission  are  of  national 
interest.  In  such  event  neither  the 
licensee  nor  the  Commission  shall  in- 
cur any  liability  for  compensation  or 
damages. 

The  use  of  recorded  programs 
whether  by  phonograph  or  grama- 
phone  records  and  so  called  electrical 
transcriptions  shall  be  confined  to 
such  hours  and  subject  to  such  restric- 
tions as  may  be  defined  for  each  sta- 
tion upon  written  application  to  the 
Commission. 

Electrical  transcriptions  or  records 
designed  for  broadcast  advertising  and 
containing  such  advertising  matter 
shall  not  be  broadcast  more  than  once 
from  any  one  station. 

Except  where  special  permission  has 
been  given  by  the  Commission,  the 
amount  of  advertising  matter  of  all 
kinds  contained  in  programs  broad- 
cast from  Canadian  stations  shall  not 
exceed  5  per  cent  of  the  time  of  any 
program  period,  for  example — in  a 
quarter  hour  program,  forty-five  sec- 
onds only  may  be  given  up  to  adver- 
tising matter. 

No  station  shall  broadcast  adver- 
tising spot  announcements  between 
the  hours  of  7:30  p.m.  and  11  p.m. 
No  advertising  spot  announcement 
shall  exceed  one  hundred  words.  Spot 
announcements  shall  not  total  more 
than  three  minutes  in  any  one  hour. 
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ing  local  programs,  whose  unsold 
or  sustaining  programs  he  seeks 
to  improve,  and  by  so  doing,  put 
to  beneficial  use  already  existing 
facilities,  "thus  eliminating  waste 
and  providing  educational  pro- 
grams to  all  our  people." 

Regarding  his  plan,  Mr.  Lafount 
said: 

"Educational  programs  could, 
and  I  believe  in  the  near  future 
will,  be  broadcast  by  the  govern- 
ment itself  over  a  few  powerful 
short  wave  stations  and  rebroad- 
cast  by  existing  stations.  This 
would  not  interfere  with  local  edu- 
cational programs,  and  would  pro- 
vide all  broadcasters  with  the  fin- 
est possible  sustaining  programs. 
The  whole  nation  would  be  taught 
by  one  teacher  instead  of  hundreds, 
and  would  be  thinking  together  on 
one  subject  of  national  import- 
ance. 

Tyson  Explains  Financing 

"PERSONALLY,  I  believe  such  a 
plan  would  be  more  effective  than 
a  standing  army.  I  shall  not  un- 
dertake a  description  of  the  me- 
chanics of  this  proposed  plan, 
other  than  to  say  it  would  be  very 
flexible  and  inexpensive.  I  do  not 
consider  this  a  step  towards  gov- 
ernment ownership  or  operation  of 
radio  broadcasting  stations.  The 
government's  activities  would  be 
confined  to  the  transmission  and 
wholesale  distribution  of  educa- 
tional material  and  discussions  of 
subjects  of  national  importance  to 
all  the  stations  in  the  United 
States,  and  not  to  the  mainten- 
ance of  any  particular  station." 

In  opening  the  assembly  with 
his  report,  Mr.  Tyson  explained 
that  the  council  was  created 
through  appropriations  provided 
originally  by  John  D.  Rockefeller, 
Jr.,  personally,  and  by  the  Car- 
negie Corporation  of  New  York. 
Since  then,  funds  for  specific  pur- 
poses have  been  made  available  by 
Mrs.  C.  Cary  Rumsey,  by  the 
American  Political  Science  Asso- 
ciation and  by  the  Carnegie  Cor- 
poration. The  corporation,  he  ex- 
plained, also  has  made  appropria- 
tions for  maintenance  which  will 
permit  continuation  through  1934. 
"This  means",  he  declared,  "that 
the  work  begun  so  auspiciously, 
although  hsilted  somewhat  by  gen- 
eral conditions,  can  continue  for  a 
further  period  during  which,  it  is 
hoped,  there  will  be  some  indica- 
tion of  the  ultimate  place  broad- 
casting will  have  in  American  edu- 
cation." 

Prior  to  the  disclosure  of  his 
plan  for  formation  of  a  National 
Radio  Institute,  Mr.  Tyson  brought 
out  that  there  is  much  conflict 
among  educational  groups  concern- 
ing radio.  Educators,  he  said,  will 
have  to  make  up  their  minds  how 
they  can  use  radio,  since  there  is 
certain  to  be  serious  consideration 
in  the  years  ahead  as  to  the  dis- 
position of  broadcasting  facilities. 

Change  of  Front  Needed 

"MERELY  finding  fault  with  cur- 
rent programs  or  practices  is  a 
popular  and  easily  conducted  en- 
terprise, but  fruitless,"  he  said. 
"The  approach  to  the  whole  prob- 
lem of  educational  broadcasting 
has  been  negative.    Until  we  have 


an  entire  right-about-face,  with 
the  educational  world  solidly  pre- 
senting constructive  and  positive 
suggestions,  the  present  unsatisfy- 
ing conditions  will  continue  indefi- 
nitely." 

Mr.  Tyson  pointed  to  the  plight 
of  purely  educational  stations,  de- 
claring the  determined  attempts  to 
halt  their  mortality  evidently  have 
not  been  successful.  He  said  re- 
ports are  heard  repeatedly  that 
these  stations  have  relatively  small 
audiences.  The  fact  is,  he  said, 
that  money  to  conduct  educational 
broadcasting,  under  any  auspices 
and  by  means  of  any  facilities, 
must  be  secured  and  it  is  increas- 
ingly hard  to  secure. 

In  the  course  of  his  report,  Mr. 
Tyson  declared  that  "if  the  Ameri- 
can radio  system  continues  as  it 
has  been  going  recently,  with  com- 
mercialism rampant,  nothing  can 
save  it."  Leaders  of  the  industry 
realize  this,  he  said.  The  alterna- 
tive to  the  present  system  is  gov- 
ernment operation  and  control  re- 
quiring taxation  support,  he  added. 

Raps  Useless  Controversy 

WHETHER  educators  will  get  to- 
gether to  support  a  concerted  ef- 
fort for  good  programs  is  the  most 
important  question,  Mr.  Tyson  de- 
clared. The  last  few  years,  he 
said,  have  not  been  ones  to  which 
educators  can  point  with  pride. 

"There  has  been  undignified  and 
unfruitful  controversy.  There  has 
been  disappointment  and  dissatis- 
faction with  developments  in  a 
young  industry  that  is  feeling  its 
way  and  little  credit  for  remark- 
able accomplishments.  Selfishness 
and  lack  of  foresight  have  char- 
acterized the  activities  of  ill-ad- 
vised persons  in  and  out  of  broad- 
casting. There  has  been  a  mini- 
mum of  imagination  displayed  and 
little  that  smacks  of  scientific  ap- 
proach to  the  whole  problem  on 
the  part  of  educators  and  broad- 
casters alike.  This  does  credit  to 
neither.  *  *  * 

"There  is  no  definite  desire  to 
institute  a  system  of  government 
control  such  as  that  which  sub- 
merges European  populations.  But 
opinions  are  increasing  to  the  gen- 
eral effect  that  even  that  system 
is  preferable  to  blatant  and  nause- 
ating commercialism  which  some 
unthinking  and  ill-advised  broad- 
casters persist  in  inflicting  upon 
the  American  public  and  which 
leaders  in  the  industry  deplore  as 
steadily  as  anyone  else." 


WRVA's  New  Studios 

RADIO  Commissioner  Thad  H. 
Brown,  Senator  Byrd  and  Gover- 
nor Pollard  were  among  the  offi- 
cials who  participated  in  the  open- 
ing of  the  new  studios  of  WRVA, 
Richmond,  Va.,  May  23.  NBC  car- 
ried part  of  the  program  and  other 
Virginia  stations  assisted  in  the 
celebration.  The  renovized  studios 
in  the  Hotel  Richmond  are  among 
the  most  modern  and  handsome  in 
the  south.  On  May  24  the  weekly 
Corn  Pipe  Club  broadcast  on  NBC 
started  coming  from  the  new  stu- 
dios. The  program  is  sponsored 
by  the  Larus  &  Bro.  Co.,  Inc. 
(Edgeworth  tobacco)  Richmond, 
which  also  owns  WRVA. 


SHADOW 

(ell  on  WHAM's  tiadino  area: 
.  .  .  and  brought  Results 
to  its  Sponsor 

"Should  I  'spot'  Rochester?"  you  ask. 

"Yes!  Use  WHAM!"  says  the  H.  H.  Babcock  Company, 
Blue  Coal  distributor  for  the  Rochester  area. 

"The  Shadow"  has  long  held  its  audience  on  the  NBC  Red 
Network,  but  limited  Red  Network  coverage  in  Rochester 
convinced  the  H.  H.  Babcock  Company  that  a  "Spot" 
broadcast  was  imperative  to  bring  business  to  Blue  Coal 
Dealers  in  the  Rochester  area. 

Logical  show  was  "The  Shadow",  but  the  H.  H.  Babcock 
Company  questioned  the  possibility  of  duplicating  the  orig- 
inal production  outside  New  York  City. 

WHAM  had  no  doubts.  Neither  had  the  sponsor  after  the 
show  went  on — thirty  successive  weeks  through  fall,  win- 
ter and  spring. 

Only  restricted  guest  space  limited  the  size  of  the  curious 
crowds  who  wished  to  "sit  in"  on  the  broadcast.  Hundreds 
wrote  without  the  incentive  of  a  gift  offer  .  .  .  Blue  Coal 
dealers  did  a  thriving  business. 

WHAM  covers  Central,  Western  and  Southern  New  York, 
Northern  Pennsylvania  and  Eastern  Ohio,  within  a  250 
mile  radius  of  Rochester  ...  an  area  in  which  are  found: 

59.37%  of  the  nation's  manufacturing,  and 
53.2  %  of  the  tax  returns  showing  incomes 
in  excess  of  $5,000. 

"Spot"  this  prosperous  market. 

WHAM  has  the  audience,  and  would  appreciate  the  oppor- 
tunity to  do  the  job  for  you. 

STATION  WHAM 

SAGAMORE  HOTEL 
ROCHESTER,  N.  Y. 

Owned  and  Operated  by  the  Stromberg-Carlson  Telephone 
Manufacturing  Company 


Clear  Channel 
Full  Time 
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Western  Electric  Double  Turntable  33  1/3  R.P.M.  lateral 
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The  Other  Fellow's  Viewpoint . . . 


World  Fair  Tie-Up 

To  the  Editor  of  Broadcasting: 

Here's  an  idea  we  are  putting 
into  effect  here,  which  gets  us  our 
card  rates  for  seven  half  -  hour 
periods  at  night  each  week,  at  a 
late  evening  time  which  does  not 
interfere  with  the  time  more  easily 
sold.  We  shall  not  put  it  on  the 
air  until  May  27,  but  I  have  found 
it  so  easily  sold  that  I  am  passing 
along  the  idea  to  you,  in  the  hope 
you  can  tell  other  broadcasters 
about  it.  May  help  to  keep  the 
bottom  of  the  sock  out  of  sight 
for  some  of  them  during  slack 
summer  weeks. 

We  secured  from  a  tour  com- 
pany eight  trips  to  the  World 
Fair,  in  exchange  for  the  pub- 
licity the  tours  would  get  in  this 
venture.  Then  we  arranged  with 
a  local  amusement  park,  with  a 
swimming  pool,  to  give  the  trips 
as  prizes  to  bathing  beauties,  one 
a  week.  The  winner  is  chosen  by 
votes  of  those  present  in  the  ball- 
room of  the  park  during  the  eve- 
ning, with  balloting  each  evening. 
Ballots  for  the  vote  are  secured 
at  the  gate  when  admittance  is 
purchased. 

If  the  patron  simply  buys  ad- 
mittance with  no  coupon  of  any 
kind,  he  secures  but  one  vote.  How- 
ever, if  he  has  made  a  purchase  at 
the  establishment  of  any  of  the 
sponsors,  he  secures  two  ballots, 
and,  on  two  evenings  a  week,  is  ad- 
mitted to  everything,  pool,  ball 
room,  etc.,  at  half  price.  Thus,  he 
is  encouraged  to  patronize  these 
sponsors'  business  places.  And  the 
bathing  beauties,  and  all  their 
friends,  urge  him  to  so  patronize, 
so  he  will  get  two  ballots. 

In  addition,  the  park  furnishes 
floor  space  for  displays  or  fashion 
parades  or  anything  the  sponsor 
desires  in  that  line.  And,  at  10:30 
o'clock,  we  pick  up  the  ball-room 
orchestra,  and  between  numbers 
relate  the  standing  of  the  contest- 
ants, give  plugs  for  the  sponsors, 
and  suggest  listeners  come  out  and 
"Keep  Kool  with  KOIL"  at  the 
coolest  spot  in  the  city,  and  urge 
them  to  patronize  the  stores  which 
give  the  coupons  giving  double  the 
number  of  ballots,  and  admitting, 
on  two  days  of  the  week,  at  half 
price.  A  whale  of  a  good  adver- 
tising broadcast  is  possible,  you 
can  see. 

We  furnish  a  man  to  handle  the 
contest  each  night,  prepare  the  ad- 
vertising plugs  on  the  air,  and  do 
the  announcing.  This  chap  we  se- 
cure at  part-time  pay.  As  I  say, 
sales  have  been  very  easy.  Six 
sponsors,  earning  our  card  rate. 
Sponsors  are  a  local  department 
store,  ice  cream  company,  bottling 
works,  bakery,  oil  company  and 
clothing  concern. 

John  M.  Henry,  Manager, 
KOIL,  Council  Bluffs-Omaha. 
May  13,  1933. 


Hits  the  "Gyppo" 

To  the  Editor  of  Broadcasting: 

Can't  something  be  done 
through  a  series  of  prominently 
displayed  editorials  in  your  excel- 
lent magazine  educating  the  radio 
station  executives  to  the  utter  folly 


of  listening  to  the  direct  selling 
commission  propositions  with 
which  every  mail  that  reaches  us 
is  choked? 

If  these  propositions  are  coming 
to  us,  we  know  they  are  going  to 
other  stations,  too.  Some  of  them 
must  be  taking  them  on,  else  these 
manufacturers  or  their  agents 
would  not  find  that  it  pays. 

Naturally,  if  these  people  can 
persuade  a  station  having  a  circu- 
lation worth-while  to  go  into  busi- 
ness in  a  retail  way  in  competition 
with  all  legitimate  dealers  and 
manufacturers  whose  advertising 
he  seeks,  and  if  he  gives  to  these 
products  time  on  his  station  out  of 
all  proportion  to  any  fair  percent- 
age of  the  sales,  that  station  execu- 
tive may  produce  sales  in  heavy 
volume.  That  pleases  the  "gyppo" 
concern  supplying  the  article  or 
cosmetic  or  whatever  it  is.  But, 
that  station  executive  is  breaking 
down  the  very  foundations  upon 
which  he  seeks  to  build  his  perma- 
nent business.  Perhaps  the  type 
of  radio  executive  that  is  "falling" 
for  these  "deals"  doesn't  know 
that.  Surely,  if  he  did,  he  would 
not  be  abetting  these  curb-stone 
manufacturers  and  their  agents 
by  trying  everything  out  that 
comes  along  to  get  in  a  few  extra 
dollars. 

Perhaps  you  do  not  realize  how 
this  menace  is  growing?  Every 
mail  is  bringing  more  and  more 
such  "propositions."  *  *  * 

H.  E.  Studebaker, 
Manager,  KUJ, 
Walla  Walla,  Wash. 

May  19,  1933. 


PROFESSIOI^AL 
DIRECTORY 


JANSKY  and  BAILEY 

Consulting  Radio  Engineers 
Commercial  Coverage  Surveys 
Allocation  Engineering 
Station  and  Studio  Installations 

Engineering  Management 
National  Press  Bldg.  Wash.,  D.  C. 


T.  A.  M.  CRAVEN 

Consulting  Radio  Engineer 

Allocation  Engineering 
Commercial  Coverage  Surveys 

Antenna  Installations 
Complete  Engineering  Surveys 

National  Press  Building, 
Washington,  D.  C. 


GLENN  D.  GILLETT 

Qonsulting  ""Radio  Engineer 
Synchronization  Equipment  Desisn.  Field 

Sticngth  and  Station  Location  Surveys 
Antenna  Dciisn       Wire  Line  Problems 

National  Press  Bldg.    Washington,  D.  C. 
N.  Y.  Office:  Englewood,  N.  J. 


RADIO  RESEARCH  CO.,  Inc. 

Broadcast  Station  Engineering 
Instrument  Design  and 
Manufacture 

9th  and  Kearny  Sts.,  N.  E. 
Washington,  D.  C. 


RCA  Moves  Offices 

EXECUTIVE  offices  of  RCA,  the 
parent  organization,  with  their 
personnel  of  160,  will  be  moved 
June  2  to  the  RCA  Building  in 
Radio  City.  Old  quarters  at  570 
Lexington  Ave.  will  be  occupied  by 
General  Electric  Co.,  which  took 
over  the  building  there  under  the 
recent  government  consent  decree. 
When  the  NBC  will  move  to  Radio 
City  has  not  yet  been  decided,  al- 
though the  new  quarters  of  the 
network  there  are  being  completed. 


Summer  Radio  Pays 

{Continued  from  page  5) 
grams  has  been  in  this  respect, 
and,  where  the  program  has  been 
one  which  people  wanted  to  hear, 
the  record  has  been  satisfactory. 

Some  advertisers  change  their 
programs  during  the  summer 
months,  but  unless  they  have  re- 
liable guidance  in  selecting  the 
new  program  they  are  apt  to  run 
into  trouble.  Radio  is  unlike  other 
forms  of  promotion.  Good  pro- 
grams get  talked  about,  add  lis- 
teners as  time  goes  on.  Listening 
becomes  a  habit.  It  is  almost  like 
having  a  fixed  date  every  week  or 
several  times  a  week.  Remove  that 
entertainment  and  people  ask  our 
representatives  what  has  hap- 
pened to  the  program.  They  want 
to  listen  but  the  opportunity  has 
been  denied  them. 

The  answer  is  that  they  turn  to 
something  else.  It  may  be  a  com- 
peting product,  or  a  different  type 
of  product,  which  may  take  them 
out  of  the  market  for  other  prod- 
ucts. 


CLASSIFIED 

ADVERTISEMENTS 

Classified  advertisements  in 
Broadcasting  cost  7c  per  word  for 
each  insertion.  Casli  must  accom- 
pany order. 

Forms  close  28th  and  13th  of 
month  preceding  issue. 


Situations  Wanted 

Writer  of  humorous,  up  to  date  Radio 
SIcetches  ready  for  broadcasting,  seeks  po- 
sition or  jobs.  Write  Box  96,  Broadcast- 
ing^  

Radio  Development  Engineer — technical 
graduate.  Nine  years  experience  includ- 
ing broadcasting,  ultra  short  waves,  and 
industrial  applications.  Radio  telephone 
first  license.  Desires  position  with  future. 
Finest  references.    Box  94,  Broadcasting. 

Experienced  licensed  broadcasting  opera- 
tor needs  work.  Location  and  salary  no 
objection.  Will  work  at  anything,  an- 
nounce, control  room  or  station.  Box  97, 
Broadcasting.  

Experienced  radio  engineer  who  also  has 
sales  ability  desires  change.  Employed  at 
a  twenty-five  hundred  watt  station.  Over 
ten  years  in  broadcasting  business  covering 
management,  sales  promotion,  operating 
and  construction.  Box  98,  Broadcasting. 

I  took  a  license,  a  basket  of  parts  5 
years  ago.  The  station  still  pays  expenses, 
have  sold  time,  arranged  programs  build- 
ing talent  locally,  managed  station,  worked 
all  sporting  events.  Now  employed  but 
seeking  larger  field.  Will  furnish  detailed 
record  if  interested.  Box  95,  Broadcasting. 

Business  Opportunities 


PARTNERSHIP 
Construction  engineer  who  has 
some  capital  and  a  1  kw.  station 
would  like  to  get  in  touch  with  a 
commercial  manager  with  small 
capital  with  the  view  of  starting 
up  a  new  station  on  partnership 
basis.    Box  93,  Broadcasting. 


Wave  Meet  July  10 

{Continued  from  page  8) 
the  American  delegation  on  en- 
largement of  the  broadcast  band 
below  550  kc,  as  proposed  by  the 
NAB  through  Mr.  Baldwin,  has  not 
been  decided  definitely,  and  likely 
will  await  selection  of  additional 
delegates.  While  details  of  the  pre- 
liminary negotiations  have  been 
kept  confidential  by  injunction  of 
the  State  Department,  it  is  gener- 
ally known  that  broadcasters  and 
commercial  maritime  groups,  sup- 
ported by  the  Army  and  Navy, 
have  been  at  loggerheads.  The  mar- 
itime and  government  representa- 
tives have  insisted  that  there  be  no 
widening  below  550  kc.  but  are 
willing  to  accept  an  extension 
above  1500  kc,  perhaps  to  1640  kc. 

Broadcasters,  on  the  other  hand, 
maintain  that  long  waves  should 
be  opened  to  broadcasting  because 
they  are  best  adapted  for  such  use, 
and  because  maritime  and  govern- 
ment services  could  relinquish  title 
to  such  facilities  without  great  in- 
convenience and  with  no  loss  of 
efficiency.  This  issue  remains  to 
be  decided  by  the  delegation. 

U.  S.  Reallocation  Looms 

WHATEVER  the  conclusion 
reached  by  the  American  delega- 
tion, it  is  generally  believed  that 
the  United  States  will  relinquish 
some  channels  in  the  present 
broadcast  range,  possibly  in  ex- 
change for  others  in  the  low  or 
high  frequencies  or  both.  More- 
over, in  view  of  the  recent  Su- 
preme Court  decision  in  the  WIBO 
quota  case,  which  gives  the  Com- 
mission virtually  autocratic  pow- 
ers in  allocation  matters,  it  is  be- 
lieved that  the  Commission  will 
embark  upon  a  large  scale  reallo- 
cation following  the  North  Ameri- 
can conference. 

In  his  letter  to  the  Commission, 
which  has  tabled  the  proposal  for 
the  present,  Mr.  Baldwin  declared 
it  is  highly  desirable  for  the 
United  States  to  be  in  the  strong- 
est possible  position  to  negotiate 
with  other  North  American  coun- 
tries. Continuation  of  the  present 
policy  whereby  stations  are  given 
only  six  months'  licenses,  he  said, 
cannot  contribute  strength  to  the 
American  delegation. 

Six  Benefits  Cited 

ISSUANCE  of  licenses  for  three- 
year  periods,  Mr.  Baldwin  declared, 
will: 

"1.  Give  strength  to  the  American 
delegation  in  negotiating  with  the  gov- 
ernments of  Canada,  Mexico  and  Cuba 
concerning  the  use  of  frequencies  on 
the  North  American  continent. 

"2.  Furnish  stability  to  the  broad- 
cast industry. 

"3.  Give  protection  to  American 
radio  listeners. 

"4.  Give  proper  protection  to  bona 
fide  investments  in  American  broad- 
cast stations. 

"5.  Make  possible  more  construc- 
tive policies  which  have  to  do  with  the 
management  and  operation  of  sta- 
tions. 

"6.  Be  due  recognition  to  Ameri- 
can broadcasters  for  their  contribu- 
tion, to  the  art  of  radio,  to  the  com- 
merce of  the  nation  and  to  the  en- 
lightenment and  entertainment  of  the 
American  people." 


THE  RADIO  Commission  has  ex- 
tended to  Nov.  16,  1933,  the  re- 
quired date  for  the  completion  of 
the  new  50  kw.  transmitter  of 
WOR,  Newark. 
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A  Blanket 

for  Summer  .  .  . 

A  "blanket"  25,000  watts  wide.  WBT's  perfect 
(minimum)  coverage  of  458,201  radio  listeners. 
Not  just  population.  But  a  selected  way-above- 
the-average  radio  market  for  your  merchandise. 


Here  are  the  complete  figures  (from  the  New  Listening 
Area  Study  published  by  the  Columbia  Broadcasting  Sys- 
tem, May,  1933). 


Market  Data,  WBT 

Primary 

Secondary 

Listening  Areas 

Area 

Area 

No.  of  Counties 

85 

291 

Urban  Population 

833,763 

2,007,805 

Rural  Population 

2,334,453 

5,150,218 

Total  Population 

3,168,216 

7,158,023 

Total  Families 

655,193 

1,535,483 

Radio  Homes 

127,278 

342,882 

Radio  Listeners 

458,201 

1,234,375 

Per  Capita  Savings 

$42.13 

$59.45 

Residence  Telephones 

104,355 

271,243 

Passenger  Automobiles 

360,237 

683,661 

Domestic  Gas  Customers 

45,186 

196,404 

Electric  Wired  Homes 

206,972 

461,402 

Annual  Retail  Sales 

$616,190,000 

$1,622,470,000 

Power  Increase  in  1932.  New  CBS 
survey  reveals  more  than  ten  times 
increase  in  Primary  Area.  No  rate 
increase. 


WBT 


WILDER  BUILDING 
CHARLOTTE 
NORTH  CAROLINA 


#  Key  Station  of  the  Dixie  Network 

of  the  Columbia  Broadcasting  System 


Sales  Office:  New  York  and  Chicago,  RADIO  SALES,  Inc. 
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VELOCITY  MICROPHONES 

...  insure  greater  fidelity 
. .  .  lend  more  artistry 


WCAU,  Philadelphia,  with  the  most  modern  studios  in  the 
country,  uses  Velocity  Microphones  exclusively. 


WMCA,  outstanding  independent  station  in  New  York  City, 
uses  Velocity  Microphones  in  their  new  and  modern  studios. 


MODERN  STUDIOS 

MODERN  MICROPHONES 

Outstanding  stations  in  rapidly  increasing 
numbers  are  finding  Velocity  Microphones 
the  answer.  The  engineers  of  these  sta- 
tions have  found  that  the  greater  fidelity 
of  "the  microphone  without  a  diaphragm" 
insures  reproduction  of  studio  programs 
with  a  naturalness  not  otherwise  attainable. 
Moreover,  they  have  convinced  themselves 
that  the  uniquely  favorable  directional  char- 
acteristics of  this  microphone,  by  providing 
greater  flexibility  in  studio  setups,  have 
made  possible  an  artistry  in  program  pre- 
sentation never  before  realized. 

TRANSMITTER  SECTION 

RCA  Victor  Co.,  Inc. 

A  Radio  Corporation  of  America  Subsidiary 
CAMDEN,  N.  J.       "RADIO  HEADQUARTERS" 


New  York: 
153  East  24th  St. 

Chicago: 
111  N.  Canal  St. 

San  Francisco: 
235  Montgomery  St. 

Dallas: 
Santa  Fe  Building 


B  RO  A  DmST  I N  G 


SeS-Montll,  *    Vol.  4     No.  12 


Canada  and  Foreign 
$4.00  the  Year 


combined  with 


WASHINGTON,  D.  C. 
JUNE  15,  1933 


$3.00  the  Year 
15c  the  Copy 


Two  hours  of  noon  day  entertainment,  de- 
signed for  housewives  both  in  the  city  and 
on  farms — to  relieve  the  monotony  of  house- 
keeping. Twelve  of  our  present  clients  are 
increasing  their  sales,  with  programs  during 
Town  and  Country  Time. 


THE  WOMEN'S  HOUR 

Timely  hints  on  housekeeping — style  trends 
— movie  gossip.  A  period  from  ten  to  ten- 
fifteen  each  week-day  morning,  bringing  in 
splendid  results  for  announcement  adver- 
tisers. 

THE  FARM  FOLKS  HOUR 

Promptly  at  5:30  A.M.  the  rooster  crows, 
signalling  the  beginning  of  the  day's  activi- 
ties for  KJVIOX,  and  from  then  until  seven 
o'clock  Charley  Stookey  and  his  crew  enter- 
tain and  inform  our  farm  and  rural  listeners. 
Fifteea-advertisers  this  past  winter  found  the 
Farm  Folks  Hour  most  productive  for  sales 
of  their  products  to  this  group  of  listeners. 

BASEBALL  AND  SPORTS 


Being  the  Southwestern  tip  of  big 
baseball  activities,  sports  fans  througho  GJ^' 
Mississippi  Valley  look  to  KMOX  and  F. 
Laux,  chief  sports  announcer,  for  accu 
play  by  play  reports  of  all  important  sj 
ing  events.  \^ 

\ 

On  it  goes — the  KMOX  Parade.    Each  unit  doing  a  real  job  and  the  whole  serving  one  of  t 
finest  markets  in  the  country.      KMOX  WILL  SELL  YOUR   PRODUCT     .  . 


KMOX 

50,000  WATTS 


THE  VOICE  OF  ST.  LOUIS,  INC. 


275.1  Meters 

ST.  LOUIS,  MO. 


1090  Kilocycles 
MART  BUILDING 
and 

RADIO  SALES,  INC.,  485  Madison  Avenue,  New  York 
410  N.  Michigan  Avenue,  Chicago 


WESTERN  KEY  STATION  OF  THE  COLUMBIA  BROADCASTING  SYSTEM 


NBC  LOCAL  SERVICE  BUREAU 

LLOYD  C.  THOMAS,  Manager 

NEW     YORK       •        CHICAGO       •        SAN  FRANCISCO 

WEAF        &        "WJZ  WMAQ&WENR  KPO,  KGO  &  KYA 

BOSTON    •    WBZ  SPRINGFIELD,  MASS.   •    WBZA  SCHENECTADY   •    WGY  WASHINGTON,-  D.  C.   •    WRC  &  WMAL 

PITTSBURGH  •   KDKA  CLEVELAND  •    WTAM  DENVER  •   KOA  PORTLAND,  ORE.  •    KEX  SPOKANE  •  KGA 
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It's  really  a  fallacy  for  so  many  people  lo  say  "summer  months  are  unfavorable  for  radio  advertising." 
Because  it's  a  toothless  statement  —  an  old  "  saw  "  —  which  facts  and  figures  (and  common  sense)  belie 
in  no  uncertain  terms. 

Let's  take  a  look  at  the  record  (with  a  bow  to  Al  Smith  for  the  use  of  his  words). 

so  slight  as  to  be  practically  no  dip  at  all.  Two*  of 
there  is  less  than  a  10%  loss  in  audience  during  the 
summer  months.  In  other  words,  radio  advertisers  had 
over  90%  of  the  winter  audience  all  summer  long.  And 
remember,  this  percentage  is  for  weekends  when  the 
old  "saw"  was  supposed  to  be  truer  than  on  other  days. 

There  go  the  "teeth"  of  that  argument  .  .  .  Sum- 
mer audiences  are  practically  as  large  as  winter  audi- 
ences. And  smart  advertisers,  realizing  that  competition 
on  the  air  is  less  keen  due  to  a  still  wide  belief  in  the 
old  "  saw,"  will  cash  in  by  consistent,  intelligent  ex- 
ploitation during  the  warm  weather. 

There  are  seventeen  stations,  represented  by  the 
NBC  Local  Service  Bureau,  serving  eleven  major 
markets,  which  offer  particularly  good  opportunities 
for  advertisers  to  get  results — winter  or  summer,  day  or 
night,  seven  days  a  week.  Full  information  about  one 
or  all  of  them  is  available  al  the  office  nearest  you. 


Last  summer  the  dip  in  the  audience  line  was 
the  several  surveys  we  have  seen  show  that 


*The  Iwo  surveys  are  "An  Analysis  of  the  Summer  Radio  Audience  in  ihe  Phila- 
delphia Buying  Area"  and  "Cooperative  Analysis  of  Broadcasting"  as  indicated  in  an 
article  by  H.  C.  Haupt  of  Crossley,  Inc.  in  the  June  1st  issue  of  "  Broadcasting." 
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DEPRESSION  NOTES . . . 

A  Station  Is  Known  By  The  Accounts  It  Keeps! 

In  the  six  months  period  between  Sept.  1,  1932,  and  March  1,  1933,  Q0%  of 
W-G-N's  clients  haVe  either  renewed  or  extended  their  contracts  for  broadcasts 
over  The  Chicago  Tribune  Station.  This  is  the  highest  published  renewal  figure 
that  has  been  called  to  our  attention.  Seasonal  advertisers,  of  course,  did  not 
renew  during  this  period. 

A  Station  Is  Known  By  The  Programs 
It  Nurtures  To  Cham  Proportions! 

Since  the  first  of  the  year  thirty  broadcasts  each  week  have  been  produced 
by  W-G-N  for  both  the  CBS  and  NBC  networks.  W-G-N  is  not  sold  by 
either  chain  as  an  originating  station — we  produce  only  resident  programs 
when  demanded  by  the  advertiser.  Local  success  has  prompted  our  clients  to 
increase  appropriations  to  expand  to  network  broadcasts! 

A  Station  Is  Known  By  The  Company  It  Keeps! 

Despite  the  tendency  of  some  advertising  media  to  wink  at  standards  and  pol- 
icies during  times  of  business  stress,  W-G-N  has  faithfully  kept  the  banner 
high.  You  need  never  be  ashamed  of  your  neighbors  on  W-G-N!  Thousands 
of  dollars  in  revenue  have  been  refused  by  W-G-N — from  accounts  and  prod- 
ucts that  are  not  W-G-N  caliber.  Also,  W-G-N  has  never  accepted  a  penny 
for  political  talks — even  in  a  presidential  and  a  depression  year.  It  hurts  the 
pocketbook — but  it  pays  iri  the  end,  in  our  standing  with  the  audience  and 
with  the  chain  and  local  advertisers  who  insist  on  W-G-N. 
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Post  Office  Upholds  Ruling  on  Fan  Mail 


By  SOL  TAISHOFF 


New  Solicitor  Says  Predecessor's  Finding  as  Published 
In  Broadcasting  Applies  to  the  Entire  Industry 


CONFUSION  arising  from  an  in- 
terpretation of  the  postal  regula- 
tions governing  the  handling  of 
fan  mail  has  been  clarified  by  the 
Post  Office  Department  in  a  ruling 
affirming  a  previous  order  making 
payment  of  additional  first  class 
postage  unnecessary,  and  p  1  a  c- 
ing  it  in  full  effect.  The  action 
will  save  the  radio  industry  money 
which  otherwise  would  have  to  be 
disbursed  in  the  forwarding  of 
audience  mail  from  station  to  pro- 
gram sponsor  via  essential  inter- 
mediaries. 

The  original  ruling  of  the  de- 
partment, rendered  March  14  by 
the  then  Solicitor,  Horace  J.  Don- 
nelly, was  based  on  a  series  of 
questions  submitted  by  WGN,  Chi- 
cago, through  its  Washington 
counsel,  Louis  G.  Caldwell  and  Ar- 
thur W.  Scharfeld.  Published  for 
the  first  time  in  the  April  1  issue 
of  Broadcasting,  the  ruling  elicit- 
ed much  favorable  comment  among 
advertisers,  agencies  and  stations. 

Not  Circularized 

IT  DEVELOPED,  however,  that 
the  ruling  was  not  circularized 
throughout  the  service  and  that 
post  office  officials  in  cities  other 
than  Chicago  were  not  familiar 
with  it.  They  disallowed  requests 
for  authority  to  forward  fan  mail 
in  conformity  with  the  ruling  on 
the  ground  that  it  had  never  been 
promulgated.  As  a  result,  inqui- 
ries were  addressed  to  Broadcast- 
ing and  to  the  National  Associa- 
tion of  Broadcasters  regarding  the 
status  of  the  ruling. 

The  matter  promptly  was  taken 
up  with  the  Post  Office  Depart- 
ment by  Philip  G.  Loucks,  manag- 
ing director  of  the  NAB,  and  the 
editor  of  Broadcasting.  Karl  A. 
Crowley,  who  recently  became  So- 
licitor of  the  department,  upon  be- 
ing consulted  affirmed  the  ruling 
of  his  predecessor,  Mr.  Donnelly, 
and  made  clear  that  the  interpre- 
tation is  applicable  to  all  stations. 

Refers  to  Published  Report 

IN  A  LETTER  to  Mr.  Loucks, 
dated  June  8,  Solicitor  Crowley 
stated : 

"At  the  request  of  Mr.  Harl- 
lee  Branch,  Executive  Assist- 
ant to  the  Postmaster  General, 
I  have  re-examined  and  con- 


THE  CONFUSION  which  resulted  from  the  failure 
of  local  postal  officials  throughout  the  country  to 
give  broadcasters  the  benefit  of  Post  Office  Depart- 
ment's ruling  on  a  WGN  inquiry  last  April  should 
be  ended  with  this  clear  declaration  by  the  new 
solicitor  that  fan  mail  can  be  forwarded  to  program 
sponsor  via  any  essential  intermediary  without  ad- 
ditional first  class  postage  so  long  as  it  is  not  opened 
in  route.  In  sustaining  his  predecessor's  interpre- 
tation, Solicitor  Crowley  referred  to  BROADCASTING'S 
April  1  report  of  the  previous  ruling  as  being  ac- 
curate a;nd  comprehensive. 


sidered  the  ruling  of  Mr.  Don- 
nelly, my  predecessor  as  So- 
licitor for  the  Post  Office  De- 
partment, dated  March  14, 
1933,  relating  to  the  forward- 
ing of  'fan'  mail  by  radio  sta- 
tions to  the  sponsors  of  radio 
programs  directly  or  through 
essential  intermediaries. 

"The  ruling  has  been  ap- 
proved and  is  now  in  effect. 
The  ruling  referred  to  is  pub- 
lished in  full  text  in  the  April 
1,  1933,  issue  of  BROAD- 
CASTING Magazine." 

In  discussing  the  matter  with 
Mr.  Loucks  and  the  editor  of 
Broadcasting,  Solicitor  Crowley 
declared  that  the  article  which  ap- 
peared in  the  April  1  issue  of  that 
publication  covered  the  whole  mat- 
ter comprehensively  and  accurate- 
ly. Postmasters,  he  declared,  will 
be  guided  by  the  ruling  as  pub- 
lished in  that  issue. 

NAB  Circularizes  Article 

UPON  RECEIPT  of  the  letter 
from  Solicitor  Crowley,  Mr. 
Loucks,  in  behalf  of  the  industry, 
sent  to  all  broadcast  stations  a 
reprint  of  the  article  which  ap- 
peared in  the  April  1  issue  of 
Broadcasting,  together  with  a 
covering  letter  and  a  copy  of  the 
Crowley  ruling.  Stations  were 
asked  to  contact  their  local  post- 
masters immediately,  and  apprise 
them  of  the  Washington  ruling  so 


that  they  may  govern  their  deal- 
ings with  all  branches  of  the  in- 
dustry accordingly. 

Solicitor  Crowley  declared  that 
no  further  elaboration  of  the  orig- 
inal Donnelly  ruling  is  necessary 
beyond  the  article  and  text  of  the 
ruling  itself  as  published  last 
April. 

As  stated  in  that  article,  the  rul- 
ing means  that  thousands  of  dol- 
lars annually  will  be  saved  to  the 
industry.  The  opinion  eliminates 
all  important  restrictions  hereto- 
fore invoked  on  the  movement  of 
audience  mails.  In  the  past,  the 
Post  Office  Department  has  re- 
quired that  fan  mail  forwarded 
from  station  to  network  to  pro- 
gram sponsor  or  agency  carry  ad- 
ditional first  class  postage  at  the 
regular  rates. 

Third  Fan  Mail  Ruling 

SINCE  the  advent  of  commercial 
broadcasting,  hundreds  of  thou- 
sands of  dollars  have  been  spent 
by  the  industry  in  forwarding  of 
fan  mail  because  of  the  depart- 
ment's interpretation  of  the  laws 
giving  it  an  exclusive  monopoly  in 
the  carrying  of  mails.  The  for- 
warding of  radio  mail  was  pro- 
hibited without  the  payment  of 
three  cents  per  fan  letter  (under 
the  current  scale)  regardless 
whether  the  letters  were  shipped 
in  bulk  by  express  or  some  simi- 
lar method. 


The  ruling  is  the  third  to  be 
handed  down  by  the  department  on 
fan  mail.  It  followed  a  revision  of 
the  regulations  promulgated  on 
Feb.  15  in  which  network-affiliated 
stations  were  allowed  to  forward 
such  mail,  unopened,  in  bulk,  via 
fourth  class  parcel  post  without 
the  payment  of  additional  first 
class  postage.  In  that  ruling,  how- 
ever, the  department  held  that  in 
forwarding  the  identical  mail  from 
network  headquarters  to  sponsors, 
advertisers  or  agencies,  additional 
first  class  postage  was  necessary, 

WGN  Raises  Question 

THE  FIRST  RULING  was  made 
last  December  upon  inquiry  by 
CBS.  The  department  at  that  time 
held  that  fan  mail  might  be  for- 
warded from  affiliated  -  station  to 
network  headquarters  by  express 
or  similar  method  without  pay- 
ment of  additional  first  class  post- 
age, but  not  by  parcel  post.  Thus, 
the  Feb.  15  ruling  broadened  the 
scope  of  the  December  decision  to 
cover  parcel  post,  but  did  not  touch 
upon  the  most  important  point — 
the  movement  of  mail  from  station 
to  sponsor  without  payment  of  ad- 
ditional first  class  charges. 

It  was  following  the  Feb.  15  rul- 
ing that  counsel  for  WGN  queried 
the  department  on  this  broad  ques- 
tion. They  pointed  out  that  both 
of  the  previous  rulings  were  made 
with  particular  reference  to  chain 
stations  and  it  was  desirable  to 
ascertain  how  far  these  regula- 
tions would  apply  to  independent 
or  non-chain  stations. 

Must  Not  be  Opened 

THE  WGN  letter  was  referred  to 
the  then  Solicitor  Donnelly,  who 
held,  first,  that  the  fan  mail  rul- 
ings apply  with  equal  force  to  net- 
work and  non  -  chain  stations  and 
that  no  distinction  is  made  by  the 
department  between  classes  of  sta- 
tions. Throughout  the  ruling  Mr. 
Donnelly  emphasized  that  fan  mail 
must  be  forwarded  unopened  to 
the  sponsor,  to  be  eligible  for 
handling  without  additional  first 
class  postage. 

"If  the  fan  mail  is  to  be  opened 
by  some  person  before  it  reaches 
the  advertiser,"  the  ruling  states, 
"it  may  not  be  sent  outside  the 
mails  to  such  person  without  pay- 
ment of  postage.  If,  on  the  other 
hand,  it  is  handled  one  time  or  sev- 
eral times  before  it  reaches  its  ul- 
timate destination,  viz.,  the  office 
of  the  sponsor  of  the  program,  but 
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is  not  opened  by  anyone  before  it 
reaches  such  sponsor,  it  may  be 
sent  otherwise  than  by  'letter' 
without  violation  of  the  private 
express  statutes." 

Text  of  WGN  Letter 

THE  TEXT  of  the  "WGN  letter 
and  the  Donnelly  ruling,  now  in 
full  force  by  virtue  of  its  affirma- 
tion by  the  new  solicitor,  are  re- 
printed below  in  full  text: 

This  letter  is  written  for  the  pur- 
pose of  obtaining  a  ruling  of  the  Post 
Office  Department  with  respect  to  the 
handling  of  "audience"  or  "fan"  mail 
received  by  radio  broadcasting  sta- 
tions. 

It  is  my  understanding  that  two 
rulings  relative  to  the  handling  of 
such  mail  have  already  been  made  by 
the  department.  The  first,  which  was 
embodied  in  a  communication  to  the 
Columbia  Broadcasting  System,  Inc., 
dated  Dec.  2,  1932,  declared  that  let- 
ters received  by  a  broadcasting  sta- 
tion for  program  sponsors  which  are 
not  opened  by  the  station  but  are 
merely  assembled  and  counted  for  no- 
tation on  the  stations  records,  may  be 
forwarded,  by  express  or  other  simi- 
lar method  outside  of  the  mails  with- 
out the  payment  of  postage,  from 
the  broadcasting  station  to  the  head- 
quarters of  the  network,  provided 
they  are  not  opened  upon  receipt  at 
the  headquarters.  The  second  ruling 
in  a  letter  to  postmasters,  dated  Feb. 
15,  1933,  provides  that  the  class  of 
mail  hereinabove  referred  to  may  be 
mailed  in  bulk  by  the  receiving  sta- 
tion to  the  headquarters  of  the  broad- 
casting network  with  postage  prepaid 
at  the  fourth  class  or  parcel  post 
rates  computed  on  the  bulk  weight  of 
the  parcels.  Apparently  both  of  the 
foregoing  rulings  were  made  with  par- 
ticular reference  to  chain  stations 
and  I  am,  therefore,  anxious  to  deter- 
mine how  far  they  will  apply  to  the 
independent  or  non-chain  station. 

We  represent  radio  station  WGN, 
Chicago,  111.,  which  is  owned  and  oper- 
ated by  the  same  management  as 
the  Chicago  Tribune.  Sponsored  pro- 
grams are  broadcast  over  WGN  for 
many  advertisers  located  in  various 
parts  of  the  country.  Mail  resulting 
from  these  broadcasts  is  usually  sent 
directly  to  the  station  and  then  must 
be  forwarded  to  the  sponsor.  If  such 
mail  had  to  be  forwarded  at  first  class 
rates,  the  postage  required  in  many 
instances  would  exceed  the  revenue  de- 
rived by  the  station  from  the  broad- 
cast. It  is,  therefore,  essential  that 
the  station  be  permitted  to  adopt  a 
course  of  forwarding  this  mail  by 
other  less  costly  methods  consistent 
with  the  postal  laws  and  regulations. 

Proposed  Procedure 

WE,  THEREFORE,  submit  the  fol- 
lowing proposed  methods  of  procedure 
for  the  department's  consideration: 

1.  Suppose  WGN  delivered  mail  to 
the  Chicago  office  of  the  advertising 
agency  handling  the  advertiser's  ac- 
count, could  the  agency  after  opening 
and  tabulating  the  letters  forward 
them  to  the  advertiser  by  express? 
Would  it  make  any  difference  in  this 
situation  if  the  letters  were  unopened 
prior  to  being  forwarded  to  the  ad- 
vertiser ? 

2.  In  some  cases  the  advertising 
agency  handling  the  advertiser's  ac- 
count has  an  employee,  stationed  in 
the  main  office  of  the  advertiser.  Sup- 
pose WGN  delivered  the  mail  un- 
opened to  the  advertising  agency  in 
Chicago  and  the  advertising  agency 
expressed  such  mail  to  its  employee  in 
the  advertiser's  main  office,  who  upon 
receipt  thereof  would  turn  it  over  to 
the  advertiser  unopened.  This  is  a 
bona  fide  arrangement  between  adver- 
tiser and  agency  now  prevailing  on 
numerous  accounts.  It  would  seem 
that  under  these  conditions  a  package 
of  mail  sent  by  express  does  not  have 
the  character  of  "letters"  within  the 
purview  of  the  private  express  stat- 
utes. 

3.  Suppose  that  the  advertiser  had 
a  branch  office  of  its  own  in  Chicago, 


could  such  a  branch  office  forward 
mail  delivered  to  it  by  WGN  to  the 
advertiser's  main  office  by  express  ? 

4.  Suppose  WGN  used  the  branch 
office  of  the  Chicago  Tribune  as  for- 
warding headquarters  could  the  mail 
be  sent  by  express  to  such  offices 
and  then  turned  over  to  the  adver- 
tiser or  advertising  agency?  This 
situation  appears  to  be  analogous  to 
that  involved  in  the  department's 
prior  rulings  on  the  subject. 

A  ruling  of  the  department  approv- 
ing any  or  all  of  the  foregoing  pro- 
posals is  respectfully  requested  so  that 
Station  WGN  may  be  advised  to  act 
in  accordance  therewith. 

Post  Office  Ruling 

THE  DEPARTMENT'S  reply,  sent 
March  14,  and  bearing  the  signa- 
ture of  W.  E.  Triem,  superintend- 
ent of  the  Division  of  Railway  Ad- 
justments, follows  in  full  text: 

Reference  is  made  to  your  letter  of 
March  8,  asking  for  an  opinion  with 
respect  to  the  transmittal  outside  of 
the  mails  without  payment  of  post- 
age of  audience  mail  received  by  the 
broadcasting  station  of  the  Chicago 
Tribune. 

The  question  was  submitted  to  the 
Solicitor  for  this  department  with  re- 
quest for  a  ruling,  and  following  is  a 
copy  of  his  reply: 

"With  regard  to  Mr.  Scharfeld's 
first  query,  viz.,  whether  the  fact  that 
the  previous  rulings  of  the  depart- 
ment relating  to  fan  mail  were  ren- 
dered in  response  to  requests  of  chain 
stations  would  have  any  bearing  upon 
the  matter  or  whether  such  rulings 
would  apply  with  equal  force  in  the 
case  of  independent  or  non-chain  sta- 
tions, the  answer  is  that  no  distinc- 
tion is  made  between  the  two  classes 
of  stations.  The  issue  in  all  such 
cases  is  the  same:  whether  the  mat- 
ter proposed  to  be  forwarded  outside 
the  mails  falls  within  the  category  of 
'letters'  within  the  meaning  of  the 
private  express  statutes. 

"Responding  to  Mr.  Scharfeld's 
specific  inquiries,  the  first  question  is 
whether  WGN  might  deliver  mail  to 
the  Chicago  office  of  the  advertising 
agency  handling  advertisers'  accounts 
which  would  open  and  tabulate  the 
letters  and  forward  them  to  the  ad- 
vertiser by  express.  This  plan  would 
be  objectionable.  The  second  part  of 
the  first  inquiry  is  whether  it  would 
alter  the  situation  if  the  letters  were 
unopened  prior  to  being  forwarded  to 
the  advertiser.  The  answer  is  yes.  If 
the  letters  are  not  to  be  opened  prior 
to  the.  time  they  reach  the  advertiser, 
they  may  be  sent  by  express  or  by 
four  class  or  parcel  post  rates. 

"The  second,  third  and  fourth  in- 
quiries all  involve  similar  methods  of 
procedure.  It  does  not  matter  whether 
the  fan  mail  is  handled  by  an  adver- 
tising agency,  a  branch  office  of  the 
advertiser,  or  a  branch  office  of  the 
broadcasting  station  or  the  newspaper 


Mr.  Hedges 


William  Hedges  Named 
KDKA  New  Manager 

WILLIAM  S. 
HEDGES,  Chi- 
cago manager  of 
the  NBC  Local 
Service  Bureau 
and  director  of 
"WMAQ,  has  been 
appointed  g  e  n  - 
eral  manager  of 
KDKA,  Pitts- 
burgh, effective 
June  15.  He  suc- 
ceeds Oliver  Morton.  Roy  Hazen- 
bach,  of  the  WMAQ  sales  staff,  and 
John  Gihon,  WMAQ  continuity 
chief,  may  also  go  to  Pittsburgh. 

Mr.  Hedges,  who  from  1928  to 
1930  was  president  of  the  National 
Association  of  Broadcasters  and  is 
now  president  of  the  Chicago  As- 
sociation of  Broadcasters,  is  one  of 
the  pioneers  of  commercial  radio* 
He  was  radio  editor  of  the  Chi- 
cago Daily  News  when  that  news- 
paper also  assigned  him  to  manage 
WMAQ.  When  half  interest  in  the 
station  was  acquired  by  NBC  in 
March,  1932,  he  remained  with  the 
new  management. 

Mr.  Hedges  will  be  succeeded  at 
WMAQ  by  Bill  Hay,  commercial 
man  who  is  also  announcer  for 
Amos  'n'  Andy. 


Await  Wynn  Network 

UNABLE  to  get  under  way  on  its 
latest  scheduled  inaugural  date, 
which  was  June  5,  the  Amalga- 
mated Broadcasting  System,  Ed 
Wynn's  new  network  venture 
which  proposes  to  link  a  group  of 
stations  in  the  east  and  then 
spread  westward,  is  hastening  the 
completion  of  its  studio  equipment 
installations  at  501  Madison  Ave., 
New  York.  Great  interest  in  the 
project  continues  to  prevail  in 
broadcasting  circles,  but  no  new 
definite  date  for  the  opening  has 
yet  been  announced. 


which  owns  same.  If  the  fan  mail  is 
to  be  opened  by  some  person  before  it 
reaches  the  advertiser,  it  may  not  be 
sent  outside  the  mails  to  such  person 
without  payment  of  postage.  If,  on 
the  other  hand,  it  is  handled  one  time 
or  several  times  before  it  reaches  its 
ultimate  destination,  viz.,  the  office  of 
the  sponsor  of  the  program,  but  is 
not  opened  by  anyone  before  it  reaches 
such  sponsor,  it  may  be  sent  other- 
wise than  by  'letter'  without  violation 
of  the  private  express  statutes." 


  Photo  by  Harris  &  Ewingr 

THE  FEDERAL  RADIO  COMMISSION— This  is  the  first  photograph  of 
the  Commission  since  its  reorganization  with  a  Democratic  majority. 
Seated,  left  to  right,  are  Commissioners  Thad  H.  Brown,  vice  chairman; 
W.  D.  L.  Starbuck;  Eugene  O.  Sykes,  chairman;  Harold  A.  Lafount, 
and  James  H.  Hanley.  Standing,  left  to  right,  are  Herbert  L.  Pettey, 
secretary;  George  S.  Porter,  acting  general  counsel,  and  Dr.  C.  B.  Jol- 
liflfe,  chief  engineer. 


AFA  Will  Attract 
Many  Broadcasters 

Postmaster  Farley  is  Speaker; 
NAB  Group  Meets  June  27 

MANY  broadcasters,  including 
members  of  the  NAB  commercial 
section,  are  expected  to  attend  the 
29th  annual  convention  of  the  Ad- 
vertising Federation  of  America  at 
Grand  Rapids,  Mich.,  June  25  to 
29,  it  is  indicated  in  advance  re- 
ports. The  NAB  commercial  sec- 
tion, headed  by  H.  K.  Carpenter, 
will  hold  its  meeting,  in  conjunc- 
tion with  AFA  on  June  27,  and  a 
tentative  program,  covering  a  wide 
range  of  subjects  of  interest  to  ad- 
vertisers, agencies  and  stations  has 
been  arranged. 

Farley  to  Speak 

POSTMASTER  General  Farley  will 
address  the  AFA  meeting  June  26. 
Among  other  men  in  public  life  to 
address  the  assembly  of  advertis- 
ing executives  are  Senators  Capper 
of  Kansas  and  Vandenberg  of 
Michigan. 

Other  convention  speakers  will 
include  Stuart  Peabody,  New  York, 
president  of  the  Association  of  Na- 
tional Advertisers;  Dr.  Miller  Mc- 
Clintock,  Harvard  University;  T. 
K.  Quinn,  vice  president  of  the 
General  Electric  Co.;  Ralph  Leav- 
enworth, advertising  manager, 
Westinghouse  Electric  and  Manu- 
facturing Co.;  Dr.  A.  P.  Haake, 
managing  director,  National  Asso^. 
elation  of  Furniture  Manufactur- 
ers; W.  A.  Oilman,  president  of 
N.  W.  Ayer  and  Son;  Wendell  L. 
Willkie,  president.  Commonwealth 
and  Southern  Corp.;  Paul  Ryan, 
manager  of  sales  promotion,  Shell- 
American  Petroleum  Corp.;  H.  G. , 
Weaver,  General  Motors  Corp.,  and 
E.  T.  Gundlach,  president,  Gund- 
lach  Advertising  Co. 

NAB  Session  Program 

THE  TENTATIVE  agenda  for  the 
NAB  meeting  follows: 

Problems  of  Station  Promotion — 
Discussion  led  by  John  Patt,  WGAR. 

Sales  Management — Discussion  led 
by  Louis  Weiss,  WJR. 

Merchandising — Discussion  led  by 
Harry  Howlett,  WHK. 

Commercial  Scripts — Discussion  led 
by  John  Henry,  KOIL. 

Cooperation  with  Local  Civic  Groups 
—Discussion  led  by  Ed.  Bill,  WMBD. 

Participating  Ideas — Discussion  led 
by  Ed.  Craney,  KGIR. 

Station  Surveys — Discussion  led  by 
Martin  Campbell,  WFAA. 

Standardization  of  Units  of  Sale 
and  Rates — Discussion  led  by  Arthur 
B.  Church,  KMBC. 

Standardization  of  Commercial 
Forms — Discussion  led  by  Roy  Har- 
low, WNAC. 

Sales  Problems  Common  to  Both 
Small  and  Large  Station — Discussion 
led  by  Leslie  Fox,  WSM. 

Station  Displays — Discussion  led  by 
Don  Davis,  WHB. 

How  the  NAB  Can  Cooperate  with 
Commercial  Managers  and  Program 
Directors — Discussion  led  by  Herman 
S.  Hettinger,  University  of  Pennsyl- 
vania. 

Maintenance  of  Published  Rates — 
Discussion  led  by  Philip  G.  Loucks, 
NAB  managing  director. 


A  NEW  local  station  for  Florence, 
Ala.,  to  broadcast  daytime  with  100 
watts  on  1420  kc,  was  granted  to 
Kathryn  Jones,  of  that  city,  by 
the  Radio  Commission  June  2. 
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How  Industrial  Control  Bill  Affects  Radio 


NAB  Likely  To  Be  Governing  Force  Under  U.  S.  Control; 
Rate-Cutting  Ban,  Uniform  Accounting  Seen  Likely 


THE  BUSINESS  of  broadcasting, 
along  with  all  other  industries, 
may  be  vitally  affected  by  the  ad- 
ministration's new  industrial  re- 
covery and  control  bill,  which  was 
in  its  final  legislative  stages  as 
Broadcasting  went  to  press. 

Regarded  as  the  most  important 
legislation  now  facing  general 
business,  the  scope  of  the  measure 
is  not  yet  definitely  defined,  but 
many  trade  associations,  including 
the  NAB,  are  taking  steps  for  com- 
pliance with  it  on  the  apparent 
theory  that  it  will  benefit  them  in 
the  long  run.  The  bill  is  designed 
to  revive  business,  eliminate  cut- 
throat competition,  aid  employ- 
ment and  introduce  stronger  self- 
regulation  of  industry.  Combined 
with  the  measure  is  the  adminis- 
tration's $3,300,000,000  public 
works  project. 

As  applied  to  the  broadcasting 
industry,  it  appears  that  the  NAB 
will  become  the  governing  force. 
The  intent  of  the  measure  is  that 
of  self-regulation  of  each  industry, 
with  the  government  to  step  in 
only  in  the  event  of  failure  of  an 
industry  to  cope  with  its  own  prob- 
lems. The  act  would  be  adminis- 
tered by  the  President  through  his 
administrator.  Gen.  Hugh  S.  John- 
son, with  the  collaboration  of  the 
Federal  Trade  Commission.  It  will 
be  effective  for  two  years  from 
date  of  enactment. 

Philip  G.  Loucks,  NAB  manag- 
ing director,  on  June  8,  attended  a 
conference  of  trade  association  ex- 
ecutives with  officials  of  the  gov- 
ernment to  whom  the  task  of  ad- 
ministering the  law  will  be  dele- 
gated. The  conference  was  held 
behind  closed  doors  and  constituted 
a  round-table  discussion  of  the 
problems  of  administration. 

Rate-Cutting  Penalized 

IT  APPEARS  that  the  procedure 
to  be  followed  by  the  broadcasting 
1  industry,  once  the  law  takes  ef- 
fect, will  involve,  first,  the  holding 
of  a  meeting  of  leaders  of  radio 
under  the  auspices  of  the  NAB. 

1  The  meeting  must  agree  on  a  "code 
of  fair  competition"  which  could  be 
patterned  partially  after  the  NAB 
code  of  ethics  and  its  standards  of 
commercial  practices.  These  would 
be  voluntary  actions  and  would  be 
filed  with  the  Trade  Commission. 

Following  this  voluntary  meeting, 
there  would  be  a  further  meeting 
with  the  Trade  Commission,  or 
one  of  its  members,  respecting 
■  eradication  of  unfair  competition 

■  '  within  the  industry  and  control  in 
a  manner  that  would  serve  public 
interest.  The  crux  of  the  matter, 
so  far  as  its  probable  application 
to  broadcasting  is  concerned,  un- 
doubtedly would  be  the  mainten- 
ance of  rates  by  stations,  based  on 
costs  of  operation,  with  rate-cut- 
ting or  rate  discriminations  ren- 
dered illegal  and  punishable  under 
the  penal  provisions  of  the  new 
law. 

Since  elimination  of  price  -  cut- 


ting is  a  fundamental  objective, 
stations  would  have  to  agree  to 
maintain  standard  rate  structures. 
"Per  inquiry"  or  commission  ad- 
vertising accounts  might  thereby 
be  barred.  Service  could  not  be 
sold  to  one  party  at  a  given  price 
and  to  another  at  a  different  price. 

Uniform  Cost  Accounting 

TO  BUILD  up  such  a  rate  struc- 
ture the  industry  would  have  to 
develop  a  uniform  method  of  cost 
accounting.  Presumably  there 
would  be  no  reference  to  prices 
charged  for  time,  although  that 
would  be  the  ultimate  basis  for  the 
assessment  of  costs.  The  industry 
likewise  would  have  to  agree  on 
minimum  wages  for  operators,  an- 
nouncers, stenographers,  continu- 
ity writers,  salesmen,  etc.,  and  also 
as  to  maximum  hours  of  operation. 

The  trade  association  itself 
would  be  responsible  to  the  Presi- 
dent, through  the  Trade  Commis- 
sion and  General  Johnson.  Failure 


BROADCASTING  stations,  along 
with  all  other  advertising  media, 
will  be  absdlved  of  all  responsi- 
bility for  violation  of  the  food, 
drug  and  cosmetics  statute  with 
regard  to  misleading  or  fraudulent 
advertising,  if  they  furnish  the 
name  and  post  office  address  of  the 
party  which  contracted  for  the  ad- 
vertising, under  the  Administra- 
tion bill  proposing  revision  of  the 
present  laws. 

Drafted  by  the  Department  of 
Agriculture  after  conferences  with 
all  groups  affected,  the  bill  was 
submitted  to  the  respective  chair- 
men of  the  House  and  Senate  com- 
mittees charged  with  such  legisla- 
tion by  Secretary  of  Agriculture 
Wallace  June  1.  The  measure  has 
been  approved  by  the  Attorney 
General  and,  as  Broadcasting 
went  to  press,  was  expected  to  be 
formally  introduced  in  both  Houses 
prior  to  adjournment  of  the  special 
session.  It  is  understood  that  no 
changes  will  be  made  in  the  mea- 
sure, but  that  it  will  be  subjected 
to  careful  scrutiny  at  the  next  ses- 
sion of  Congress  with  full  hearings 
held  probably  in  both  branches. 

Medium  is  Absolved 

ON  THE  QUESTION  of  advertis- 
ing, the  bill  makes  all  parties  in- 
volved responsible  initially.  It  im- 
mediately absolves  the  advertising 
medium,  however,  provided  that 
they  furnish  the  name  and  post 
office  address  of  the  responsible 
party  placing  the  advertising.  In 
other  words,  broadcasters,  publish- 
ers and  others  accepting  advertis- 
ing must,  in  the  first  instance,  pro- 


of the  industry  to  govern  itself 
would  mean  the  enforced  regula- 
tion of  that  industry  by  the  admin- 
istrative agencies  under  orders 
bearing  the  President's  approval 
and  having  the  full  force  of  law. 

Arbitration  of  Complaints 

IF  A  STATION  violates  the  codes 
adopted  by  an  industry  and  com- 
plaint is  made  with  the  NAB,  as 
the  governing  trade  association,  it 
shall  have  the  power  to  arbitrate, 
perhaps  through  a  committee. 
Should  the  recalcitrant  broadcaster 
then  fail  to  mend  his  ways,  re- 
course would  be  taken  through 
complaint  to  the  government 
agency.  Opinion  within  the  indus- 
try is  somewhat  divided  as  to 
whether  the  measure  will  be  bene- 
ficial, but  its  proponents  believe 
that  it  will  make  for  cleaner  com- 
petition. 

In  a  recent  address  over  CBS, 
Senator  Wagner,  (D.),  N.  Y.,  au- 
thor of  the  Senate  measure,  de- 


cure  this  information  to  protect 
themselves. 

Like  the  industrial  recovery  bill 
sponsored  by  the  Roosevelt  admin- 
istration, the  food  and  drugs  mea- 
sure seeks  self-regulation  within 
each  industry.  The  Food  and  Drugs 
Administration  itself  would  enter 
the  picture  only  if  the  regulations 
it  prescribes  are  not  adhered  to. 
Then  it  can  invoke  the  penalties 
prescribed  in  the  law,  which  are 
imprisonment  for  not  more  than 
one  year,  or  fines  of  not  less  than 
$100  nor  more  than  $1,000,  or  both, 
for  the  first  offense,  and  for  a  sec- 
ond or  subsequent  offense,  impris- 
onment for  not  more  than  one  year, 
or  a  fine  of  not  less  than  $1,000  or 
more  than  $5,000,  or  both. 

Won't  Curtail  Advertising 

INTERESTED  parties  consulting 
about  the  projected  legislation,  for 
the  most  part  feel  that  it  will  not 
have  the  effect  of  curtailing  adver- 
tising budgets  or  advertisers.  Few 
if  any  reputable  firms  now  produce 
products  that  would  be  thrown  off 
the  market  under  the  more  string- 
ent regulations  prescribed  by  the 
department,  it  was  said. 

Furthermore,  there  appears  to 
be  ample  basis  for  the  assumption 
that  stations  and  publications  will 
actually  be  subjected  to  less  rigid 
competition  for  advertising  ac- 
counts. For  example,  it  was  point- 
ed out,  a  big  station  which  watches 
its  accounts  closely  may  turn  down 
a  fat-reducing  proposition,  even 
though  the  cash  is  "on  the  line", 
because  it  conflicts  with  its  adver- 
(Continued  on  page  27) 


fined  salient  provisions  of  the  mea- 
sure. "We  propose  to  give  each 
trade  and  industry  the  right  to 
govern  itself",  he  said.  "We  in- 
tend that  all  those  who  are  en- 
gaged in  any  one  branch  of  busi- 
ness shall  cooperate  among  them- 
selves and  with  their  employes, 
with  a  view  of  improving  the  con- 
ditions of  their  business  and  in- 
creasing their  power  to  give  em- 
ployment by  eliminating  those  un- 
fair methods  of  competition  which 
have  proved  to  be  the  cause  of 
bankrupting  business,  destroying 
wage  standards  and  spreading  un- 
employment." 

An  interpretation  of  the  bill,  as 
it  affects  trade  associations,  by  F. 
H.  Figby,  partner  in  the  firm  of 
Ernst  &  Ernst,  and  published  in 
its  bulletin,  gives  a  comprehensive 
picture  of  the  measure. 

Up  to  Trade  Groups 

"THE  TRADE  association,  if  it  is 
good  enough  in  the  future",  the  ar- 
ticle states,  "can  steer  us  into  the 
middle  course,  which  is  this:  Pri- 
vate ownership,  private  manage- 
ment, private  initiative,  plus  con- 
trol, or  supervision,  or  direction 
for  the  public  interest.  This  mid- 
dle course  is  the  aim  of  the  pro- 
posed new  law.  The  bill  is  so 
framed  as  to  leave  initiative  to 
trade  groups  if  they  will  take  it. 
Otherwise  the  government  will  dic- 
tate. *  *  * 

"Each  trade  and  industry  needs 
a  general  code,  which  will  repre- 
sent a  statement  of  the  practices 
which  the  industry  considers  good 
in  its  own  interest  and  in  the  pub- 
lic interest  (the  two  being  ulti- 
mately the  same).  In  the  past 
these  codes  have  related  largely  to 
selling  practices,  such  as  labeling, 
advertising,  discrimination,  allow- 
ances, rebates,  special  discounts, 
freight  allowances,  terms,  r  e- 
turned  goods,  etc.  In  the  future 
the  codes  must  cover  more  ground, 
such  as  wages,  hours,  working  con- 
ditions, costs,  price  factors,  etc. 
*  *  't 

Must  be  Profit  Motive 

"THE  WHOLE  problem  of  suc- 
cessful business  operation  rests  on 
the  problem  of  selling  prices.  These 
must  be  high  enough  to  cover  costs 
and  to  represent  a  very  reason- 
able profit.  The  profit  may  vary, 
according  to  efficiency  of  different 
producers.  A  good  job  for  the 
trade  association  is  to  establish 
rules  which  make  reasonably  cer- 
tain that  selling  price  shall  not  be 
below  cost  of  production.  *  *  * 

"Government  compulsion  is  an 
influence  to  be  avoided.  It  can  be 
avoided  only  by  those  business 
groups  which  run  ahead  of  the 
government  in  their  recognition  of 
what  constitutes  public  interest 
conduct  on  their  part. 

"Dull  business  groups  will  show 
the  same  inertia  as  in  the  past. 
Wise  business  groups  will  rush  to 
conform  with  the  new  principles, 
using  the  best  talent  that  is  with- 
in them  and  employing  outside 
objective  assistance  or  guidance  if 
they  need  it." 


STATIONS  ESCAPE  RESPONSIBILITY 

Bill  Governing  Food,  Drug  and  Cosmetic  Advertising 
 Places  Burden  of  Blame  on  Advertiser  
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New  High  In  Time -Chiseling 
Stirs  Station  Head  to  Sarcasm 

WCLO  Manager  Counters  Texaco  Disk  Offer 
"With  Request  for  Free  Gas  for  His  Staff 


Mr.  Bliss 


ALWAYS  a  tar- 
get for  every  sort 
of  "time -grab- 
bing scheme", 
broadcasting  sta- 
tions, especially 
small  local  s  t  a-  ■ 
tions  without  net- 
work affiliations, 
are  now  being 
approached  with 
a  new  kind  of  no- 
pay  no-charge  offer  designed  to 
benefit  only  one  party — the  pro- 
moter. 

Sidney  H.  Bliss,  vice  president 
and  general  manager  of  WCLO, 
Janesville,  Wis.,  one  of  those  to 
whom  the  offer  is  made,  forwards 
the  data  to  Broadcasting.  In 
brief,  the  proposal  is  a  free  offer 
to  smaller  stations  of  recordings 
of  the  Ed  Wynn  programs  for 
Texaco,  commercial  blurbs  and  all, 
if  the  stations  will  cai-ry  them  on 
a  no-pay  basis. 

Unauthorized  by  Texaco 

THE  OFFER  is  made  by  C.  0. 
Langlois  on  a  letterhead  of  the 
"General  Broadcasting  Co.  and 
Brunswick  Recording  Studios,  799 
Seventh  Ave.,  New  York."  From 
sources  close  to  the  Texas  Co.,  it 
was  learned  that  "they  have  not 
authorized  and  will  not  authorize 
recording  proposition."  But  let 
the  exchange  of  letters  between 
Messrs.  Bliss  and  Langlois  tell  the 
whole  story.  Mr.  Bliss'  reply  is 
eloquent  in  the  extreme. 

Writes  Mr.  Langlois  to  Mr.  Bliss 
under  date  of  May  23,  enclosing 
with  his  letter  a  "contract  form" 
expressing  preference  for  "Tuesday 
night  to  correspond  with  network 
release": 

For  some  time  we  have  been  par- 
ticipating in  a  movement  to  bring  you 
what  is  generally  believed  to  be  the 
nation's  most  popular  radio  network 
program. 

The  negotiations  have  proceeded  to 
the  point  where  your  agreement  is 
necessary  and  we  urge  that  upon  the 
receipt  of  this  letter  you  wire  in  an 
acceptance  and  forward  by  mail  the 
enclosure  which  serves  as  a  confirma- 
tion of  the  acceptance. 

As  you  know,  it  is  virtually  imprac- 
tical for  the  networks  to  include  a 
great  many  of  the  smaller  regional 
radio  stations  in  a  wire  hookup.  The 
expense  forbids. 

We  have  been  negotiating  with  The 
Texas  Company,  sponsors  of  the  "Ed 
■  Wynn  Fire  Chief"  program,  to  have 
them  record  their  weekly  half-hour 
and  relay  it  to  a  number  of  smaller 
stations.  More  than  a  score  of  radio 
stations  in  non-network  cities  that  we 
have  approached  have  offered  to  sup- 
ply the  weekly  half-hour  time  in  or- 
der to  have  the  prestige  of  the  pro- 
gram, if  it  were  to  come  to  them  with- 
out any  costs  whatsoever. 

The  sponsors  of  the  Ed  Wynn  radio 
program,  however,  are  hesitant.  It 
is  necessary  for  them  to  pay  their 
talent  a  second  time  for  the  recorded 
broadcasts,  and  unless  a  considerable 
number  of  stations  is  obtained,  it 
would  be  economically  prohibitive  for 
them  to  undergo  this  heavy  expense 
for  only  a  small  list  of  stations. 

If,  however,  a  sufficient  number  of 
stations  will  schedule  the  program  so 
that  the  average  cost  per  station  of 


the  program  expense  can  be  brought 
down  to  a  reasonable  figure,  they 
would  be  inclined  to  give  the  propo- 
sition immediate  consideration.  There 
is  the  possibility  then  that  the  pro- 
gram would  be  recorded  immediately 
and  schedules  started  quickly  to  run 
throughout  the  summer. 

We  have  another  meeting  scheduled 
late  this  week.  Your  response  is 
needed  at  once.  For  that  reason  we 
urge  that  you  wire  us  collect,  so  we 
may  have  your  early  answer.  The 
regular  acceptance  confirmation  can 
be  mailed. 

Your  wire  should  read:  "Will  ac- 
cept Wynn  show  if  your  arrangements 
are  completed." 

It  has  been  our  ambition  for  some- 
time to  bring  a  few  of  the  leading 
network  programs  to  the  smaller  sta- 
tion, so  that  its  popularity,  prestige, 
and  interest  can  be  increased  greatly. 

There  is  no  doubt  that  the  favoritism 
which  surrounds  many  of  the  network 
stations  is  due  to  the  popularity  and 
audience  attraction  of  some  of  their 
leading  programs. 

The  sponsors  of  the  Ed  Wynn  pro- 
gram are  the  first  that  we  have  been 
able  to  interest  seriously  in  this  plan, 
and  we  hope  that  your  telegram  will 
be  dispatched  at  once  so  that  the  plan 
can  be  placed  before  the  Texas  Com- 
pany for  final  decision. 

A  Pointed  Reply 

MR.  BLISS'  reply  is  commended 
as  a  model  to  be  employed  by  in- 
dependent stations  to  reply  to 
those  who  constantly  barrage  them 
with  chiseling  offers: 

Your  Ed  Wynn  proposition  sounds 
very  interesting — for  the  Texas  Com- 
pany. I  don't  doubt  for  one  moment 
that  they  would  unhesitatingly  and 
very  willingly  pay  for  the  recording 
of  the  Ed  Wynn  program  if  that  were 
the  only  expense  involved  in  having 
the  transcriptions  reproduced  through 
a  group  of  spot  stations. 

I  am  wondering  who  has  misled  you 
and  the  Texas  Company  into  the  be- 
lief that  the  independent  stations 
throughout  the  United  States  repre- 
sent a  philanthropic  society.  Just  how 
do  you  figure  the  independent  stations 
are  going  to  exist  by  accepting  such 
proposals  as  .you  have  made?  There 
isn't  a  network  program  on  the  air 
today  that  warrants  any  reputable  in- 
dependent station  carrying  it  gratis. 

Network  coverage  is  spotted  and  if 
the  Texas  Company  can  afford  to  pay 
the  price  it  is  paying  for  spotted  cov- 
erage, they  can  certainly  afford  to 
pay  for  concentrated  coverage  in  the 
areas  they  wish  to  reach  and  they 
can't  get  this  coverage  except  through 
the  local  and  regional  stations  and  the 
local  newspapers. 

If  and  when  national  advertisers 
such  as  the  Texas  Company  give 
proper  study  to  individual  markets 
and  thorough  coverage  of  these  mar- 
kets by  reputable  publicity  mediums, 
they  would  see  sufficient  reason  to  use 
these  mediums  on  a  pay  as  they  go 
basis. 

Radio  Station  WCLO  holds  the  au- 
dience in  the  territory  it  serves  in 
spite  of  heavy  competition.  It  is  sec- 
ond in  popularity  among  the  first  ten 
most  popular  stations  listened  to  in 
this  area,  the  first  being  a  key  Chi- 
cago station,  and  the  other  operating 
on  power  ten  to  fifty  times  greater 
than  ours. 

One  of  these  stations  now  carries 
the  Ed  Wynn  program  and  gets  paid 
for  it.  Would  you,  in  our  position, 
jump  at  the  opportunity  to  carry  this 
program  gratis,  knowing  full  well  that 
your  station  facilities  would  increase 
the  advertiser's  sales  volume  to  a  con- 


Photo  Omaha  World-Herald 
Hog  Caller  Blows  Out  Tubes 

BROADCASTERS  should  take  a 
hint  from  A.  C.  Thomas,  manager 
of  WJAG,  Norfolk,  Nebr.,  and  be- 
ware of  hog  callers,  or  at  least 
have  a  control  engineer  handy. 

During  a  noon  program  recently, 
Karl  Stefan,  chief  announcer,  ar- 
ranged to  have  Fred  Patzel,  famed 
hog  caller,  give  radio  listeners  a 
sample  of  his  art.  As  the  pro- 
gram ordinarily  varied  little  in 
volume,  the  monitoring  was  being 
done  by  the  station  engineer  two 
miles  away. 

Patzel  responded  in  such  an  em- 
phatic fashion  that  his  voice  blew 
the  protective  fuse  and  drew  a 
sustained  arc  across  the  gap.  The 
overload  liberated  enough  gas  from 
the  plates  of  the  250-watt  tubes 
to  render  them  useless.  The  surge 
not  only  burnt  the  coil  of  the  fuse 
but  destroyed  the  rubber  base.  The 
burnt  fuse  is  now  a  curiosity  on 
Mr.  Thomas'  desk. 

siderable  extent,  when  you  knew  that 
a  competitive  station  within  ninety 
miles  was  being  paid  well  for  this 
same  service? 

Let's  reverse  your  request.  By  the 
same  token,  I  would  feel  perfectly 
within  my  rights  to  propose  that  your 
organization  record,  gratis,  some  of 
our  best  talent  and  furnish  me  with 
an  unlimited  number  of  pressings, 
simply  because  we  feel  it  would  be 
good  publicity  for  Brunswick  to  have 
our  talent  on  Brunswick  records. 

We  are  in  the  syndicate  business, 
Mr.  Langlois,  and  will  be  glad  to  make 
you  this  proposition:  We  would  pre- 
fer to  send  our  script  to  stations  buy- 
ing our  material  on  transcriptions. 
You  record  these  programs  gratis  and 
as  our  clients  buy  them  from  us,  we 
will  advise  them  that  Brunswick  has 
recorded  them. 

Then  tell  the  Texas  Company  to 
provide  our  radio  staff  and  members 
of  the  Janesville  Daily  Gazette, 
with  which  this  station  is  affiliated, 
with  free  gasoline  for  26  weeks.  We, 
in  turn,  will  carry  the  Ed  Wynn  Fire 
Chief  program  gratis,  and  when  our 
friends  ask  us  what  kind  of  gasoline 
we  use  in  our  cars,  we  will  tell  them 
"Ed  Wynn" — or  just  what  does  the 
Texas  Company  call  the  particular 
kind  of  gasoline  Ed  Wynn  advertises? 
I  have  forgotten. 

Both  your  proposal  and  ours  has 
considerable  merit  now,  and  maybe  we 
can  get  together.  I  should  like  your 
reaction. 


Edward  Petry  Expands 
With  Larger  N.Y.  Office 

REMOVAL  of  the  New  York  of- 
fices of  Edward  Petry  &  Co.,  Inc., 
exclusive  radio  station  representa- 
tives, to  larger  quarters  at  17  E. 
42nd  St.,  was  announced  June  1  by 
Mr.  Petry.  At  the  same  time  Mr. 
Petry  announced  the  appointment 
of  Roger  Reynolds,  former  adver- 
tising manager  of  the  Memphis 
Commercial  Appeal  and  the  At- 
lanta Georgian,  as  manager  of  a 
new  branch  office  in  Atlanta. 

Twenty-two  stations  have  been 
signed  for  exclusive  representation 
by  the  Petry  organization,  which 
also  has  branches  in  Chicago  and 
San  Francisco.  They  are  KFH, 
Wichita;  KFYR,  Bismarck,  N.  D.; 
KLZ,  Denver;  KPRC,  Houston; 
KSD,  St.  Louis;  KSL,  Salt  Lake 
City;  KTHS,  Hot  Springs;  KVOO, 
Tulsa;  WBAP,  Fort  Worth; 
WFAA,  Dallas;  WBRC,  Birming- 
ham; WDAF,  Kansas  City; 
WFBM,  Indianapolis;  WHAS, 
Louisville;  WMC,  Memphis;  WOAI, 
San  Antonio;  WSB,  Atlanta; 
WSM,  Nashville;  WSMB,  New  Or- 
leans; WTAR,  Norfolk;  WTMJ, 
Milwaukee,  and  WWJ,  Detroit. 


Tomato  Juice  Account 

THE  SUN-RAYED  Co.,  Frank- 
fort, Ind.,  (Kemp's  Sun- Rayed  To- 
mato Juice)  on  June  20  begins  us- 
ing WMCA,  New  York,  for  two 
morning  studio  performances  week- 
ly, with  Katherine  Parsons,  the 
"Girl  o'  Yesterday"  of  CBS  "Old 
Timers"  fame.  Account  is  believed 
to  be  the  beginning  of  a  widespread 
radio  campaign  later  in  the  year. 
Sun-Rayed  Co.  is  a  division  of 
Kemp  Bros.  Packing  Co.,  and  its  ad- 
vertising is  handled  by  Caldwell- 
Baker  Co.,  Indianapolis  agency. 
Marie  E.  Breen,  New  York  station 
representative,  placed  the  WMCA 
account  for  Seggerman-Nixon  Co., 
Kemp's  New  York  distributor. 


*'Tarzan"  Expands 

STATIONS  in  17  more  cities  have 
been  added  to  carry  the  "Tarzan 
of  the  Apes"  transcription  serial 
sponsored  by  H.  J.  Heinz  Co.,  Pitts- 
burgh (Heinz  Rice  Flakes),  ac- 
cording to  an  announcement  by 
Frederick  C.  Dahlquist,  president 
of  American  Radio  Features  Syn- 
dicate, Los  Angeles,  producers  of 
the  feature.  Expansion  was  de- 
cided upon  after  a  10  -  week  test 
over  CKLW,  Detroit- Windsor,  and 
KMBC,  Kansas  City,  which  was 
conducted  by  Maxon,  Inc.,  Detroit 
agency.  Program  is  5  days  weekly. 


SIR  CHARLES  CARPENDALE, 
controller  of  the  British  Broadcast- 
ing Corp.,  has  been  reelected  presi- 
dent of  the  European  Broadcasting 
Union  for  the  ninth  successive 
term. 


Gulf  Signs  Brisbane 

ARTHUR  BRISBANE,  the  noted 
Hearst  columnist,  will  replace  Will 
Rogers  in  the  Gulf  Refining  Com- 
pany's series  over  an  NBC-WEAF 
network,  starting  Sunday,  June  25, 
9-9:30  p.m.,  EST.  Will  Rogers 
signed  off  June  10  to  complete  sev- 
eral pictures  but  will  return  for 
Gulf  in  the  fall.  The  June  18  show 
was  taken  over  by  Fred  Stone,  the 
comedian.  Gulf  Refining  will  also 
continue  its  Irvin  Cobb  series  with 
Al  Goodman's  orchestra  on  43  CBS 
stations,  Wednesdays  and  Fridays, 
9-9:15  p.m.,  EST.  Cecil,  Warwick 
&  Cecil,  New  York,  handles  both 
accounts. 
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Merchandising  a  Program  to  the  Limit 

Bond  Bakers  Follow  WRVA  Program  With  House  Calls; 
Local  Prejudice  Overcome;  Children's  Club  Formed 


By  NELSON  T.  STEPHENS 
Shepperson,  Birnie  &  Stephens 
Advertising,  Richmond,  Va. 

THAT  a  commercial  radio  pro- 
gram, properly  merchandised  or 
followed  up  by  extra-station  ef- 
forts to  build  listener  interest  and 
to  increase  the  listening  audience, 
is  good  business — getting  the  most 
returns  from  the  radio  advertising 
dollar — has  been  abundantly  dem- 
onstrated by  the  General  Baking 
Co.,  New  York  (Bond  Bread)  in  a 
spot  program  on  WRVA,  Richmond, 
Va.  From  the  very  moment  the 
WRVA  daily  feature  for  children 
was  taken  over  for  sponsorship, 
the  baking  company's  sales  force 
has  exerted  every  reasonable  ef- 
fort to  get  every  cent's  worth  of 
value  from  the  broadcast  advertis- 
ing expenditure  and  to  increase  the 
popularity  of  both  the  program 
and  the  station. 

A  sales  force  of  some  thirty-odd 
routemen,  retailing  Bond  Bread 
from  door-to-door  in  Richmond  and 
vicinity,  has  done  a  splendid  job  of 
making  more  effective  a  radio  pro- 
gram that  already  had  served  most 
effectively  another  (local)  bakery 
doing  a  wholesale  business  only. 
The  Bond  Bakers  have  given  a  per- 
fect demonstration  of  what  it  takes 
to  make  radio  advertising  do  a  100 
per  cent  job  for  the  progressive 
sponsor. 

Established  Program 

MRS.  SANDMAN'S  Radio  Play- 
house, featuring  the  popular  Mrs. 
Sandman  and  Jimmie,  taken  over 
by  Bond  Bakers  on  WRVA  Jan.  3, 
was  not  a  new  program.  The  fea- 
ture originated  in  1929  at  Savan- 
nah, Ga.,  and  was  probably  one  of 
the  best  known  children's  programs 
in  the  southeast  when  Bond  Bakers 
decided  to  go  on  the  air  in  its 
Richmond  territory,  where  retail 
selling  has  been  done  exclusively 
for  more  than  two  years. 

The  new  sponsorship,  however, 
met  with  immediate  success.  The 
entire  General  Baking  Co.  sales  or- 
ganization, be  it  remembered,  was 
pleased  with  the  new  advertising, 
was  keyed  up  to  an  unusual  pitch 
of  enthusiasm  and  from  the  very 
start  advertised  the  program  and 
Bond  Bread  from  door  to  door. 
Sales  immediately  began  to  mount 
and  continued,  week  after  week,  to 
show  new  high  records  for  the 
Richmond  distributing  branch.  Af- 
ter six  weeks  of  the  sponsorship 
(the  initial  contract  was  for  ten 
weeks),  a  survey  was  instituted. 
Six  thousand  homes  were  ques- 
tioned by  salesmen  who  found  that 
in  84  per  cent  of  radio-equipped 
homes  the  Bond  Bakers  program 
was  listened  to,  that  the  station 
was  overwhelmingly  popular  with 
the  listeners  and  that  85  per  cent 
of  all  homes  contacted  had  radio 
sets. 

Answered  All  Doubts 

ON  THE  strength  of  this  house-to- 
house  survey,  the  Richmond  con- 


PROPER  merchandising  often  constitutes  the  de- 
ciding factor  between  successful  and  unproductive 
radio  advertising ;  together  they  are  certain  to  be 
effective,  as  this  story  shows.  An  out-of-town  bak- 
ing company  assumes  sponsorship  of  a  popular  and 
established  children's  program,  organizes  a  chil- 
dren's club  and  sends  its  salesmen  from  house  to 
house  advertising  both  the  program  and  the  bread. 
As  a  result,  the  campaign  is  an  immediate  and  con- 
tinuing success.  Local  prejudice  against  out-of-town 
interests  is  overcome,  and  sales  mount  weekly. 


tract  was  renewed  at  the  end  of  the 
ten  weeks  and  is  now  an  estab- 
lished feature.  Here  was  an  in- 
stance in  which  the  sponsor  put 
his  radio  program  to  the  acid  test 
— and  the  station,  too,  for  that 
matter — for  the  sponsor's  own  sales 
force  checked  homes  having  a  total 
population  of  some  30,000  people. 
Regardless  of  a  satisfactory  in- 
crease of  sales  volume  week-by- 
week,  the  General  Baking  Co. 
wanted  to  make  sure  of  the  wis- 
dom of  its  choice  of  advertising 
medium  and  the  way  in  which  the 
medium  was  being  used.  The  sur- 
vey left  no  doubt  of  that  wisdom. 

Every  other  week  for  the  first 
ten  weeks,  a  guessing  contest  for 
the  juvenile  listeners  was  con- 
ducted by  Mrs.  Sandman  and  Jim- 
mie, and  the  thousands  of  contest 
letters  and  cards  received  were  of 
course  followed  up  by  the  route 
salesman  in  every  instance.  Ap- 
proximately half  the  contestants 
proved  to  be  non-customers  of  the 
Bond  Bakers.  Here  was  a  prolific 


source  of  new  business  which  the 
energetic  salesmen  proceeded  to 
cash  in  on — hence  the  week-by- 
week  increase  in  sales  volume.  The 
broadcast  advertising  expenditure 
in  the  first  ten  weeks  of  the  con- 
tract was  more  than  justified  by 
the  net  increase  in  business  for  the 
Richmond  branch.  And  the  present 
increase  in  volume  over  the  same 
period  last  year  would  also  indi- 
cate the  efficacy  of  the  advertising 
and  the  sustained  enthusiasm  of 
the  sales  force. 

Overcomes  Local  Prejudice 

THE  GENERAL  BAKING  Co.'s 
Virginia  plant  is  located  in  Nor- 
folk. With  no  plant  in  the  three 
cities  served  by  the  Richmond  dis- 
tributing branch,  necessarily  local 
sales  resistance  was  pronounced  be- 
cause the  Bond  Bakers  were, 
frankly,  looked  upon  as  an  "out- 
side" group  in  competition  with 
"local"  bakers.  Admittedly  the 
Richmond  radio  program  has  done 


BAKERY  PLUGS  HOLIDAY  SPECIALS 

"Do-Nut  Frolic"  Sells  Associated  Products  as  Well; 
 Sponsor  Bars  Contests,  Personal  Tours  


By  FRED  T.  HAGELBERG 
Sales  and  Advertising  Manager 
Davis  Perfection  Bread  Co. 
Los  Angeles 

OUR  ORGANI- 
ZATION has 
used  several 
southern  Califor- 
nia stations  for 
various  types  of 
programs  during 
the  last  few 
years,  but  I  think 
our  "Optimistic 
Do  -  Nut  Frolic" 
on  Fridays  has 
been  more  effective  than  any  other 
broadcast. 

This  program,  now  well  into  its 
ninth  year  of  consecutive  broad- 
casting, is  the  oldest  commercial 
program  on  the  west  coast. 

Originally  the  feature  took  the 
form  of  a  minstrel  show  with  a 


Mr.  Hagelberg 


troupe  of  colored  performers,  gag 
men,  soloists  and  others.  Recently 
the  program  has  been  revamped 
into  more  modern  vaudeville.  To 
provide  novelty,  we  have  frequent- 
ly changed  masters  of  ceremonies 
and,  at  this  writing,  we  have  co- 
masters  of  ceremonies. 

The  merchandising  angle  for 
our  radio  efforts  lies  in  our  or- 
ganization. We  have  26  retail 
stores,  215  retail  wagons  selling  on 
house-to-house  routes  and  20  wag- 
ons delivering  to  restaurants, 
clubs,  cafes  and  the  like. 

During  the  radio  series  we  have 
used  special  occasions  to  plug 
different  products.  Just  before 
Thanksgiving,  for  instance,  and 
also  a  day  or  so  before  Christmas, 
we  extoll  the  virtues  of  our  mince 
pies  in  brief  announcements  that 
no  Thanksgiving  or  Christmas  din- 
(Continued  on  page  30) 


an  excellent  job  in  breaking  dovm 
this  local  prejudice — sales  resist- 
ance, as  the  salesmen  call  it. 

Bond  Bakers  were  sponsoring  a 
children's  program  that  was  popu- 
lar in  every  home  where  there 
were  children.  Bond  Bakers  were 
on  a  popular  Virginia  station — 
every  day — with  a  dignified  mes- 
sage about  a  high  grade  product. 
Could  prejudicial  sales  resistance 
of  a  localized  nature  long  with- 
stand an  advertising  campaign  of 
that  calibre?  It  could  not  and  did 
not.  The  radio  program  has  com- 
pletely reversed  the  Bond  Bakers 
picture  in  Richmond  and  vicinity. 
The  sponsor's  salesmen  are  now 
welcomed  at  front  doors  that  pre- 
viously seemed  impregnable. 

To  the  Bond  Bakers  sales  force, 
this  angle  of  the  broadcast  adver- 
tising is  as  important,  if  not  more 
so,  than  the  direct  increase  in  sales 
attributable  to  the  program. 

Club  is  Organized 

IN  THE  middle  of  April  it  was  de- 
cided to  inaugurate  Mrs.  Sandman 
and  Jimmie's  Bond  Bakers  Club. 
No  contest  is  involved.  The  chil- 
dren are  asked  to  send  in  their 
names,  addresses  and  ages,  to  the 
station  in  return  for  which  they 
will  receive  a  membership  card  and 
an  invitation  to  one  of  the  numer- 
ous Bond  Bakers'  parties  for  the 
club  members. 

Necessarily  the  waiting  list  of 
members  for  the  parties  is  a  large 
one,  for  Mrs.  Sandman  and  Jimmie 
and  the  Bond  Bakers  can  entertain 
only  a  hundred  youngsters  at  a 
time  in  the  station's  studios.  Ice 
cream  and  cake  and  a  chance  to 
take  part  in  the  broadcast  with 
Mrs.  Sandman  and  Jimmie  com- 
prise the  entertainment  at  the 
parties  —  could  a  boy  or  girl  ask 
more?  Extra-studio  parties  are 
held — -one  a  week,  also,  with  no 
broadcasting  involved — just  "eats" 
and  a  chance  to  meet  and  be  enter- 
tained in  person  by  Mrs.  Sandman 
and  Jimmie.  At  these  parties  no 
advertising  of  any  sort  is  indulged 
in  by  Bond  Bakers.  Be  it  assured, 
however,  that  there  are  widespread 
parental  gratitude  and  good  will 
gained  by  Bond  Bakers  through 
these  parties — another  form  of  ex- 
tra-station promotional  coopera- 
tion. 

100  Per  Cent  Cooperation 

AS  THIS  article  is  written  it  is 
certain  that  a  mass  entertainment, 
in  some  large  local  auditorium, 
seems  essential  if  all  the  young 
members  of  the  new  club  are  to  be 
entertained  before  summer  wanes. 
Consolidating  the  ground  gained 
through  sales  increases,  new  cus- 
tomers, the  sponsor  uses  fine 
strategy  through  the  club  parties 
in  a  drive  for  more  good  will.  Thus 
every  possible  legitimate  and  dig- 
nified use  of  the  radio  advertising 
and  the  program  proper  is  taken 
advantage  of.  The  outcome  is  that 
a  splendid  campaign  of  program 
merchandising  has  brought  the  re- 
sults sought  by  the  sponsor. 

The  Bond  Bakers  Richmond  spot 
program  is  an  outstanding  ex- 
ample of  what  radio  will  do  for  an 
advertiser  who  has  courage,  fore- 
sight and  the  common  sense  to  fol- 
low his  radio  advertising  dollar 
through  with  100  per  cent  sales  de- 
partment backing  and  cooperation. 
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Program  Variety, 
Changes  in  Talent 
Increase  Listeners 

Conclusions  After  10  Years 
On  Air  Are  Set  Forth 

By  MILTON  WEINBERG 

President  of  Milton  Weinberg  Ad- 
vertising Co.,  Los  Angeles 

OUR  AGENCY 
has  handled  the 
account  of  the 
Weaver  -  Jackson 
Co.,  hairdressers, 
cosmetics  and 
beauty  parlor 
operators,  for  the 
last  ten  years. 
Programs  and 
.  ,  spot  announce- 

Mr.  Weinberg  ^nents  have  been 
broadcast  over  many  southern  Cal- 
ifornia stations,  and  various  types 
of  entertainment  have  been  tried. 

Perhaps  some  persons  have 
thought  the  sponsor  and  agency 
were  merely  experimenting  with 
programs.  But  experimentation, 
even  though  ultra  precise  and 
scientific,  would  hardly  cover  such 
a  long  period.  We  have  not  been 
groping  in  the  dark.  We  have  not 
been  trying  to  find  exactly  the 
"right  type  of  program." 

Single  Purpose 

WE  HAVE,  however,  been  follow- 
ing a  carefully-mapped  plan  with 
one  idea  in  mind;  that  is,  to  change 
the  program  content  as  often  as 
possible  to  avoid  monotony.  After 
all,  though  the  broadcast  reaches 
many  new  friends  and  customers 
from  time  to  time,  we  believe  that 
many  of  our  fans  are  regular  lis- 
teners. 

Of  course,  many  agencies  and 
sponsors  believe  that  a  program 
should  remain  true  to  type.  And 
naturally  there  are  some  fine  ex- 
amples of  successful  broadcasts  of 
this  sort.  Yet  I  think  the  excep- 
tion proves  the  rule. 

The  Weaver  -  Jackson  programs 
are  carried  by  KHJ,  KMTR,  KFI, 
KFWB,  KFOX  and  KGFJ.  Some 
of  them  are  weekly,  while  others 
are  heard  more  often.  Some  are 
in  the  form  of  floating  announce- 
ments; others  present  studio  tal- 
ent or  transcriptions  with  brief 
messages  to  the  women. 

We  have  introduced,  and  later 
discarded,  some  acts  that  later  be- 
came stellar  attractions  on  the  air. 
In  the  earlier  days  we  used  Charlie 
Hamp  on  an  extended  series  of 
both  day  and  night-time  programs. 
On  our  more  recent  programs  we 
have  featured  Jay  Whidden's  or- 
chestra from  Santa  Monica.  In  be- 
tween these,  a  period  of  several 
years,  we  have  used  practically 
every  conceivable  type  of  talent. 

Favors  Developing  Talent 

I  AM  inclined  to  agree  with  the 
views  of  many  agencies  and  spon- 
sors that  it  is  wiser,  in  the  long 
run,  to  develop  almost  unknown 
talent  rather  than  to  use  "name 
acts."  Most  surveys  have  shown 
that  the  fan  audience  remembers 
the  name  of  the  performers  rather 
than  the  name  of  the  sponsor  or 
product  advertised. 

Once  we  tried  a  radio  contest  in 


A  SAMPLE  "BANK  BLACKOUT" 

Continuity  Suggested  for  Use  in  Bank  Advertising 
 At  This  Time  When  Confidence  is  Needed  


THESE  are  days  when  the  strong 
banker  needs  to  advertise.  The 
stronger  the  bank,  the  greater  the 
need  for  institutional  messages 
that  will  instill  confidence  in  the 
public,  particularly  in  these  days 
of  distrust  of  so  many  of  the  finan- 
cial giants  who  have  been  revealed 
as  unfaithful  to  their  trusts. 

No  less  an  authority  than  Presi- 
dent Sisson  of  the  American  Bank- 
e  r  s  Association  has  repeatedly 
urged  banks  to  advertise.  In  the 
local  community,  the  broadcaster 
certainly  knows  the  banks  whose 
institutional  messages  ought  to  be 
on  the  air.  That  radio  is  the  great- 
est medium  ever  made  available  for 
institutional  advertising,  almost 
goes  without  saying. 

For  those  agencies  and  stations 
that  are  working  on  prospective 
"bank  accounts",  we  commend  the 
following  continuity,  supplied  by  a 
leading  broadcaster,  as  a  sample 
of  tasteful  yet  forceful  copy  for 
radio  advertising  by  banks.  It  is 
titled  by  its  author  "Bank  Black- 
outs" and  could  be  used  either  as 
spot  copy  or  as  part  of  a  15-min- 
ute  to  one  hour  program;  further 
copy  along  this  order  could  readily 
be  prepared  by  local  continuity 
writers  in  collaboration  with 
banker-advertisers  who  should 
have  any  number  of  similar  stories 
to  tell: 

ANNOUNCER:  Millions  of  dollars 
are  sunk  every  year  in  wild-cat  specu- 
lation and  yet,  the  lure  of  the  get- 
rich-quick  stocks  is  seemingly  too 
strong  to  be  resisted.  ...  A  wise 
banker  knows  that  everything  above 
four  per  cent  interest  is  pure  specu- 
lation; and  speculation  in  too  many 
cases,  spells  ruin.  .  .  .  You  wouldn't 
try  to  repair  your  own  watch;  then 

the  Weaver-Jackson  series.  I  think 
the  one  thing  it  proved  to  us 
was  the  fact  that  fans  don't  like 
to  think,  even  if  they  have  the 
ability  to  do  so.  We  offered  a 
$100  cash  prize  for  a  program 
name  of  one  or  two  words  which 
would  tie-in  with  the  products 
sponsored.  But,  when  the  poll 
was  over,  we  found  that  only 
about  one-half  of  1  per  cent  of 
the  contestants  had  actually  rea- 
soned the  thing  out. 

Value  of  Daylight  Hours 

I  AM  NOT  at  all  sold  on  the  idea 
of  radio  as  a  sole  medium.  But  I 
believe  that  radio  has  become  a 
vital  adjunct  to  various  other  forms 
of  advertising  with  tie-ins  of  news- 
paper, magazine,  direct  mail,  nov- 
elty and  other  uses.  Radio  in  itself 
does  a  good  job.  In  conjunction 
with  other  media  it  is  a  knockout. 

For  Weaver  -  Jackson  purposes 
we  have  found  that  daylight  hours 
have  produced  more  actual  results 
than  evening  hours.  One  reason, 
of  course,  is  because  the  bulk  of 
the  daytime  audience  is  composed 
of  women.  But  another,  and  even 
more  potent  reason,  is  because  of 
the  night-time  cost. 

Evening  chain  programs  are  so 
good  and  so  varied  that  independ- 
ent studio  programs  must  be  pro- 
duced at  enormous  cost  to  win 
away  the  audiences  of  network 
features.  Except  in  extraordinary 
instances,  I  frankly  don't  think  it 
is  worth  the  additional  expense. 


why  not  consult  an  expert  in  money 
matters  when  you  are  about  to  make 
an  investment.  .  .  .  Let  us  tell  you 
the  story  of  a  very  wise  wife.  .  .  . 

MRS.  J:  What's  the  matter,  dear? 

JOHN:  Oh,  I'm  just  disgusted,  that's 
all. 

MRS.  J:  Honey,  why  don't  you  for- 
get that  old  financial  page? 

JOHN:  Forget  it?  Huh.  ...  I  wish 
I  could. 

MRS.  J :  But  you're  worrying,  dear 
— and  I  wish  you  wouldn't.  .  .  .  There 
isn't  anything  to  worry  about — - 
really. 

JOHN:  Nothing  to  worry  about? 
Great  Scott!  Look  where  this  baby's 
gone  to.  ...  A  couple  of  more  points 
and  they'll  be  giving  it  away. 

MRS.  J:  But  why  worry,  John  .  .  . 
It  won't  do  any  good. 

JOHN:  Oh,  I  wouldn't  care,  dear, 
if  it  were  my  money.  .  .  .  But  to  think 
I  +ook  your  money  and  sunk  it— 

MRS.  J:  I'm  not  complaining,  am 
I.  dear? 

JOHN:  No,  that's  just  it;  you're  so 
darn  eood  about  it. 

MRS.  J:  Did  you  ever  think  there 
migh*  be  a  reason,  John? 

JOHN:  A  reason?  What  do  you 
mean  ? 

MRS.  J:  Well,  when  Uncle  left  me 
that  money,  you  know  what  I  wanted 
to  do? 

JOHN:  Yes — you  wanted  to  turn  it 
over  to  the  banker  for  investment. 
Gosh.  I  wish  I'd  listened  to  you. 

MRS.  J:  But  this  friend  of  yours 
had  a  real  investment — so  he  said. 

JOHN:  Aw,  honey — don't  rub  it  in. 

MRS.  J:  Oh,  I  don't  intend  to,  dear 
— really.  .  .  .  After  all,  you  did  what 
you  thought  best  for  our  good. 

JOHN:  Yes,  I  was  a  prize  chump. 

MRS.  J:  No,  you  weren't  dear.  .  .  . 
You  were  just — misled,  that's  all.  You 
meant  everything  for  the  best.  .  .  . 
Why,  you  even  took  out  the  stock  in 
my  name. 

JOHN:  Why,  of  course  ...  it  was 
your  money. 

MRS.  J:  John — do  you  remember 
about  a  year  ago  when  that  stock 
flared  up  ? 

JOHN:  Do  I?  You  wanted  to  sell  it 
then — but  no:  like  the  chump  I  am, 
I  was  sure  it  was  going  up  to  the 
sky.  .  .  .  Well,  it's  down  far  enough 
now.  down  and  about  out. 

MRS.  J:  I've  got  a  confession  to 
make.  John  ...  I  hope  you  won't  be 
anerv. 

JOHN:  What  is  it? 

MRS.  J:  John— I  sold  that  stock. 

JOHN:  You— sold  it? 

MRS.  J:  Yes.  ...  It  was  in  my 
name,  you  know  .  .  I  felt  sure  it 
would  never  come  back  again  to  what 
we  paid  for  it — so  I  sold  it,  and  gave 
the  money  to  the  banker  to  invest. 

JOHN:   (slowly)  You  sold  it? 

MRS.  J:  Yes,  John.  ...  Oh,  1 
should  have  told  you,  I  know,  but  I 
was  afraid  you  would  be  angry.  .  .  . 
Are  you,  John  ?  Are  you  angry  with 
me? 

JOHN:  (laugh)  Angry?  Well,  1 
should  say  not  .  .  .  and  you  put  it  in 
the  bank  for  investment? 

MRS.  J :  Yes  .  .  .  and  it's  paying  re- 
turns, John  .  .  .  think  of  that.  .  .  . 
So  you  see — we  haven't  lost  a  penny. 

JOHN:  Well,  I  am  sore  about  one 
fling — that  you  didn't  tell  me  before. 
But,  oh  mister — -to  think  that  money 
is  safe.  .  .  .  Whew!  Now  I  can  go 
back  to  sleeping  nights. 

ANNOUNCER:  A  very  wise  wife 
indeed  and  a  very  wise  husband  to 
appreciate  her  good  common  sense. 
Your  banker  is  your  friend.  He  pro- 
tects his  own  interests  by  protecting 
yours.  A  bank  is  an  institution.  Un- 
certain speculations  have  no  place 
there.  Remember  that,  and  when  you 
have  money  to  invest,  consult  a  finan- 
cial expert — your  banker.  .  .  .  He  will 
be  glad  to  aid  and  assist  you,  for  your 
banker  is  your  friend. 


Mr.  Wilson 


Wilson  Mentioned 
For  Governorship 

Kentucky  Broadcaster  Urged 
As  Business  Executive 

LOUISVILLE, 
Ky. — I  n  t  o  the 
seething  cauldron 
of  Kentucky  poli- 
tics, the  name  of 
L.  B.  Wilson,  Cov- 
ington business 
man  and  owner 
of  Radio  Station 
WCKY,  has  been 
injected  by  politi- 
cal observers  as 
the  possible  candidate  for  gov- 
ernor in  1935.  Although  the  state's 
gubernatorial  election  is  still  two 
years  off,  Kentucky  politics  bub- 
bles and  boils  the  year  around,  and 
overtures  are  known  to  have  been 
made  already  to  Mr.  Wilson  to  be- 
come the  Republican  candidate  to 
take  advantage  of  the  internal 
strife  in  the  Democratic  ranks. 

Mr.  Wilson,  besides  being  a 
broadcaster,  is  owner  of  a  chain  of 
theaters,  vice  president  of  one  of 
Kentucky's  largest  banks,  president 
of  the  (5incinnati-Covington  Cities 
Bridge  Co.,  president  of  a  boiler 
manufacturing  plant,  past  presi- 
dent of  the  Covington  Chamber  of 
Commerce  and  generally  acknowl- 
edged to  be  one  of  the  keenest 
minds  in  business  and  politics  in 
the  state. 

In  1920  he  managed  the  success- 
ful campaign  of  Richard  P.  Ernst 
for  United  States  Senator  on  the 
Republican  ticket.  He  was  given 
full  credit  for  the  result  which 
came  in  spite  of  the  fact  that  the 
Democratic  presidential  candidate, 
James  M.  Cox,  carried  Kentucky 
by  5,200  votes  over  Warren  G. 
Harding  and  the  Republican  ticket 
as  a  whole  failed. 

Whether  Mr.  Wilson  would  ac- 
cept the  Republican  nomination  is 
questioned  in  some  quarters,  inas- 
much as  he  has  never  sought  po- 
litical office  and  has  often  ex- 
pressed himself  as  being  unwilling 
to  serve  that  way.  However,  in 
Louisville  and  Frankfort,  the  be- 
lief is  that  if  drafted  he  might 
accept,  though  he  declined  com- 
ment on  the  report  when  asked  by 
a  representative  of  Broadcasting. 

Kentucky  formerly  was  a  staunch 
Democratic  state,  but  has  had  sev- 
eral Republican  governors  in  the 
last  two  decades.  The  incumbent, 
Ruby  Laffoon,  is  a  Democrat.  Un- 
der Kentucky  law,  its  governors 
serve  four  years  and  cannot  suc- 
ceed themselves. 


S  tudios  in  Mansion 

THE  FIRST  of  five  studios  in  the 
old  George  W.  Childs  mansion  at 
Walnut  and  22nd  St.,  Philadelphia, 
which  is  being  renovated  to  serve 
as  broadcasting  headquarters  of 
WPEN  and  WRAX,  was  occupied 
by  WRAX  June  13.  WPEN  will 
move  into  Radio  Centre,  as  the 
building  will  be  known,  in  Septem- 
ber. An  historic  landmark  of  Phil- 
adelphia, the  building  was  former- 
Iv  the  dwelling  of  George  W. 
Childs,  founder  of  the  Public  Led- 
ger, and  within  its  walls  Presi- 
dents, royalty  and  international 
notables  of  the  nineteenth  century 
were  entertained. 
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Exit-j  Salesman — Enter,  Contact  Man 

High  Pressure  Methods  Are  Disappearing  From  Radio ; 
Prospect  Should  be  Shown  Preliminary  Program 


Mr.  Flamm 


By  SIDNEY  FLAMM 
Commercial  Director,  WMCA, 
New  York 

THE  SALES- 
MAN of  radio 
broadcast  p  r  o  - 
grams  is  rapidly 
fading  from  the 
scene  and  will  be 
supplanted  by  a 
man  whose  func- 
tion will  be  that 
of  a  broker  or 
contact  man.  The 
complex  and  di- 
vergent elements  that  enter  into 
the  pattern  of  a  successful  radio 
broadcast  campaign  have  forced 
this  change  so  that  it  now  becomes 
necessary  to  consider  radio  pre- 
sentations from  regional  stations 
in  an  entirely  different  light,  and 
to  reorganize  the  commercial  de- 
velopment with  new  personnel, 
new  ideas  and  new  methods. 

The  elimination  of  the  old  line 
salesman  who  made  the  commer- 
cial contacts,  built  the  program, 
suggested  the  merchandising  con- 
tests, is  a  natural  evolution. 

Outgrows  Single  Mind 

RADIO  programs  have  outgrown 
the  grasp  and  comprehension  of 
a  single  mind.  The  highly  special- 
ized integral  parts  of  a  completed 
presentation  are  beyond  the  rea- 
sonable grasp  of  one  man.  The 
salesman  should  not  be  expected 
to  have  the  knowledge  of  a  musi- 
cal director,  a  merchandising  ex- 
pert, a  continuity  writer,  an  au- 
thor and  stage  director.  In  the 
past  and  at  present  the  salesman 
on  an  account  has  had  to  cover 
too  much  territory  to  do  it  well 
and  expertly.  He  has  been  first, 
last  and  all  the  time  the  last  word 
on  the  programs  he  has  brought 
to  a  station,  and  very  often  his 
personal  views  have  been  insur- 
mountable and  often  a  retarding 
element  in  program  improvements. 

The  new  contact  man's  primary 
service  will  be  to  acquaint  him- 
self with  the  general  aspects  of  a 
prospective  client's  needs  and  then 
induce  the  client  to  visit  the  sta- 
tion and  listen  to  a  preliminary 
broadcast  program  arranged  for 
his  benefit.  At  this  meeting  the 
client  will  be  given  an  opportunity 
to  discuss  his  radio  advertising 
and  merchandising  problems  with 
the  station  commercial  director, 
and  at  the  same  time  give  his  un- 
divided attention  to  a  constructive 
criticism  of  the  preliminary  pro- 
gram. 

High  Pressure  Lacking 

IN  THE  atmosphere  of  a  well  ap- 
pointed office  that  reflects  refine- 
ment, restfulness  and  success,  the 
commercial  director  presents  the 
first  sample  of  the  broadcast  pro- 
gram. The  prospective  client  at 
his  ease  and  undisturbed  by  the 
routine  of  his  own  office  or  tele- 
phone interruptions  can  give  his 
undivided  attention  to  the  presen- 
tation. The  commercial  director's 
easy  conversation  itself  invites 
criticism    and    suggestions  and 


"RADIO  PROGRAMS  have  outgrown  the  grasp 
and  comprehension  of  a  single  mind,"  writes  Mr. 
Flamm  in  explaining  why  the  old-fashioned  adver- 
tising salesman  with  a  sign -on-the- dotted -line 
complex  is  rapidly  fading  from  the  broadcasting 
picture.  In  his  place  is  arising  the  contact  man 
whose  prime  function  is  to  induce  a  prospect  to 
visit  the  station  and  listen  to  a  sample  program. 
Once  the  prospect  is  in  the  station,  the  commercial 
director  handles  everything  with  tact  and  ease,  high 
pressure  salesmanship  being  noticeably  absent. 
Mr.  Flamm  gives  five  definite  reasons  why  this  new 
salesmanship  is  superior  and  particularly  adapted 
to  radio. 


opens  the  door  for  the  station's 
staff  to  make  a  complete  study  of 
the  future  clients'  problems. 

Judicious  questioning  by  the 
commercial  director  develops  the 
pertinent  information  that  is  es- 
sential to  a  complete  broadcast 
presentation.  The  client  leaves  af- 
ter a  pleasant  hour  in  which  high 
pressure  salesmanship  has  been 
noticeable  by  its  absence.  He  has 
not  had  to  battle  a  salesman  with 
a  determined  jaw  and  a  sign-on- 
the-dotted-line  complex.  Showman- 
ship and  psychology  have  played  a 
large  part  in  the  meeting  and  the 
client  leaves  with  a  picture  of  a 
successful  radio  station. 

Contact  Man's  Requisites 

AT  THIS  point  the  commercial  di- 
rector armed  with  data  and  the  ul- 
timate goal,  which  his  recent  visi- 
tor is  desirous  of  reaching  through 
a  properly  constructed  broadcast 
presentation,  calls  in  the  station's 
department  heads  and  turns  over 
to  them  all  the  information  he  has 
obtained  during  his  talk  with  the 
client. 

The  radio  contact  man  must  be 
thoroughly  grounded  in  the  broad, 
comprehensive  story  of  radio — 
thoroughly  conversant  with  the 
proven  performance  of  radio — and 
enthusiastic  in  his  conviction  that 
radio  can  effect  good-will,  prestige, 
and  most  important,  a  high  per- 
centage of  sales  response. 

My  theory  of  re  -  allocating  the 
position  and  work  of  the  radio 
salesman,  is  based  upon  intensive 
study  of  the  regional  station's 
status.  Primarily,  my  study  has  to 
do  with  a  coverage  of  the  world's 
most  populous  area,  the  metropoli- 
tan district  of  New  York,  and 
with  the  great  problem  of  satisfy- 
ing the  radio  demands  of  a  cosnio- 
politan  audience  that  is  not  equal- 
ed anywhere  in  the  world. 

The  commercial  director  calls 
together  his  staff  of  department 
heads,  musical  director,  program 
originator,  merchandising  statis- 
tician, etc.  Before  this  group  is 
laid   the   problem   of  integrating 


and  interlocking  the  advertising 
requirements  and  sales  needs  of 
the  proposed  product  with  the 
radio  program,  never  losing  sight 
of  the  great  necessity  for  audience 
appeal  in  program  structure  and 
content. 

Economic  Aspects 

THE  COMPLETE  radio  campaign 
is  then  prepared  from  the  plans 
and  recommendations  of  the  staff 
and  submitted  to  the  client  in  the 
form  of  a  second  audition  in  the 
commercial  director's  office.  The 
intei'locking  merchandising  cam- 
paign is  presented  in  brochure 
form  with  illustrations  of  the  vari- 
ous cardinal  points.  In  the  prepa- 
ration of  the  broadcast  and  mer- 
chandising campaigns,  the  client's 
appropriation  has  been  one  of  the 
dominant  factors,  as  no  advertis- 
ing prospectus  is  worth  the  paper 
on  which  it  is  written  if  it  tran- 
scends the  economic  limitations  of 
a  reasonable  return  on  the  expend- 
iture involved. 

My  proposed  method  of  cam- 
paign -  building  for  a  client  takes 
cognizance  of  the  many  troublous 
details  inherent  in  the  successful 
merchandising  of  any  product.  The 
plan  finally  submitted  to  the  spon- 
sor is  designed  to  meet  and  over- 
com.e  his  specific  problems  of  mer- 
chandising —  to  give  advertising 
value  in  full — to  bridge  the  wide 
gap  between  good-will  program 
entertainment  and  the  impetus 
that  will  result  in  the  selling  of 
goods  in  the  retailers'  stores. 

Experimental  Stage  Past 

THE  EXPERIMENTAL  phase  of 
radio  is  definitely  behind  us.  Given 
a  specific  advertising  appropria- 
tion and  a  specified  time  element, 
a  certain  level  of  sales  accomplish- 
ments can  be  produced,  providing 
the  product  fulfills  the  claims 
made  for  it  and  recommends  its 
own  further  use  after  a  reasonable 
trial. 

Many  big  users  of  air  time  have 
professed  dissatisfaction  with 
broadcasting    and    are    ready  to 


condemn  it  as  an  advertising  me- 
dium, for  the  reason  that  they 
have  applied  newspaper  formulae 
to  radio  rather  than  the  basic  psy- 
chology of  advertising  investment 
predicated  on  the  proper  under- 
standing of  the  newest  medium — 
radio — and  its  correct  uses. 

The  elaborate  broadcast  presen- 
tations of  the  past  and  present, 
demanding  exorbitant  advertising 
expenditures  that  have  relegated 
the  product  advertised  to  a  second- 
ary place,  and  exploited  nationally 
famous  entertainers,  have  proved 
commercially  unsound  and  eco- 
nomically impractical. 

New  Theory's  Advantage 

THE  NEW  theory  of  sales  opera- 
tion in  the  radio  commercial  field 
has  some  decided  advantages. 

First  and  foremost,  the  contact 
man  is  not  obliged  to  do  any  di- 
rect selling.  His  approach  to  the 
prospective  client  and  his  future 
dealings  with  him  carry  no  sales 
resistance  complexes  that  a  sales- 
man has  to  overcome.  He  does  not 
have  to  close  the  deal. 

Second,  his  work  is  completed 
when  the  client  visits  the  commer- 
cial director's  office  to  listen  to  the 
program  prepared  from  informa- 
tion supplied  by  the  contact  man. 

Third,  the  pattern  for  the  re- 
vised and  ultimate  program  is 
given  to  the  responsible  depart- 
ment head  who  also  gets  the  perti- 
nent information  under  the  most 
favorable  circumstances.  The 
client  is  in  a  new  atmosphere  and 
not  the  pugnacious,  over  -  critical 
individual  he  is  apt  to  be  in  his 
own  office.  He  is  more  inclined  to 
respect  the  opinions  of  the  various 
experts  with  whom  he  comes  in 
contact  at  the  station  than  he  is 
if  he  has  to  take  it  second  hand 
from  a  salesman. 

Reversing  the  System 

FOURTH,  the  impersonal  atmos- 
phere of  the  station  in  which  the 
prospective  client  is  received  is 
free  of  all  those  idiosyncrasies 
usually  associated  in  a  buyer's 
mind  with  high  pressure  sales- 
manship. 

Fifth,  the  scene  is  set  differ- 
ently. The  client  is  led  to  believe 
that  he  has  made  up  his  own  mind 
—he  has  sold  himself.  The  system 
has  been  reversed  and  unlike  the 
newspapers'  approach,  which  is 
the  correct  one  for  papers,  radio 
changes  the  order  of  things  and 
brings  the  client  to  radio,  and  he  is 
led  to  sell  himself.  Every  possible 
angle  has  been  anticipated  and 
covered,  and  the  indirection  of  the 
ultimate  sale  makes  it  more  cer- 
tain because  of  the  absence^  of 
sales  pressure  against  which 
clients  have  built  up  a  definite  re- 
sistance. 


New  Copyright  Bill 

ADDED  to  the  list  of  copyright 
bills  now  pending  before  Congress 
is  the  proposal  of  Rep.  Luce,  (R.), 
Mass.  (H.  R.  5853),  which  would 
change  the  present  law  in  many 
ways.  A  half  dozen  measures  now 
are  pending  and  protracted  copy- 
right hearings,  which,  among  other 
things,  are  designed  to  afford 
greater  protection  for  broadcasters 
in  their  use  of  copyrighted  compo- 
sitions, are  expected  at  the  next 
session.  The  Luce  bill,  like  its 
companions,  has  been  referred  to 
the  House  Patents  Committee. 
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U.  S.  Delegation  to  Wave  Parley 
Completed,  Policy  Undecided 

Central  American  Nations  May  Not  Cast  Votes; 
Rep.  Bland,  Minister  Davis  Join  Sykes 


RADIO  SPOT  NEWS 

Broadcast  by  WCKY  as  Answer 
 To  A. P.  Restrictions  


WITH  the  com- 
pletion  of  the 
personnel  of  the 
American  delega- 
tion to  the  North 
American  radio 
conference  to  be 
held  in  Mexico 
City  beginning 
July  10,  the  wave 
widening  plan  to 
be  espoused  by  Judge  Sykes 
the  United  States  is  being  whipped 
into  shape  by  the  delegation  in  col- 
laboration with  the  State  Depart- 
ment. Whether  enlargement  of  the 
broadcast  band  below  550  kc.  will 
be  indorsed  is  the  major  question, 
since  mobile  communication  inter- 
ests, supported  by  Army  and  Navy 
groups,  are  still  at  loggerheads 
with  broadcasters  who  favor  such 
an  expansion. 

Appointed  as  delegates  to  assist 
Chairman  Sykes  of  the  Radio  Com- 
mission are  Rep.  Otis  Schuyler 
Bland,  (D.),  Virginia,  chairman  of 
the  House  Merchant  Marine,  Radio 
and  Fisheries  Committee,  and  Roy 
T.  Davis,  American  Minister  to 
Panama  and  an  authority  on  Latin 
American  affairs.  Judge  Sykes  was 
appointed  chairman  of  the  Ameri- 
can delegation  by  President  Hoo- 
ver prior  to  March  4  and  was  re- 
appointed by  President  Roosevelt, 
The  added  appointments  were  made 
June  7. 

Vote  Fear  Allayed 

CONCERN  is  still 
being  expressed 
by  American  ra- 
dio interests  over 
Mexico's  invita- 
tion to  all  Cen- 
tral American 
countries  to  be 
represented  at 
the  conference. 
This  fear  was 
Rep.  Bland  based  on  the  feel- 
ing that  the  Mexican  government 
had  in  mind  the  formation  of  a 
"Little  Entente"  which  might  out- 
vote the  English-speaking  nations 
at  the  conference  on  such  import- 
ant questions  as  redistribution  of 
wave  lengths  among  nations  of  the 
continent  —  possibly  to  the  extent 
of  forcing  this  country  and  Canada 
to  relinquish  certain  of  their  pres- 
ent facilities. 

Under  international  procedure, 
each  nation,  regardless  of  its  size, 
population  or  standing,  has  an 
equal  vote  at  international  confer- 
ences. Somewhat  allaying  this 
fear,  however,  is  an  unofficial  re- 
port that  the  Central  American 
countries  do  not  intend  to  send 
delegates  to  the  conference  with 
the  power  to  vote  but  only  to  au- 
thorize "observers"  to  be  present 
and  consult  with  delegations  from 
the  larger  countries. 

Advisors  to  be  Named 

IT  IS  expected  that  State  Depart- 
ment officials  will  confer  with  the 
American  delegation  within  the 
next  few  days  regarding  appoint- 


ments of  the  advisory  staff.  It  is 
virtually  certain  that  the  technical 
advisors  will  be  headed  by  Dr.  C. 
B.  JoUiffe,  chief  engineer  of  the 
Radio  Commission,  and  will  include 
Dr.  Irvin  D.  Stewart,  radio  special- 
ist of  the  State  Department;  Ger- 
ald C.  Gross,  Commission  engineer 
and  foreign  radio  expert,  and  An- 
drew D.  Ring,  chief  broadcast  en- 
gineer of  the  Commission. 

Minister  Davis, 
who  is  now  in 
 Panama,  is  e x- 

apected  to  go  di- 
rectly to  Mexico 
City  in  time  for 
the  conference. 
He  was  appoint- 
ed primarily  be- 
cause  of  his 
.  knowledge  of 
Mr.  Davis  Central  Ameri- 
can affairs,  and  as  a  diplomat 
rather  than  a  radio  expert.  Rep. 
Bland  was  named  as  a  substitute 
for  Senator  Wallace  White,  Jr., 
(R.),  Maine,  who  originally  was 
appointed  by  President  Hoover  to 
head  the  delegation  but  withdrew 
after  the  new  administration 
named  Judge  Sykes  chairman. 

How  long  the  conference  will  last 
is  uncertain,  but  minimum  esti- 
mates are  a  month  to  six  weeks. 
James  W.  Baldwin,  special  repre- 
sentative of  the  NAB,  will  attend 
in  behalf  of  that  organization.  He 
is  definitely  committed  to  enlarge- 
ment of  the  band  below  550  kc. 
NBC  and  CBS  also  are  expected  to 
send  representatives.  Paul  M. 
Seeal,  Washington  radio  attorney, 
will  attend  as  general  counsel  of 
the  American  Radio  Relay  League, 
the  amateur  organization.  He  will 
be  accompanied  by  K.  B.  Warner, 
executive  secretary  of  the  A.  R. 
R.  L. 


Handling  Radio  News 

FREE  daily  program  listings  but 
paid  news  notes,  is  the  unique  ar- 
rangement for  radio  news  in  the 
Omaha  Bee-News,  Hearst  news- 
paper. On  the  entertainment  page, 
where  program  schedules  are  car- 
ried, appears  a  column  titled 
"KFAB  Notes",  signed  by  Ned 
Bailey  and  carrying  feature  items 
about  that  station's  programs. 
Above  the  boxed  column  head  is 
the  legend  "advertisement"  but 
the  type  faces,  except  for  boldface 
and  italic  variations,  are  very 
much  like  those  of  the  rest  of  the 
paper. 


Eleanor  B.  Boyle 

MISS  ELEANOR  B.  BOYLE,  em- 
ployee of  the  Radio  Commission's 
legal  division,  died  in  Washington 
June  6  after  a  short  illness  result- 
ing from  a  sinus  infection.  She 
was  29  years  old  and  had  been 
with  the  Commission  since  1928, 
serving  for  a  time  as  secretary  to 
Commissioner  Brown.  The  funeral 
was  at  her  home  at  Uniontown, 
Pa.,  June  7. 


AS  A  SEQUEL  to  the  recent  ac- 
tion of  the  Associated  Press  rela- 
tive to  news  broadcasts,  WCKY, 
Covington-Cincinnati,  has  organ- 
ized a  spot  news  department  un- 
der the  direction  of  Elmer  H. 
Dressman,  director  of  publicity  and 
continuity.  Mr.  Dressman  has  had 
15  years  of  newspaper  experience 
and  formerly  was  city  editor,  tele- 
graph editor  and  political  editor  of 
the  Cincinnati  Post. 

The  station  has  added  a  "roving 
reporter"  to  its  staff,  and  has 
"string"  correspondents  in  outlying 
districts.  WCKY  now  gathers  its 
own  news  in  Cincinnati,  Covington 
and  Newport.  The  "roving  re- 
porter" is  Joseph  H.  Dressman, 
brother  of  the  station  official,  who 
for  several  years  has  been  on  the 
staffs  of  Cincinnati  newspapers. 

Important  news  bulletins  are 
broadcast  through  the  day  almost 
as  soon  as  received,  and  a  special 
evening  period  has  been  set  aside 
for  the  regular  news  flashes.  While 
the  policy  is  not  to  break  into  pro- 
grams with  news  flashes,  impor- 
tant bulletins  are  broadcast  at  the 
first  station  break  after  receipt. 

"The  news  flashes,"  said  Mr. 
Dressman,  "are  brief  and  punchy. 
They  are  not  intended  to  supplant 
newspaper  reading,  but  to  increase 
the  opportunities  of  the  public  to 
get  important  news  quickly,  with 
full  details  coming  later  in  the 
newspapers." 


New  Orleans  Publishers 
Seek  To  Enjoin  WDSU 

INSPIRED  by  the  Associated 
Press  victory  over  KSOO,  Sioux 
Falls,  the  publishers  of  four  New 
Orleans  newspapers  on  June  8 
joined  in  a  suit  against  WDSU, 
New  Orleans,  asking  the  courts  to 
enjoin  that  station  from  broadcast- 
ing news  allegedly  taken  from 
their  columns.  They  claim  prop- 
erty rights  in  their  news,  and  have 
stated  they  have  taken  dictaphone 
records  to  prove  "piracy."  Relia- 
ble reports  have  also  been  received 
that  similar  suits  are  pending  in 
other  cities,  with  the  United  Press 
as  well  as  other  newspapers  threat- 
ening to  take  action  against  cer- 
tain stations. 

In  its  petition  to  the  New  Or- 
leans Civil  Court,  the  newspaper 
group  recites  how  "for  self-protec- 
tion and  to  avoid  litigation",  it 
asked  the  owners  of  WSMB,  the 
Saenger-Maison  Blanche  station, 
WWL  of  Loyola  University,  and 
WDSU,  operated  by  Joseph  Uhalt, 
to  meet  them  and  come  to  an  agree- 
ment. The  first  two  attended,  it 
was  said,  but  Mr,  Uhalt  wrote  he 
could  not  be  present, 

"WSMB  and  WWL  agreed",  the 
petition  states,  "to  broadcast  only 
news  obtained  from  other  sources, 
but  WDSU  did  not  reply  to  the 
publishers,  and  the  suit  was  filed." 
Up  to  time  of  going  to  press. 
Broadcasting  had  not  received  any 
statement  from  WDSU, 


AN  INCREASE  in  power  from  10 
to  50  kw.  was  requested  in  an  ap- 
plication filed  with  the  Radio  Com- 
mission June  10  by  WJR,  Detroit. 


Commission  Won't 
Quit  for  Summer 

Lafount  and  Starbuck  Plan 
Tours;  Hearings  Go  On 

SIDETRACKING  customary  pro- 
cedure, the  Radio  Commission  will 
carry  on  regular  operations  during 
the  summer  although  individual 
commissioners  will  be  away  from 
Washington  from  time  to  time  on 
inspection  tours  or  other  official 
business.  In  the  past  the  Commis- 
sion has  suspended  its  hearing 
docket  and  regular  meetings  from 
June  until  September. 

Chairman  Sykes,  as  head  of  the 
American  delegation  to  the  North 
American  Radio  Conference  at 
Mexico  City,  which  begins  July  10, 
will  leave  Washington  between 
July  1  and  5.  Accompanying  him 
will  be  the  official  delegation  of 
about  20  and  possibly  representa- 
tives of  broadcasting  and  other 
radio  groups  which  plan  to  attend. 

IDuring  Judge  Sykes'  absence, 
Col.  Brown  will  be  acting  chair- 
man. As  yet  it  is  not  definitely 
known  whether  he  will  make  any 
extended  trips  during  the  summer. 

Lafount  to  Tour  Zone 

FOR  THE  first  time  in  three  years, 
Commissioner  Lafount  will  make 
an  official  inspection  of  his  fifth 
zone,  including  the  Pacific  states 
and  the  Rocky  Mountain  area. 
Leaving  Washington  early  in  July, 
he  plans  to  stop  in  the  larger  cities 
and  to  hold  conferences  with  broad- 
casters on  problems  of  mutual 
concern.  He  will  be  away  from 
Washington  about  six  weeks. 

Mr.  Lafount's  proposed  itiner- 
ary is  as  follows: 

Salt  Lake  City,  July  6-7;  Ogden, 
Utah,  July  8;  Pocatello,  Ida.,  July  9; 
Idaho  Falls,  Ida.,  July  9;  Butte,  Mont., 
July  10;  Great  Falls,  Mont.,  July  10; 
Spokane,  Wash.,  July  12;  Seattle, 
Wash,,  July  13-14;  Tacoma,  Wash., 
July  15;  Portland,  Ore,,  July  17;  Sac- 
ramento, Cal.,  July  19;  San  Francisco, 
Cal.,  July  20-21;  San  Jose,  Cal.,  July 
22;  Los  Angeles,  Cal.,  July  23-25; 
Long  Beach,  Cal.,  July  26;  Santa 
Monica,  Cal.,  July  26;  Santa  Ana, 
Cal.,  July  27;  San  Diego,  Cal.,  July 
28;  El  Centro,  Cal.,  July  29;  Phoenix, 
Ariz.,  July  30;  Tucson,  Ariz.,  July  31; 
El  Paso,  Tex.,  Aug.  1;  Albuquerque, 
N.  M.,  Aug,  2;  Pueblo,  Colo.,  Aug.  3; 
Colorado  Springs,  Colo.,  Aug.  3;  Den- 
ver, Colo.,  Aug.  4-5. 

Commissioner  Starbuck  contem- 
plates an  inspection  of  radio  oper- 
ations of  leading  airlines  beginning 
late  in  the  summer.  His  itinerary 
has  not  yet  been  arranged.  The 
commissioner,  as  supervisor  of  the 
engineering  division,  was  largely 
instrumental  in  drafting  plans  for 
the  creation  of  the  cooperative  ra- 
dio aviation  networks  now  provid- 
ing service  along  all  major  air 
routes. 

Commissioner  Hanley  is  sched- 
uled to  deliver  the  dedicatory  ad- 
dress over  KICK  in  connection 
with  that  station's  opening  on  June 
19  at  Carter  Lake,  la,,  near  Coun- 
cil Bluffs. 

KICK  recently  won  a  court  de- 
cision which  allowed  it  to  remove 
from  Red  Oak,  la.,  to  the  new  lo- 
cation. Mr.  Hanley  will  leave  June 
15  for  Omaha,  stopping  at  Chicago 
en  route,  and  returning  to  Wash- 
ington about  July  1. 

The  regular  hearing  docket  will 
be  pursued  during  the  summer. 
(Continued  on  page  15) 
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Recording  Programs  in  Graph  Lines 

NBC  Engineers  Trace  Blame  for  Poor  Broadcasts, 
Improve  Technical  Control  by  Watching  Chart 


Mr.  McElrath 


PRESIDENT 
Roosevelt's  voice, 
Ed  Wynn's  "Soo- 
0-0,"  Jeannie 
Lang's  giggle, 
Walter  Dam- 
rosch's  "Good 
morning,  chil- 
dren" and  all 
other  sounds 
transmitted  over 
the  NBC  n  e  t- 
works  for  more  than  18  hours 
every  day  are  faithfully  and  per- 
manently registered  on  endless 
strips  of  graph  paper.  These  va- 
rious sounds  are  pictured  as  a  suc- 
cession of  jagged  peaks  and  can- 
yons with  an  occasional  plateau  or 
plain — enabling,  in  a  word,  broad- 
casters to  know  what  their  voices 
look  like. 

The  graph  paper  moves  endlessly 
through  volume  control  recorders 
installed  in  the  NBC  main  control 
rooms.  Inked  volume  indicators 
trace  the  lines  recording  every 
fluctuation  in  sound  carried  over 
the  networks.  There  are  two  re- 
corders, one  for  the  NBC-WEAF 
network  and  another  for  the  NBC- 
WJZ  network. 

Program's  Autograph 

THE  GRAPH  line  is  the  autograph 
of  the  radio  program,  according 
to  George  McElrath,  NBC  operat- 
ing engineer.  After  a  short  study 
of  the  jagged  markings,  anyone 
can  learn  to  identify  the  various 
types  of  programs  and,  to  a  lim- 
ited extent,  the  different  broad- 
casters. The  wild  Hi-de-hi  broad- 
casts from  Harlem's  Cotton  Club, 
for  example,  register  distinctly,  he 
points  out.  The  lines  look  as  wild 
as  the  music  sounds. 

By  way  of  contrast,  chamber 
music  appears  on  graph  paper  with 
less  extreme  peaks  and  with  many 
sustained  lines,  indicating  a  con- 
sistent sound  level.  Soprano  voices 
stimulate  great  activity  of  the  in- 
dicator needle,  while  blues  singers 
and  bass  voices  have  the  least 
variation.  Engineers  find  deep 
tones  easy  to  control  but  high, 
sharp  tones  keep  them  as  busy  as 
a  barrel  of  monkeys. 

The  President's  Voice 

DANCE  BANDS,  with  their  even 
tempo,  register  even  regular  fluc- 
tuations and  it  is  easy  to  count 
the  beat  of  the  music.  Symphony 
orchestras  are  very  irregular  and 
grand  opera  is  wholly  unreliable, 
McElrath  said. 

A  study  of  speakers'  voices  is 
as  interesting  as  the  study  of 
music,  according  to  NBC  engineers. 
The  rich  tones  of  President  Roose- 
velt's voice,  resonant  and  covering 
a  wide  range  of  harmonics,  causes 
the  needle  to  leave  a  wide  band  of 
ink  instead  of  a  third  line.  For- 
mer President  Herbert  Hoover's 
graph  line  suggests  low,  rolling 
prairies  with  an  occasional  bump. 

The  volume  indicator  recorders 
were  originally  installed  to  check 
the  great  old  American  game  of 
"buck  passing,"  McElrath  frankly 
admitted.     When    complaints  of 


How  President  Roosevelt's  Voice  "Looks"  on  the  Voice  Recorder 


B.  A.  Rolfe's  Orchestra  Graph  Shows  High  and  Low  Notes 


poor  volume  were  received,  the 
control  engineer,  the  telephone 
company,  whose  lines  link  the  sta- 
tions into  networks,  and  the  vari- 
ous stations  each  blamed  the  other. 
The  recorders  eliminate  all  that 
and  make  it  possible  to  trace  any 
trouble  to  its  source. 

Graph  Lines  Don't  Lie 

McELRATH  said  that  within  two 
weeks  after  the  graph  machines 
were  put  in  use,  service  all  along 
the  line  showed  a  marked  improve- 
ment and  now  engineers  are  keep- 
ing more  on  their  toes.  In  addi- 
tion, he  added  with  a  smile,  if  an 
artist  tries  to  alibi  poor  voice  by 
blaming  the  control  engineer,  all 
the  engineer  has  to  do  is  borrow 
Al  Smith's  favorite  advice  "Let's 
look  at  the  record."  Graph  lines, 
like  figures,  never  lie. 

Because  of  mechanical  limita- 
tions of  transmission  lines,  vacuum 
tubes  and  other  electrical  equip- 
ment, it  is  necessary  to  keep  sound 
volume  of  programs  between  re- 
stricted limits.  The  engineer 
checks  this  by  means  of  a  gal- 
vanometer on  his  control  panel.  It 
is  his  duty  to  hold  the  needle  be- 
tween the  marks  of  10  and  30  on 
the  graduated  indicator.  If  the 
volume  drops  below  10,  he  must 
"boost"  it  by  increasing  the  elec- 
tric current.  Likewise,  he  reduces 
the  current  when  the  volume  jumps 
above  30.    This  is  called  "riding 


the  gain,"  and  requires  extensive 
training  and  experience,  if  the  en- 
gineer is  to  prevent  distortion. 

The  graphs  are  permanent  rec- 
ords of  the  engineer's  volume  con- 
trol and  are  invaluable  aids  to  him 
in  studying  certain  voices  or  vari- 
ous types  of  music  which  he  has 
found  difficult  to  control  through 
the  microphone.  The  smart  engi- 
neer can  improve  the  quality  of 
many  voices  and  eliminate  many 
defects. 


Press  Advertising  Off 
But  Still  46.4%  of  All 

ALTHOUGH  national  newspaper 
advertising  dropped  from  $205,- 
000,000  in  1931  to  $160,000,000  in 
1932,  the  Bureau  of  Advertising  of 
the  American  Publishers  Associa- 
tion, in  a  survey  made  public  June 
8,  estimates  that  the  newspaper's 
share  of  the  advertising  dollar  re- 
mained at  46.4  cents,  which  is  ex- 
actly the  same  as  it  was  in  1931 
and  within  a  half  cent  of  what  it 
was  in  the  peak  year  of  1929. 

Reduced  budgets  for  automobile 
and  tobacco  advertising  accounted 
for  the  1932  drop  in  total  newspa- 
per volume,  along  with  declines  in 
drugs,  foods,  radios,  railroads  and 
electrical  appliances,  but  increased 
expenditures  were  shown  in  the 
gasoline  and  oil,  auto  tires,  candy 
and  gum,  soaps  and  cleaners  and 
soft  drink  trade  groups. 


815  kc.  Station  Aboard 
Panama  Vessel  Selling 
Time  During  its  Cruises 

GROUPS  of  Southern  California 
broadcasters  have  held  several  in- 
dignation meetings,  and  the  federal 
government  has  been  asked  to  in- 
vestigate and  intercede,  since  the 
appearance  on  the  radio  scene 
there  on  June  3  of  a  new  "float- 
ing"  broadcasting   station,  using 

1  kw.  on  815  kc.  with  the  call  let- 
ters RXKR.  The  station  is  oper- 
ated aboard  the  Steamship  City  of 
Panama,  which  is  under  Panama 
registry,  during  its  nightly  "cruises 
to  nowhere"  out  of  Santa  Monica. 

Since  815  kc.  is  the  mid-channel 
between  the  clear  channels  of 
WCCO,  Minneapolis,  and  WHAS, 
Louisville,  the  report  has  caused 
some  concern  in  Washington, 
where  the  State  Department  is 
known  to  have  consulted  with  Ra- 
dio Commission  officials  about  it. 
A  similar  unauthorized  station  on 
a  vessel  under  Panama  registry 
last  year  was  ordered  to  stop 
broadcasting  by  the  Panama  gov- 
ernment upon  the  American  gov- 
ernment's representations  at  its 
Legation  in  Washington. 

The  station,  it  is  reported,  has 
one  monthly  commercial  account 
amounting  to  about  $1,500,  and 
broadcasts  the  ship's  orchestra  and 
other  entertainment  along  with 
commercial  announcements.  It  is 
on  the  air  nightly  from  7  p.m.  to 

2  a.m.,  PST.  Washington  officials 
regard  its  operation  as  a  violation 
of  the  spirit  if  not  the  letter  of 
the  prevailing  "gentlemen's  agree- 
ment" among  North  American  na- 
tions regarding  radio,  and  believe 
it  will  shortly  be  ordered  off  the 
air. 


Tiajuana  on  980  kc. 

NEWEST  of  the  broadcasting  sta- 
tions to  go  on  the  air  near  the 
Mexican  border  is  XEAF,  Tiajuana, 
operating  with  2  kw.  on  980  kc, 
the  clear  channel  of  KDKA,  Pitts- 
burgh. According  to  reports  from 
Los  Angeles,  the  station  began  op- 
erating June  10  after  a  test  period 
and  was  originally  scheduled  to  go 
on  the  air  with  100  w.  It  is  man- 
aged by  W.  B.  Potter,  former  part- 
ner in  the  Mission  Bell  Radio  Mfg. 
Co.,  Los  Angeles.  The  station  is 
only  10  kc.  separated  from  KJR, 
Seattle,  on  the  970  kc.  clear  chan- 
nel; 30  kc.  separated  from  KFWB, 
Hollywood,  on  the  regional  chan- 
nel of  950  kc,  and  20  kc.  separated 
from  KFVD,  Los  Angeles,  on  1,000 
kc. 


June  15,  1933  •  BROADCASTING 


drmjj 


"Radio  Realities" 

"RADIO  REALITIES",  the  series 
of  talks  dedicated  to  American 
broadcasting,  written  in  the  man- 
ner of  taking  the  radio  listener 
into  the  broadcaster's  confidence 
about  their  mutual  interests  and 
problems,  has  been  published  in 
book  form  by  Leo  Fitzpatrick, 
manager  of  WJR,  Detroit,  who 
wrote  and  delivered  the  talks  over 
that  station.  This  well-bound  vol- 
ume contains  chapters  that  are 
also  available  from  the  author  or 
the  NAB  in  continuity  form  to 
make  a  series  of  excellent  broad- 
casts over  any  station. 
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CLASSICS  AS  PREMIUMS 

Washington  Coffee  Company  Gives  Away  Books  Issued 
 By  National  Home  Library  Foundation  


WIBO  and  WPCC 
Off  Air  But  New 
Hearing  Looming 

Action  Leads  Congressman 
To  Ask  Commission  Probe 

DESPITE  last  minute  efforts  to 
have  the  case  reopened  on  grounds 
of  alleged  fraud,  WIBO  and  WPCC, 
Chicago,  terminated  operation  June 
11  upon  order  of  the  Radio  Com- 
mission which  held  that  it  was 
without  jurisdiction  to  reopen  the 
case  and  permit  the  Chicago  sta- 
tions to  continue  operating  under 
temporary  authority.  Simultane- 
ously, it  authorized  WJKS,  Gary, 
Ind.,  to  begin  full  time  operation 
on  560  kc,  with  1  kw.  night  power, 
taking  over  the  facilities  of  the 
Chicago  stations.  This  was  the 
latest  phase  of  the  two  year  battle 
in  which  quota  distribution  was  the 
dominant  issue. 

That  the  case  is  not  finally 
closed,  however,  was  made  evident 
when  the  Commission  immediately 
paved  the  way  for  reconsideration 
by  designating  for  hearing  on  ap- 
plication of  the  owners  of  WIBO 
for  the  facilities  of  WJKS.  The 
hearing,  a  new  proceeding,  prob- 
ably will  be  held  late  in  July  or 
early  in  August.  The  application 
is  for  a  new  station  in  Lake 
County,  Ind.,  with  studios  in  Gary. 

Stirs  Up  Congress 

THE  ACTION  also  stirred  up  a 
tempest  in  Congress.  Rep.  Russell 
Ellzey,  (D.),  Mississippi,  intro- 
duced a  resolution  June  9  calling 
for  a  sweeping  investigation  of  the 
Commission.  The  resolution  made 
particular  mention  of  the  WIBO 
case,  reciting  that  an  investment 
of  $400,000  in  the  station  had  been 
destroyed,  and  that  60  employees 
were  promptly  thrown  out  of  work. 

The  resolution  also  alludes  to  the 
Davis  amendment  and  alleges  in- 
equalities, injustices  and  lack  of 
consistency  in  its  administration. 
It  also  seeks  an  inquiry  into  chain 
broadcasting  to  determine  whether 
networks  have  been  favored  by  the 
Commission  as  opposed  to  inde- 
pendent stations.  Finally,  the  fea- 
sibility of  setting  up  a  schedule 
of  license  fees  to  be  paid  by  sta- 
tions is  cited,  which  it  is  said, 
could  produce  "from  $2,000,000  to 
$13,000,000  in  annual  revenue  for 
the  Treasury". 

The  resolution  proposes  a  com- 
mittee of  10  members  of  the  House, 
two  from  each  of  the  five  radio 
zones,  would  be  appointed  by  the 
Speaker  to  conduct  the  investiga- 
tion, anywhere  in  the  country  it 
selected.  The  resolution,  in  gen- 
eral terms,  follows  two  other  mea- 
sures now  pending  in  the  House 
seeking  investigations  of  radio 
generally  and  the  networks  in  par- 
ticular. 

Ralph  Atlass  Victor 

WIBO  HAS  BEEN  operated  by 
the  Nelson  Bond  &  Mortgage  Co., 
while  WPCC  was  licensed  to  the 
North  Shore  Church,  both  sharing 
time  on  the  560  kc.  regional  chan- 
nel. After  a  hearing,  the  Com- 
mission in  October,  1931,  ordered 
the  stations  deleted  on  purely 
quota  grounds,  since  Illinois  is 
overquota  and  Indiana  underquota. 


By  SHERMAN  F.  MITTELL 
Editor 
National  Home  Library 
Foundation 

NOW  THAT  some  of  our  biggest 
advertisers  on  the  air  are  giving 
away  premiums,  particularly  jig- 
saw puzzles,  it  is  apropos  to  the 
whole  theory  of  premiums,  their 
utility  and  purpose  insofar  as  they 
can  maintain  the  good  will  of  the 
old  customers  and  establish  new 
ones,  to  describe  a  unique  experi- 
ment recently  conducted  in  the  na- 
tion's capital. 

The  National  Home  Library 
Foundation,  1518  K  Street,  N.  W., 
Washington,  was  organized  over  a 
year  ago  for  the  purpose  of  en- 
couraging and  stimulating  the 
reading  of  good  books.  Accord- 
ingly, this  organization,  compris- 
ing more  than  50  of  the  most  dis- 
tinguished writers  and  educators 
in  America,  sponsored  and  issued 
a  series  of  literary  classics  known 
as  the  Jacket  Library,  to  be  sold 
on  a  non-profit  basis  and  priced  at 
15  cents  at  retail — so  low  as  to  be 
irresistible  to  the  most  meager 
purse. 

Immediate  Response 

A  VERITABLE  sensation  was 
caused  by  the  advent  of  these 
books.  Their  structure,  beauty  and 
price  have  won  almost  universal 
admiration.  Not  only  did  schools, 
libraries  and  other  educational  in- 
stitutions take  advantage  of  an  op- 
portunity which  allowed  them  to 
purchase  new  books  with  greatly 
depleted  budgets,  but  thousands  of 
individuals,  from  the  great  indus- 
trial centers  to  the  smallest  rural 
communities,  seized  upon  the 
chance  of  being  able,  for  the  first 
time  in  their  lives,  to  own  and 
read  the  best  books  ever  written. 
There  are  countless  people,  how- 


assigning  the  facility  to  WJKS, 
owned  largely  by  Ralph  Atlass,  of 
Chicago,  who  now  also  operates 
WJJD,  Chicago. 

The  Commission's  decision  was 
reversed  by  the  Court  of  Appeals 
of  the  District  of  Columbia,  mainly 
on  the  ground  that  WJKS  really 
served  the  Chicago  area  and  that 
the  Commission's  ruling  was  "arbi- 
trary and  capricious."  Appealed 
by  the  Commission  to  the  U.  S. 
Supreme  Court,  that  tribunal  re- 
versed the  lower  court  and  gave 
the  Commission  full  power  in  the 
allocating  of  facilities. 

It  was  following  this  ruling  last 
month  that  WIBO,  through  Louis 
G.  Caldwell,  as  counsel,  attemped 
to  have  the  Commission  reopen  the 
case  on  the  ground  that  Mr.  Atlass 
and  his  associates  had  made  fraud- 
ulent statements  about  serving  In- 
diana, when  actually  the  new  fa- 
cilities were  sought,  it  was  alleged, 
to  serve  the  Chicago  market.  Mrs. 
Mabel  Walker  Willebrandt,  coun- 
sel for  WJKS,  made  counter 
charges  in  a  battle  of  briefs  that 
ensued,  and  apparently  convinced 
the  Commission  that  it  was  with- 
out jurisdiction  to  reopen  the  case 
since  the  Supreme  Court  already 
had  decided  it. 


ever,  whom  the  foundation  cannot 
reach  through  any  other  means 
than  the  radio.  Needless  to  say, 
broadcasting  costs  money;  so  a  plan 
was  formulated  whereby  the  books 
could  be  used  as  advertising  prem- 
iums which  would  carry  the  mes- 
sage to  millions  of  people  and  at 
the  same  time  enure  to  the  great 
benefit  of  the  advertiser. 

Coffee  Premiums 

THE  FIRST  advertiser  to  adopt 
this  plan  was  the  Wilkins  Coffee 
Co.,  of  Washington.  It  was  at  the 
time  engaged  in  a  jig-saw  puzzle 
premium  campaign,  during  which 
it  offered  150-piece  jig-saw  puzzle 
for  three  one-pound  coffee  carton 
tops.  While  this  campaign  was 
at  its  height,  and  in  the  midst 
of  a  jig-saw  craze  that  was  sweep- 
ing the  country,  the  company  be- 
came interested  in  the  Jacket  Li- 
brary, called  off  the  puzzle  offer, 
and  in  its  place  proceeded  to  give 
one  of  three  books — "Tom  Saw- 
yer", "Alice  in  Wonderland"  or 
"Treasure  Island"  —  selected  from 
the  Jacket  Library  series  for 
four  one-pound  carton  tops  or  all 
three  books  for  10  one-pound  tops 
during  its  broadcasts  over  WRC. 
The  books,  purchased  in  quanti- 
ties, cost  the  company  only  7% 
cents  each. 

The  company's  distributing  ter- 
ritory consists  mainly  of  Washing- 
ton and  vicinity.  It  has  been  spon- 
soring three  15-minute  radio  pro- 
grams a  week  for  eight  months 
each  year.  Announcements  of  the 
Jacket  Library  offer  were  made  on 
each  of  these  scheduled  programs 
for  two  successive  weeks,  supple- 
mented by  two  advertisements 
during  this  period  in  a  local  news- 
paper. So  eager  was  the  demand 
that  all  three  books  were  sent  their 
new  and  old  customers  in  substan- 
tially the  same  number,  many  of 
them  purchasing  larger  quantities 
of  coffee  than  usual  in  order  to 
send  in  10  carton  tops  at  one  time 
for  all  three  books. 

Results  of  Experiment 

THOUSANDS  of  books  have  been 
distributed  in  this  way  to  custom- 
ers who  have  looked  upon  this  ser- 
vice as  a  splendid  project,  especial- 
ly from  the  viewpoint  of  their  chil- 
dren's reading  habits. 

This  indeed  is  a  remarkable 
showing  and  a  keen  revelation  to 
many  people.  Some  of  the  out- 
standing results  of  which  should 
be  of  vital  interest  to  all  national 
or  local  advertisers  who  are  con- 
templating the  future  use  of 
premiums  are  as  follows:  that  the 
Wilkins  campaign  and  other  ex- 
periments conducted  by  the  Na- 
tional Home  Library  Foundation 
conclusively  prove  that  the  clas- 
sics, which  is  merely  another  name 
for  good  books,  are  desired  by  mil- 
lions of  Americans,  and  that  the 
greatest  obstacle  to  their  reading 
and  ownership  is  their  unavaila- 
bility. Secondly,  that  there  is  no 
finer  premium  than  a  good  book, 
because  it  is  long  remembered,  has 
permanency  and  is  a  lasting  trib- 
ute to  the  graciousness  of  the 
donor. 


Members  of  A.N.A. 
Rap  Young  Report 

200  Advertisers  Decide  Upon 
Own  Study  of  Agency  Fees 

DISCLAIMING  any  official  con- 
nection with  the  Young  report  on 
advertising  agency  compensation 
(see  Broadcasting,  June  1),  more 
than  200  members  of  the  Associa- 
tion of  National  Advertisers,  in  a 
closed  meeting  at  New  York  June 
8,  unanimously  voted  for  a  further 
examination  of  the  subject.  The 
report  had  upheld  the  present 
method  of  agency  compensation, 
stating  that  the  15  per  cent  rate  is 
not  excessive  for  the  structure  as 
a  whole  and  recommending  that  all 
advertisers  and  all  publishers 
should  bear  in  proportion  to  vol- 
ume a  share  of  both  the  direct  and 
indirect  costs  of  the  structure. 

The  report  was  published  in  book 
form  May  27  by  the  University  of 
Chicago  Press.  It  is  the  work  of 
James  W.  Young,  professor  of  bus- 
ness  history  and  advertising  of 
the  University  of  Chicago  and  for- 
mer vice  president  in  charge  of 
the  Chicago  office  of  J.  Walter 
Thompson  Co.  The  study  was 
made  upon  requests  of  the  A.  A. 
A.  A.  and  the  A.  N.  A. 

Except  for  word  that  the  A.  N. 
A.  meeting  also  discussed  federal 
legislation  on  advertising,  includ- 
ing the  proposed  revision  of  the 
food  and  drug  laws,  the  association 
issued  only  the  following  state- 
ment after  its  closed  session: 

"The  so-called  Young  report  on 
agency  compensation  in  relation  to 
the  total  cost  of  advertising  was 
discussed  at  length.  It  was  the 
sense  of  members  that  the  report 
could  not  be  accepted  without  fur- 
ther investigation  because  the 
range  and  amount  of  data  pre- 
sented did  not  appear  to  support 
the  conclusions. 

"By  unanimous  vote,  the  mem- 
bership referred  the  report  to  the 
executive  committee  of  the  board 
of  directors,  directing  them  to  ap- 
point such  person  or  persons  as "is 
deemed  necessary  to  further  ex- 
amine the  subject  -  matter  and  to 
secure  further  data. 

"In  the  course  of  the  meeting, 
the  fact  was  brought  out  that  the 
Association  of  National  Advertis- 
ers had  no  official  connection  with 
the  report." 


Dr.  Levy  Honored 

AN  HONORARY  degree  of  Doc- 
tor of  Science  was  conferred  upon 
Dr.  Leon  Levy,  president  of 
WCAU,  Philadelphia,  and  a  direc- 
tor of  CBS,  at  commencement  ex- 
ercises of  Pennsylvania  Military 
College  June  6.  It  was  one  of  the 
first  such  honors  ever  bestowed  "in 
recognition  of  radio."  Others  who 
were  awarded  honorary  degrees  at 
the  same  time  were  Secretary  of 
War  Dern  and  Senator  Reed  of 
Pennsylvania. 


WPTF  Gets  5  kw. 

WPTF,  Raleigh,  N.  C,  was  au- 
thorized by  the  Radio  Commission 
June  9  to  increase  its  power  from 
1  to  5  kw.,  and  to  install  new 
equipment.  The  decision  termi- 
nated a  three-year  effort. 
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Radio  Advertisers  Show  Greatest  Gain 
Or  Less  Loss  in  1931-32  Retrenchment 

Broadcast  Sponsors  Earn  Half  of  '31  Profits  in  '32 
While  Non-Radio  Users  SuflFer  Heavy  Losses 


PIPE  ORGAN  WINS 

Program-Type  Popularity  Vote 
 In  Northwest  Area  


STATISTICAL  proof  that  radio 
advertising  paid  generous  divi- 
dends to  its  sponsors  during  the 
greatest  depression  period  1931-32 
is  offered  by  John  J.  Karol,  CBS 
director  of  market  research,  after 
an  analysis  of  profits  and  losses 
of  the  nation's  leading  advertisers 
as  reported  by  Printers'  Ink. 

Reports  from  320.  leading  na- 
t  i  o  n  a  1  advertisers,  representing 
practically  every  basic  industry  in 
the  United  States,  form  the  basis 
for  Mr.  Karol's  analyses.  For  the 
purpose  of  comparison  he  divided 
them  into  two  major  groups:  (1) 
those  which  had  been  among  the 
leading  150  national  magazine  ad- 
vertisers in  1931  or  1932 — plus  any 
companies  which  had  used  radio 
network  advertising  in  1931  or 
1932,  and  (2)  all  other  companies. 
The  first  group  numbered  126  and 
the  second  194,  though  a  subse- 
quent analysis  for  another  table 
added  ten  advertisers  to  the  first 
group. 

Radio's  Return 

WHILE  profits  in  1932  were  only 
about  30  per  cent  of  those  in  1931, 
the  analyses  show  that  radio  users 
earned  approximately  50  per  cent 
of  1931  profits  as  against  net  defi- 
cits for  non-radio  users  and  that 
those  radio  advertisers  which  in- 
curred deficits  lost  less  than  in  the 
preceding  year. 

Companies  using  radio  in  both 
1931  and  1932  netted  52.8  per  cent 
profits  in  1932  as  compared  with 
1931  earnings,  whereas  non-radio 
users  suffered  losses  equal  to  about 
half  of  their  1931  earnings. 

A  detailed  analysis  of  the  136 
companies  which  used  radio  and 
other  media  in  1931  or  1932  or 
both  reveals  that  71  which  used 
network  broadcasts  in  1932  earned 
56.3  per  cent  of  1931  profits  as 
against  40.7  per  cent  for  65  non- 
radio  users. 

An  analysis  of  320  advertisers 
reporting  shows  that  they  earned 
but  29.3  per  cent  of  1931  profits 
in  1932.  This  percentage  is  evolved 
from  the  following  facts:  197 
firms  earned  $988,785,391  in  1931, 
while  123  companies  lost  $249,190,- 
319,  leaving  net  profits  for  the  320 
of  $739,595,072.  In  1932,  147  firms 
earned  $605,670,823,  while  173  lost 
$389,232,750,  leaving  net  earnings 
of  $216,438,073  or  29.3  per  cent 
of  1931  profits. 

All  Advertising  Slumps 

OF  THIS  group,  126  are  labelled 
"outstanding  national  magazine 
and  network  broadcast  advertisers" 
(these  figures  were  compiled  be- 
fore a  subsequent  report  of  addi- 
tional advertisers  to  Printers'  Ink 
brought  this  group  to  136  as  an- 
alyzed in  another  table). 

Ninety-four  of  the  126  earned 
$832,682,524  in  1931,  while  32  lost 
$113,595,280,  making  net  profits  of 
$719,087,244.  In  1932,  77  earned 
$527,629,344,  while  49  lost  $162,- 
372,855,  bringing  the  net  earnings 
to  $365,256,489  or  50.8  per  cent  of 
1931  profits. 

Other  leading  advertisers,  194, 


suffered  a  huge  deficit:  103  earned 
$156,102,867  in  1931,  while  91  lost 
$135,595,039,  leaving  net  profits  of 
$20,507,828.  In  1932,  however,  70 
earned  but  $78,041,479,  while  124 
lost  $226,859,895,  making  a  net 
deficit  of  $148,818,416. 

The  subsequent  analysis  of  the 
leading  national  advertisers,  in- 
creased from  126  to  136  by  later 
reports,  reveals  the  following  facts : 

Fifty-six  radio  users  earned 
$510,847,536  in  1931,  while  15  lost 
$63,867,329,  with  a  net  gain  of 
$446,980,207.  In  1932,  52  radio 
users  earned  $306,248,115,  while  19 
lost  $54,707,401,  a  net  gain  of 
$251,540,714  or  56.3  per  cent  of 
1931  profits. 

Those  Who  Lost 

OF  65  non-radio  users,  42  earned 
$347,742,294  in  1931,  while  23  lost 
$67,955,981  leaving  net  earnings 
of  $279,786,313.  In  1932,  30  non- 
radio  users  earned  $242,777,211, 
while  35  lost  $128,809,530,  making 
net  profits  $113,967,681  or  40.7  per 
cent  of  1931  profits. 

Of  45  companies  which  did  not 
use  radio  in  either  1931  or  1932, 
31  earned  $85,046,498  in  1931, 
while  14  lost  $43,789,486,  making 
net  gains  of  $41,257,012.  In  the 
following  year  22  earned  $39,351,- 
794,  while  23  lost  $86,039,793,  mak- 
ing the  total  loss  $46,687,999. 

A  similar  survey  of  1930-31 
profits  is  even  more  convincing  as 
to  the  value  of  radio  advertising 
in  times  of  economic  stress.  These 
figures  reveal  that  national  adver- 
tisers using  radio  conserved  nearly 
three  times  as  much  of  their  1930 
profits  during  1931  as  did  the  en- 
tire group  of  non-radio  advertisers. 

1931  earnings  of  the  234  non- 
radio  advertisers  were  slightly  over 
one-fifth,  or  just  22  per  cent,  of 
1930  profits,  whereas  1931  earn- 
ings of  87  radio  advertisers  were 
more  than  three-fifths,  or  63  per 
cent,  of  1930  profits. 

Value  of  Consistency 

AN  EVEN  more  arresting  com- 
parison is  presented  between  con- 
sistent radio  users  (those  who 
were  on  the  air  in  1931  and  1932 
both)  and  non-radio  users.  Fifty- 
four  such  consistent  radio  adver- 
tisers earned  more  than  two-thirds, 
or  68  per  cent,  of  1930  earnings 
in  1931  as  against  the  22  per  cent 
of  234  non-radio  users. 

The  effect  of  discontinuing  use 
of  radio  is  shown  by  Mr.  Karol  in 
a  final  analysis  of  the  1930-31  fig- 
ures. Sixteen  radio  users  went  off 
the  air  in  1931  after  using  radio 
in  1930 — ^and  lost  74  per  cent  of 
their  1930  profits.  Four  of  these 
advertisers  finished  1930  (using 
radio)  with  substantial  profits  but 
ended  1931  (after  discontinuing 
radio)  with  sizable  deficits. 


THE  PIPE  ORGAN  won  a  pro- 
gram-type popularity  contest  con- 
ducted by  General  Mills,  Inc.,  Min- 
neapolis (Gold  Medal  Flour,  Bis- 
quick,  Wheaties,  etc.)  with  a  tie-in 
with  30  newspapers  in  the  north- 
west. The  contest  was  started  to 
inaugurate  an  experimental  series 
of  eight  programs  over  WCCO, 
Minneapolis,  and  KSTP,  St.  Paul. 
(See  June  1  issue  of  Broadcast- 
ing.) 

E.  H.  Gammons,  general  mana- 
ger of  WCCO,  stated  that  "unques- 
tionably the  vote  was  influenced 
somewhat  by  the  fact  that  for  over 
two  years  the  Gold  Medal  Fast 
Freight  program,  featuring  Eddie 
Dunstedter  at  the  pipe  organ  and 
the  Wheaties  Quartet,  was  one  of 
the  big  features  from  this  station." 
Erwin,  Wasey  &  Co.  handles  the 
Gold  Medal  account. 

Following  are  the  program  types 
as  chosen  by  the  newspaper  bal- 
loting (Metropolitan  area  includes 
ballots  from  Minneapolis,  St.  Paul, 
Duluth  and  Superior)  : 


Metropolitan 

Total 

Area 

Outside 

Pipe  organ 

534 

326 

193 

Male  quartet  

.  519 

286 

212 

Old  Time  Band- 

-  417 

229 

179 

Class.  Symphony 

-  406 

262 

138 

Vocal  soloist 

(male) 

393 

252 

134 

Humorous  dia- 

logue 

374 

204 

158 

Dance  orchestra- 

-  345 

188 

136 

Dramatic  skit  — 

^  317 

184 

121 

Blues  Singer  

-  142 

77 

57 

Girls'  trio 

124 

54 

61 

Vocal  soloist 

(female) 

127 

89 

38 

Total  returns  

-  825 

603 

322 

Commission  Won't  Quit 

{Continued  from  page  12) 

Commission  meetings  also  will  be 
held  twice  weekly.  When  a  quorum 
(three  members)  is  not  present, 
the  actions  taken  at  such  meetings 
will  be  subject  to  ratification  by  a 
quorum  at  the  next  regular  meet- 
ing. 

Will  Cut  Force 

PLANS  for  reduction  of  the  Com- 
mission's force,  notably  in  the 
field,  are  being  held  in  abeyance 
because  of  Congressional  delays  in 
acting  on  the  independent  offices 
bill,  which  embodies  Commission 
appropriations.  Once  the  measure 
is  finally  passed  and  signed  by 
President  Roosevelt,  it  is  expected 
that  dismissals  and  changes  will 
be  announced. 

It  is  understood  that  two  new 
appointments  will  be  made  to  the 
legal  division  to  complete  its  or- 
ganization. Judge  John  Wesley 
Weeks,  of  Decatur,  Ga.,  at  present 
judge  of  the  Juvenile  Court  of 
DeKalb  County,  is  slated  for  ap- 
pointment to  the  senior  post,  which 
pays  $4,600  annually.  He  is  30 
years  old  and  a  Democrat. 

The  other  appointee  may  be 
Milus  A.  Nisbet,  of  Tennessee, 
formerly  secretary  to  Senator  Mc- 
Kellar,  (D.),  Tennessee,  and  now 
employed  by  the  Murray  Rubber 
Co.,  of  Trenton,  N.  J.,  as  treasurer 
and  credit  manager.  The  post  he 
seeks  pays  $3,800.  He  is  46  years 
old  and  a  Democrat. 


BESIDES  selling  Pepsodent  tooth- 
paste and  antiseptic,  Amos  'n' 
Andy  and  the  Goldbergs  are  now 
being  called  upon  to  introduce  a 
new  product  of  the  Pepsodent  Co., 
called  Junis  Facial  Cream. 


Public  Affairs  Institute 
Widens  Scope  as  World 
Committee  is  Organized 

EXPANSION  of  the  scope  of  the 
Public  Affairs  Institute,  under 
whose  auspices  leaders  of  Ameri- 
can and  European  thought  have 
been  presented  on  the  radio  for  the 
last  two  years,  has  been  started 
with  the  formation  of  an  interna- 
tional committee  on  broadcasting 
organized  to  stimulate  more  ex- 
changes of  transoceanic  informa- 
tive and  non-partisan  broadcasts. 
The  United  States  will  be  repre- 
sented by  a  committee  of  seven 
headed  by  Dr.  Nicholas  Murray 
Butler,  president  of  Columbia  Uni- 
versity. 

Executive  secretary  of  Dr.  But- 
ler's committee  is  Frederic  A.  Wil- 
lis, CBS  educational  director,  and 
the  executive  secretary  of  the  com- 
mittee for  Europe  is  Cesar  Saerch- 
inger,  CBS  European  representa- 
tive. Serving  with  Dr.  Butler  are 
Hamilton  Fish  Armstrong,  director 
of  the  Council  on  Foreign  Rela- 
tions; Allen  Welsh  Dulles,  now  in 
London  as  counsel  to  the  American 
delegates  at  the  World  Economic 
Conference;  Henry  P.  Fletcher, 
former  chairman  of  the  U.  S.  Tariff 
Commission  and  former  American 
Ambassador  to  Italy,  Mexico  and 
Belgium;  Thomas  W.  Lamont, 
banker,  and  John  L.  Merrill,  presi- 
dent of  All  -  America  Cables  and 
president  of  the  Pan  American  So- 
ciety. 


Lucky  Strike  Ends 

AMERICAN  TOBACCO  Com- 
pany's Lucky  Strike  series  ends  on 
the  NBC  network  June  29  when 
Jack  Pearl  gives  his  last  "Baron 
Munchausen"  show  before  going  to 
Hollywood.  Lord  &  Thomas,  New 
York,  the  agency,  has  an  option  to 
renew  Jack  Pearl  Oct.  5  which  will 
probably  be  exercised.  With  the 
withdrawal  of  Jack  Pearl,  the  last 
hour  of  the  three-hour  weekly 
series  of  Lucky  Strike  programs  is 
dropped,  but  reliable  reports  in 
New  York  are  to  the  effect  that 
Lucky  Strike  will  be  back  on  the 
air  in  as  big  a  way  as  ever  this 
autumn.  NBC's  only  cigarette  ac- 
count is  now  Philip  Morris,  while 
CBS  has  Chesterfield  and  Old  Gold. 


Maj.  Murray  Returns 

MAJ.  GLADSTONE  MURRAY, 
director  of  publications  for  the 
British  Broadcasting  Corp.,  which 
publishes  three  radio  weeklies, 
sailed  for  England  June  10  after 
spending  two  months  in  Ottawa 
aiding  the  Canadian  Broadcasting 
Commission  in  its  task  of  reorgan- 
izing the  Dominion's  radio  system. 
Reports  current  in  England  that 
he  would  be  "loaned"  permanently 
to  Canada  have  been  definitely  dis- 
counted. While  in  New  York,  Maj. 
Murray  was  heard  over  both  NBC 
and  CBS  networks. 


KTAT,  Fort  Worth,  formerly  di- 
viding time  with  WCAO,  Waco, 
Tex.,  has  secured  full  time  on  1240 
kc,  while  WACO  goes  to  a  new 
limited  time  schedule  on  1420  kc. 
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And  Still  They  Come 

NO  LESS  an  important  national  newspaper 
advertiser  and  former  network  advertiser  than 
JVIcFadden  Publications,  Inc.,  New  York,  pub- 
lishers of  True  Story  Magazine  and  former 
sponsors  of  the  True  Story  periods,  is  one  of 
the  latest  to  make  radio  stations  one  of  those 
"free  offers"  that  are  the  bane  of  almost 
every  station  manager's  mail. 

Writing  to  stations  June  1,  S.  W.  Hennessey 
remarks  on  the  "never-ceasing  flow  of  letters 
from  radio  fans  asking  if,  and  when,  this  fea- 
ture [the  True  Story  Hour]  will  be  resumed." 
McFadden  had  not  planned,  he  adds,  to  re- 
sume its  broadcasts,  but  is  willing  to  furnish 
"without  charge"  any  station  that  will  send 
the  prepaid  postcard  back  "with  electrical 
transcriptions  or  brief  scripts  that  they  could 
produce  locally."  Stations  are  asked  to  reply 
whether  15  or  30-minute  broadcasts  would  be 
"best  suited  to  your  needs." 

Coming  along  with  every  conceivable  kind 
of  per  inquiry  offer,  this  no  -  pay  no  -  charge 
scheme  is  simply  another  "chisel"  of  radio 
station  time.  Of  course,  McFadden  Publica- 
tions intends  to  insert  its  commercial  plugs  in 
the  transcription  or  script  copy,  and  of  course 
it  will  get  the  benefit  of  advertising  among 
those  who  send  that  "never-ceasing  flow  of  let- 
ters." But  where  does  the  station  come  in? 
Is  time  to  be  held  so  cheap,  even  by  little  sta- 
tions that  are  hard  put  to  it  to  fill  their  hours 
on  the  air,  that  they  will  accept  free  adver- 
tising? 

If  their  time  is  worth  nothing  in  compensa- 
tion from  an  important  national  advertiser 
like  McFadden,  how  can  they  expect  to  col- 
lect for  it  from  other  national  advertisers  or 
even  from  their  local  advertisers? 


A  Needed  Reform 

SOMETHING  should  be  done,  once  and  for 
all,  about  the  needless  waste  of  time  and 
money  at  futile  hearings  before  the  Radio 
Commission.  There  are  necessary  hearings, 
of  course,  involving  bona  fide  applications,  but 
the  sessions  in  Washington  on  frivolous  ap- 
plications constitute  a  burden  almost  without 
parallel  in  governmental  administration. 
Money  that  might  better  be  spent  for  im- 
provement of  programs  is  veritably  "poured 
down  a  rat  hole"  by  broadcasters  hailed  to 
Washington  on  the  slightest  provocation  to 
defend  their  facilities.  Taxpayers'  money  like- 
wise is  wasted  by  the  needless  demands  upon 
Commission's  time. 

In  the  majority  of  instances  the  applicant 
never  gets  to  hearing,  but  the  respondent  sta- 
tions must  prepare  their  cases  anyway  and 
the  Commission  must  build  its  case.    In  some 


25  per  cent,  the  applicants  default  by  failure 
to  show  up  at  hearings. 

The  Commission  thinks  a  change  in  the  law 
is  necessary.  A  provision  might  be  included 
authorizing  assessment  of  cost  against  the 
unsuccessful  applicants.  That  would  throttle 
all  financially  incompetent  applicants.  Ap- 
plicants might  also  be  required  to  post  bonds 
with  the  Commission  to  show  their  good  faith 
and  defray  hearing  costs.  Three-year  licenses, 
instead  of  the  present  six-month  terms,  would 
do  much  to  make  stations  less  vulnerable  to 
attack. 


"The  radio,  too,  plays  no  inconsiderable  part 
in  building  a  new  national  nervous  system,  or, 
to  avoid  the  appearance  of  humor,  a  new  na- 
tional nerve  system." — Raymond  Moley,  As- 
sistant Secretary  of  State,  in  his  first  syndi- 
cated article  June  i. 


Stuff  and  Nonsense 

FROM  THE  DEPTHS  of  his  knowledge  of 
radio,  gleaned  as  chairman  of  the  American 
Newspaper  Publishers  Association  committee 
that  resolved  against  radio  recently,  the  pub- 
lisher of  the  Richmond  (Ind.)  Palladium,  E. 
H.  Harris,  naively  tells  the  National  Editorial 
Association  convention  at  Indianapolis  early 
this  month  that  "in  the  granting  of  cleared  or 
regional  channels  to  any  individual  company, 
a  natural  monopoly  is  created  because  no  other 
person  or  company  can  use  that  channel  and 
the  licensees  have  full  and  exclusive  rights  to 
its  uses  at  all  times." 

He  goes  on  to  say  that  since  radio  is  "a  vir- 
tual monopoly",  the  press  remains  the  only 
medium  functioning  in  the  interests  of  free 
speech  and  the  rights  of  the  people. 

How  stupid  and  ridiculous !  As  if  there  were 
no  Radio  Commission  to  answer  to  the  people 
by  requiring  that  the  radio  waves  be  used  for 
all-around  services  "in  the  public  interest." 
As  if  practically  all  comers  cannot  use  radio 
networks  and  stations  for  bona  fide  public  ser- 
vice, educational,  political  and  commercial 
messages.  As  if  the  men  who  operate  Ameri- 
can broadcasting  did  not  create  and  develop 
that  medium  without  such  artificial  aids  as 
mailing  subsidies.  As  if  free  speech  is 
abridged  on  the  radio  as  completely  as  it  is 
by  partisan  Republican  or  Democratic  news- 
papers— by  newspapers,  indeed,  that  under 
their  unwritten  law  will  never  carry  news 
stories  about  libel  suits  instituted  against 
themselves  or  even  against  their  rivals. 

Of  course,  it  was  to  be  expected  that  the  As- 
sociated Press  would  transmit  far  and  wide 
Mr.  Harris'  words  of  wisdom  in  order  to  hit  at 
radio  again.  As  for  implications  against  na- 
tional chain  broadcasting,  Mr.  Harris  and  his 


FRANK  A.  ARNOLD,  for  six  years  director 
of  development  of  NBC  and  now  vice-presi- 
dent of  Albert  Frank-Guenther  Law,  Inc.,  New 
York  agency,  in  his  new  Television  Edition  of 
Broadcast  Advertising  just  off  the  press 
(John  Wiley  &  Sons,  $3),  has  the  following 
to  say  relative  to  the  way  in  which  advertis- 
ing will  be  done  in  1940: 

"We  are  undergoing  a  renaissance  in  adver- 
tising. The  advent  and  development  of  broad- 
casting is  only  one  of  the  elements  that  are 
going  to  make  the  advertising  of  the  future 
one  of  the  greatest  and  most  important  fac- 
tors in  our  social  and  economic  structure.  No 
longer,  after  the  advent  of  television,  will  it 
be  necessary  for  the  salesman  to  make  a 
long  and  expensive  trip  across  the  continent, 
when  by  the  combined  used  of  broadcasting 
and  television  in  whatever  perfected  shape 
may  apply,  he  can  arrange  to  broadcast  his 
samples  to  San  Francisco,  accompanying  them 
by  a  description  of  their  advantages  and 
merits,  laying  the  whole  thing  down  before 
a  group  of  potential  buyers  thousands  of 
miles  away. 

"Millions  of  people  have  never  seen  Rudy 
Vallee  or  B.  A.  Rolfe,  ot  any  one  of  the  many 
great  orchestral  leaders.  In  1940  every  owner 
of  the  new-style  music  box  will  be  able  to 
make  the  acquaintance  of  these  great  musical 
leaders,  thereby  adding  tremendously  to  his 
appreciation  of  music  of  all  kinds." 


A  NEWSPAPERMAN  with  a  fresh  and  fair 
viewpoint — having  had  no  close  affiliation  with 
radio  whatever — discourses  on  "The  Coming 
Fight  over  News"  in  its  relation  to  radio  in  the 
June  Outlook,  edited  by  Alfred  E.  Smith.  The 
author  of  this  first  article  of  a  series,  later  to 
be  published  in  book  form  by  the  McGraw-Hill 
Publishing  Co.,  is  Allen  Raymond,  former  Lon- 
don correspondent  of  the  New  York  Times, 
and  now  on  the  staff  of  the  New  York  Her- 
ald-Tribune. He  sees  radio  news  leading  in 
the  future  to  fewer  newspapers,  but,  he  adds, 
there  "ought  to  be  better  ones."  Radio  is  re- 
garded primarily  as  a  medium  of  entertain- 
ment, but  its  social  force  is  by  no  means  dis- 
counted in  this  unbiased  appraisal. 


A  TEXTBOOK  setting  forth  the  principles  of 
efficient  grocery  merchandising  has  been  pre- 
pared and  issued  by  the  Department  of  Com- 
merce under  the  title  of  "Aids  to  Retail  Groc- 
ery Profits".  The  book  was  prepared  by  Ed- 
win B.  George,  chief  of  the  marketing  service 
division,  and  Hunter  P.  Mulford  and  Arthur 
A.  Kimball,  of  the  merchandising  research  di- 
vision. It  is  on  sale  by  the  Superintendent  of 
Documents,  Government  Printing  Office,  or  at 
district  offices  of  the  Department  of  Commerce 
for  10  cents  a  copy.  

cohorts  must  remember  that  the  networks 
serve  radio  stations  exactly  as  the  press  asso- 
ciations serve  newspapers;  any  station  can 
broadcast  or  reject  what  they  please,  just  as 
his  own  newspaper  can  publish  any  part  of 
the  A.  P.  news  report  it  pleases.  The  analogy 
is  precise;  if  the  networks  do  own  or  operate 
a  number  of  stations  directly  and  serve  them 
along  with  other  variously  owned  stations,  is 
there  any  difference  in  this  than  that  the  same 
interests  that  own  the  United  Press — Scripps- 
Howard — should  also  publish  a  string  of  24 
newspapers  in  as  many  cities?  Nor  should 
Mr.  Harris  forget  that  some  100  radio  sta- 
tions in  the  United  States  are  owned  and  oper- 
ated by  newspapers,  which  regard  them  as 
highly  prized  adjuncts. 
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We  Pay  Our  Respects  to 


SAM  PICKARD 


STATION  manager,  Radio  Com- 
mission secretary,  Radio  Commis- 
sioner and  executive  of  a  nation- 
wide network — those  are  the  mile- 
stones in  the  radio  career  of  Sam 
Pickard,  vice  president  of  CBS  in 
charge  of  station  relations,  and 
one  of  American  radio's  outstand- 
ing personalities. 

Today  Sam  Pickard  is  on  a  well- 
earned  vacation  with  his  family. 
On  June  1  he  began  a  three-month 
leave  of  absence  to  "play  around" 
in  Florida  before  embarking  on  a 
tour  of  Europe  with  Mrs.  Pickard. 
War  wounds  left  him  in  rather 
frail  health  and  he  hopes  to  re- 
turn to  CBS  next  fall  sufficiently 
robust  to  tackle  the  business  of 
the  new  radio  year.  In  the  in- 
terim his  work  will  be  handled 
largely  by  H.  V.  Akerberg. 

Sam  is  another  of  radio's  real 
pioneers.  An  adventurer  at  heart, 
he  just  naturally  "took"  to  broad- 
casting when  it  was  still  an  experi- 
ment. There  had  been  plenty  of 
thrill  and  adventure  for  him  be- 
fore he  invaded  radio,  however — 
adventure  as  a  small-town  news- 
paper editor,  as  a  war  flyer,  as 
barnstorming  aviator,  and  as  a 
government  official. 

A  retiring — almost  shy — manner 
and  everlasting  good  nature  would 
tend  to  hide  Sam  Pickard's  attain- 
ments as  a  business  man.  He  has 
watched  CBS  grow  from  14  sta- 
tions to  more  than  80,  himself  ar- 
ranging the  affiliation  of  many  of 
them  with  the  network.  He  per- 
sonally is  interested  in  several  sta- 
tions, and  is  better  than  well-to-do 
as  a  result  of  prudent  investment. 

Still  on  the  sunny-side  of  40, 
Sam  Pickard  was  born  in  Creston, 
Wyoming,  Dec.  1,  1896,  the  son  of 
Mr.  and  Mrs.  Charles  C.  Pickard. 
His  father  now  resides  in  Kansas 
City,  and  is  in  the  real  estate  and 
investment  business. 

After  attending  country  schools 
in  Iowa,  he  went  to  the  Seymour 
(la.)  high  school,  and  then  to  the 
University  of  Kansas,  where  he 
was  graduated  in  1916  with  a  B.S. 
degree.  During  his  college  days 
he  served  as  editor  of  the  school 
paper.    When  he  left  college  at  19, 


he  joined  the  Aurora  (Mo.)  Daily 
Light  as  its  editor. 

In  1917  he  enlisted  in  the  Army 
Air  Service  and  was  trained  with 
the  Royal  Flying  Corps,  at  Toronto, 
Canada.  Assigned  to  the  166th 
Squadron  as  a  first  lieutenant,  he 
saw  plenty  of  action  as  a  lad  of 
20  in  the  Argonne  sector  in  France. 
Eleven  days  before  the  Armistice 
was  signed,  his  plane  was  shot 
down  in  an  engagement  with  Baron 
Richtofen's  famous  squadron.  His 
observer  was  killed,  and  he  was 
severely  wounded — the  only  sur- 
viving pilot  out  of  a  combat  group 
of  seven.  He  lay  in  a  hospital, 
first  in  France,  and  then  here,  for 
more  than  a  year  before  being  dis- 
charged from  the  service. 

After  his  convalescence,  in  1919, 
Pickard  returned  to  the  middle 
west  and  became  a  commercial  and 
acrobatic  flyer,  putting  on  exhibi- 
tions at  fairs  and  the  like.  In  the 
summer  of  1919,  he  met  Francke 
Palmer,  of  Springfield,  Mo.  A  five- 
day  romance  ended  in  marriage, 
in  their  barnstorming  airplane 
2,000  feet  above  a  Missouri  County 
fair — one  of  the  first  of  these 
novel  "airplane  marriages."  Their 
plane  immediately  was  dubbed  the 
"Honeymoon  Express". 

With  the  responsibilities  of  mar- 
ried life,  Pickard  started  an  air- 
plane pilots'  school  at  Kansas  City 
in  1921,  also  forming  the  National 
Airplane  Co.  to  train  pilots  and 
mechanics  and  sell  ships.  The  de- 
pression of  1921,  however,  proved 
too  much,  so  Pickard  joined  the 
Kansas  State  Agricultural  College 
as  publicity  director.  His  job  was 
to  get  news,  mainly  market  news, 
to  farmers.  Radio  was  just  be- 
ginning. The  college  was  inter- 
ested in  radio  and  in  the  fall  of 
1921  the  state  legislature  appro- 
priated $25,000  for  a  station.  W. 
M.  Jardine,  later  to  become  Secre- 
tary of  Agriculture  during  the 
Coolidge  administration,  was  presi- 
dent of  the  college  and  turned  over 
to  Pickard  the  job  of  establishing 
the  first  College  of  the  Air.  Sta- 
tion KSAC  proved  a  great  suc- 
cess. 

When  Mr.  Jardine  had  become 
Secretary  of  Agriculture,  he  called 


PERSONAL  NOTES 


DIRECTORS  of  three  Florida  NBC 
stations — W.  Walter  Tison,  WFLA- 
WSUN;  Jesse  Jay,  WIOD,  and  Jack 
Hopkins,  WJAX, — spent  several  days 
in  June  visiting  WCOA,  Pensacola; 
WODX,  Mobile;  WJDX,  Jackson,  and 
WSMB,  New  Orleans,  to  discuss  their 
network  relations. 

HART  JENKS,  of  KOIL,  Council 
Bluffs-Omaha,  has  been  carrying  for- 
ward the  course  in  radio  broadcasting 
at  Omaha  Municipal  University  which 
was  started  last  year  by  John  Henry, 
KOIL  manager. 

W.  SCOTT,  formerly  with  KOY  and 
KTAR,  Phoenix,  has  joined  the  sales 
force  of  KFOX,  Long  Beach,  Cal. 
Clyde  Warner,  former  sales  manager 
for  KFOX,  has  been  appointed  man- 
ager of  the  new  Los  Angeles  office 
of  the  station  at  815  Spring  Arcade 
Bldg. 

E.  F.  STEVENS,  Jr.,  former  vice 
president  and  sales  manager  of  Bruns- 
wick Record  Corp.,  has  been  appointed 
general  sales  manager  of  Columbia 
Phonograph  Co.,  New  York. 

FIVE  BABIES  increase  the  rising 
gineration  at  KSTP,  St.  Paul,  the  fol- 
lowing having  become  fathers  in  the 
last  few  months:  Stanley  E.  Hub- 
bard, general  manager;  Ford  Billings, 
sales  manager;  John  Wald,  announcer; 
Fred  de  Beaubian,  control  room,  and 
Mike  Fadell,  publicity. 

LLOYD  Wagner,  formerly  of  the  Min- 
neapolis Journal;  Frank  Henderson, 
recently  with  Philco  sales,  and  Hy 
Johnson,  formerly  with  the  St.  Paul 
Lincoln  dealer,  have  been  added  to 
the  sales  staff  of  KSTP,  St.  Paul. 

EVERETT  OLSEN,  for  nine  years 
with  the  copy  department  of  Brown 
&  Bigelow,  St.  Paul,  has  joined  KSTP 
to  create  special  merchandising  plans 
and  programs  for  clients  of  that  sta- 
tion. 

BORN,  to  Mr.  and  Mrs.  William  Hol- 
land ("commercial  department  of 
WCKY,  Covington,  Ky.)  a  son,  late 
in  May. 

W.  R.  ERASER  is  the  newly  ap- 
pointed manager  of  KROW,  Oakland, 
succeeding  W.  A.  Miller.  W.  R.  Sher- 
wood continues  as  production  manager. 

J.  CLARENCE  MYERS  has  been 
named  San  Francisco  office  manager 
of  KQW,  San  Jose,  Cal. 

GREEN  ADAIR,  former  salesman  of 
WGST,  Atlanta,  has  been  promoted 
to  station  manager,  succeeding  Loren 
L.  Watson. 

for  Mr.  Pickard  in  1925  to  join 
him  in  Washington  to  organize  a 
broadcasting  service  for  the  de- 
partment. When  the  Radio  Com- 
mission was  established  Feb.  23, 
1927,  he  was  borrowed  to  help  in 
its  organization.  He  became  its 
first  secretary  and  resigned  from 
the  Department  of  Agriculture. 

Henry  A.  Bellows,  now  associ- 
ated with  Pickard  as  a  CBS  vice 
president,  resigned  as  Radio  Com- 
missioner for  the  fourth  or  middle 
western  zone  in  the  fall  of  1927. 
Despite  his  youth,  Pickard,  a  Dem- 
ocrat, was  appointed  as  his  succes- 
sor. He  served  until  Feb.  1,  1929, 
resigning  to  join  CBS. 

The  Piekards  have  two  children, 
Sam,  Jr.,  12,  and  Patricia,  2%. 
They  reside  at  Larchmont,  New 
York,  and  have  a  winter  place  in 
Florida.  Mr.  Pickard  is  a  member 
of  the  Sigma  Delta  Chi,  Alpha 
Zeta  and  Pi  Kappa  Alpha  fraterni- 
ties, the  National  Press  Club  of 
Washington,  the  Shore  Club  of 
Larchmont.  He  attends  the  Chris- 
tian (Disciples)  Church.  Boating, 
fishing  and  swimming  are  his  fa- 
vorite sports. 


HOMER  HOGAN,  manager  of  KYW, 
Chicago,  has  been  named  president  of 
the  Chicago  Association  of  Broadcast- 
ers to  succeed  William  S.  Hedges, 
former  manager  of  WMAQ  who  has 
gone  to  KDKA,  Pittsburgh,  in  a  simi- 
lar capacity. 

EDGAR  L.  BILL,  president  and  man- 
ager of  WMBD,  Peoria,  111.,  has  been 
named  vice  president  of  the  Peoria 
Advertising  &  Selling  Club. 

EVERETT  C.  WHITMYRE,  formerly 
of  the  Utica  Observer-Dispatch,  has 
been  appointed  manager  of  WIBX, 
Utica,  N.  Y. 

W.  AUSTIN  CAMPBELL,  formerly 
head  of  his  own  advertising  agency 
in  Los  Angeles,  on  June  1  became  gen- 
eral manager  of  KMTR,  Hollywood. 

A.  CORENSON,  who  has  controlled 
sales  time  on  KELW,  Burbank,  Cal., 
for  the  last  two  years,  left  June  1 
on  a  trip  to  New  York  and  Washing- 
ton. 

WALLACE  I.  WEBB,  formerly  asso- 
ciated with  eastern  stations,  became 
commercial  manager  of  KMPC,  Bev- 
erly Hills,  Cal.,  late  in  May. 

JAMES  DIGNAN,  formerly  in  the  ad- 
vertising department  of  the  Los  An- 
geles Express  (now  merged  with  the 
Herald),  has  joined  the  sales  staff  of 
KHJ,  Los  Angeles. 

BORN  to  Mr.  and  Mrs.  Fred  Stone, 
a  son,  Frederic,  Jr.,  May  14.  Mr. 
Stone  is  program  director  of  WSPD, 
Toledo. 

CHARLES  W.  TAYLOR,  formerly  rep- 
resenting eastern  hardware  lines  as 
a  manufacturers  representative,  has 
been  added  to  the  commercial  depart- 
ment of  KTM,  Los  Angeles. 

WHITNEY  DOWNS,  former  resort 
advertising  manager  for  the  Los  An- 
geles Express,  has  joined  the  sales 
staff  of  KFWB,  Hollywood. 


BEHIND 
THE  MICROPHONE 


HOWARD  NEUMILLER,  musical  di- 
rector for  the  Chicago  studios  of  CBS, 
leaves  June  16  for  Europe  on  a  two- 
months  leave  of  absence  during  which 
he  expects  to  arrange  broadcasts  of 
the  music  festivals  in  Bayreuth, 
Munich  and  Salzburg  by  short  wave 
to  America.  He  will  also  attend  the 
London  premiere  of  the  Boswell  Sis- 
ters. He  sails  on  the  "Duchess  of 
Richmond"  from  Montreal. 

HAROLD  BOCK,  San  Francisco  cor- 
respondent of  Broadcasting,  has  been 
appointed  News  Reporter  of  KTA,  San 
Francisco,  succeeding  Darrell  Donnell 
who  has  joined  KFRC  as  news  broad- 
caster for  the  San  Francisco  Exam- 
iner. 

EDWARD  LAUX,  former  announcer 
of  WAAM,  Newark,  a  brother  of 
France  Laux,  sports  announcer  of 
KMOX,  St.  Louis,  has  been  promoted 
to  program  director.  WAAM  also  an- 
nounces the  appointment  of  Ted 
Webbe,  formerly  of  WODA,  Paterson, 
N.  J.,  as  an  announcer. 

JOHN  S.  YOUNG,  NBC  announcer 
and  a  winner  of  the  National  Academy 
of  Arts  and  Letters  diction  award,  has 
been  given  an  LL.D.  degree  by  St. 
Benedict's  College,  Atchison,  Kans.,  in 
recognition  of  his  announcing  of  Cath- 
olic programs. 

CHARLES  BRADSHAW,  onetime  mu- 
sic director  of  KFWB,  Hollywood,  but 
more  recently  arranger  for  KHJ,  Los 
Angeles,  on  June  15  became  official 
arranger  for  orchestras  at  the  Am- 
bassador Hotel's  famed  Cocoanut 
Grove.  Abe  Lyman's  band  is  sched- 
uled to  move  into  the  grove  this 
month. 

MYRON  J.  BENNETT  has  rejoined 
the  announcing  staff  of  KFYR,  Bis- 
marck, N.  D. 

CHARLES  CONCANNON,  formerly  of 
KYA  and  KJR,  San  Francisco,  has 
joined  KJBS  as  announcer. 
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FREDERICK  V.  BOWERS,  California 
composer,  late  in  May  staged  a  Victor 
Herbert  testimonial  party  at  the  Am- 
bassador Hotel  with  Victor  Herbert, 
Jr.,  as  honor  guest.  KFI  broadcast 
the  program.  The  committee  in 
charge  included  Raymond  Paige,  KHJ 
music  director;  Charles  Shepherd, 
KFI  music  director;  John  Philip 
Sousa,  Jr.;  Carrie  Jacobs  Bond  and 
Ernest  R.  Ball,  Jr. 

FAY  KRENITZ,  secretary  to  A.  A. 
Cormier,  sales  director  of  WOR,  New- 
ark, leaves  WOR  this  month  to  be 
married  to  F.  A.  Franklin,  an  execu- 
tive of  the  Commercial  Investment 
Trust,  early  in  July.  They  will  honey- 
moon on  the  Riviera. 

WARD  STEPHENS,  internationally 
famous  organist,  composer  and  con- 
ductor of  orchestral  and  choral  music, 
has  been  engaged  as  staff  organist  by 
WINS,  New  York,  and  will  play  the 
Sunday  and  evening  recitals  originat- 
ing in  the  rotunda  of  the  Roxy 
Theatre. 

ADOLPHE  DUMONT,  Chicago  orches- 
tra conductor  who  has  been  heard  in 
numerous  network  commercial  broad- 
casts, has  been  appointed  to  the  musi- 
cal staff  of  WON,  Chicago,  to  conduct 
the  station's  concert  orchestra,  which 
has  been  increased  to  20  pieces. 

CHUCK  AND  RAY,  harmony  duo  on 
NBC  and  Chicago  stations,  and  Fred- 
die Rose,  pianist  and  Chicago  radio 
veteran,  have  joined  the  staff  of  WSM, 
Nashville. 

MERTON  BORIES  and  Jess  Norman, 
both  formerly  of  KPO,  San  Francisco, 
have  joined  KTAB,  in  the  same  city. 

ELINORE  MERRIT,  of  the  NBC  Chi- 
cago audience  mail  staff,  will  be  mar- 
ried to  Reed  M.  Haythorne,  of  San 
Antonio,  June  19,  in  Fairbury,  111. 

JACK  COSTELLO,  formerly  of  KFJN, 
Grand  Forks,  N.  D.,  has  joined  KSTP, 
St.  Paul,  as  announcer,  replacing  Wil- 
liam Davidson,  who  has  gone  to  Los 
Angeles. 


IN  THE 
CONTROL  ROOM 


AMATEUR  radio's  code  speed  cham- 
pion of  the  world  will  be  picked  dur- 
ing the  annual  convention  of  the 
American  Radio  Relay  League  at  the 
Century  of  Progress  Exposition  in 
Chicago,  Aug.  3,  4  and  5.  Exposi- 
tion officials  have  donated  a  silver 
loving  cup  as  the  prize. 

IVAN  EREMEEFF,  Russian  physi- 
cist, is  conducting  experiments  on 
photoelectric  musical  instruments  in 
the  laboratory  constructed  in  the  new 
WCAU  Bldg.,  Philadelphia,  for  Leo- 
pold Stokowski,  conductor  of  the  Phil- 
adelphia Orchestra.  * 

ELLERY  M.  PLOTZ,  former  transmis- 
sion engineer  of  KYW,  Chicago,  has 
been  appointed  transmission  engineer 
of  WBBM,  Chicago,  by  Frank  Falk- 
nor,  chief  engineer. 

"WINDY"  GUNTHER,  former  chief 
engineer  of  WJKS,  Gary,  Ind.,  has 
been  transferred  to  WJJD,  Chicago, 
in  the  same  capacity  by  Ralph  Atlass, 
operator  of  both  stations. 

J.  E.  MILLER,  technician  at  KFOX, 
Long  Beach,  Cal.,  was  seriously  in- 
jured late  in  May  by  a  hit-and-run 
driver.  Although  suffering  a  fractured 
skull,  a  broken  arm  and  a  fractured 
nose,  he  expects  to  be  back  on  the 
job  by  July. 

LYNN  SMEBY,  chief  engineer  of 
KSTP,  St.  Paul,  joined  the  Hole-in- 
One  Club  at  the  Hill  Top  Course  in 
Minneapolis  in  May  on  the  140-yard 
drive. 

JOE  H.  MITCHELL,  for  eight  years 
in  the  Navy,  has  been  appointed  chief 
operator  of  WFLA-WSUN,  Clearwater, 
Fla. 

BORN,  to  Mr.  and  Mrs.  Harold  See, 
a  baby  girl.  May  30.  Mr.  See  is  a 
field  engineer  on  the  NBC  New  York 
staff. 


Radio  Philanthropy 

WOR,  Newark,  gained  an  al- 
truistic sponsor  and  a  poor 
boy  got  a  Boy  Scout  uniform 
as  the  result  of  an  appeal 
broadcast  by  Ben  Sweetland 
during  a  daily  sustaining 
program  of  advice  and  prac- 
tical information,  titled  "Hu- 
man Understanding."  The 
day  after  he  called  attention 
to  a  boy  who  was  unable  to 
buy  a  scout  uniform,  Mr. 
Sweetland  received  a  check 
from  James  H.  R.  Cromwell, 
vice  president  of  the  Peerless 
Motor  Car  Co.  Upon  learn- 
ing that  the  program,  which 
he  followed  daily,  was  on  a 
sustaining  basis,  Mr.  Crom- 
well arranged  for  its  spon- 
sorship to  insure  its  continu- 
ance. 


Upholds  Tradition 

TRUE  to  tradition  that  the  "show 
must  go  on",  Cleo  W.  Thatcher, 
field  engineer  of  the  NBC  Chicago 
division,  Injured  with  Vincent  Pel- 
letier,  announcer,  en  route  to  a 
Chicago  suburban  roadhouse  for  a 
late  evening  dance  pickup,  insisted 
on  setting  up  his  equipment  and 
phoning  the  studios  of  the  accident 
before  he  would  submit  to  being 
taken  to  a  hospital,  Thatcher  suf- 
fered a  broken  rib,  dislocated 
shoulder  and  torn  ligament  when 
his  car,  driven  by  Mrs.  Thatcher, 
was  turned  over  after  another  car 
crashed  into  it.  Pelletier  received 
injuries  to  his  skull  and  was  in  St. 
Francis  Hospital,  Evanston,  for  a 
week.  Mrs.  Thatcher  escaped  with 
minor  bruises. 


Radio  Program  Offices 

OFFICES  of  the  Radio  Program 
Foundation,  of  which  Oswald  F. 
Schuette  is  president,  have  been 
established  in  the  National  Press 
Building,  adjacent  to  the  headquar- 
ters of  NAB.  The  Foundation, 
created  by  the  NAB  ultimately  to 
relieve  the  industry  from  its  de- 
pendence upon  the  American  So- 
ciety of  Composers,  Authors  and 
Publishers,  now  is  arranging  for 
performing  rights  to  music  outside 
the  ASCAP  fold. 


I.  R.  E.  Nominates 
Jansky,  Van  Dyck 

C.  M.  JANSKY,  Jr.,  consulting 
radio  engineer  of  Washington,  and 
A.  F.  Van  Dyck,  chief  engineer 
of  the  patent  department  of  RCA, 
have  been  nominated  for  the  presi- 
dency of  the  Institute  of  Radio 
Engineers.  Election  will  be  by 
mail  balloting  this  fall.  L.  M. 
Hull,  president  of  Radio  Frequency 
Laboratories,  Boonton,  N.  J.,  is  the 
incumbent  president. 

Nominated  for  vice  president 
are  Blath.  van  der  Pol,  Holland, 
and  Hidetsugu  Yagi,  Japan.  Nomi- 
nated for  the  three  vacancies  on 
the  board  of  directors  are  Alfred 
N.  Goldsmith  and  J.  V.  L.  Hogan, 
both  consulting  radio  engineers  of 
New  York;  E.  R.  Shute,  Western 
Union;  J.  C.  Warner  and  W.  C. 
White,  General  Electric,  and  Wil- 
liam Wilson,  Bell  Laboratories. 


NAB  Engineer  Section, 
I.R.E.  Meet  in  Chicago 

TECHNICAL  problems  of  interest 
to  broadcasting  stations  are  on  the 
agenda  of  the  NAB  engineering 
section  meeting  to  be  held  at  the 
Sherman  Hotel,  Chicago,  June  26. 
The  Institute  of  Radio  Engineers 
holds  its  convention  there  at  the 
same  time.  To  begin  at  9:30  a.m., 
the  conference  will  be  presided 
over  by  J.  A.  Chambers,  WLW- 
WSAI,  Cincinnati,  section  chair- 
man. Dr.  C.  B.  JoUiffe,  chief  en- 
gineer of  the  Commission,  is  ex- 
pected to  attend. 

The  program  includes: 

Need  for  Standards  in  Broadcast 
Practice,  led  by  E.  L.  Nelson,  Bell 
Telephone  Laboratories. 

Progress  in  Antenna  Development, 
led  by  Walter  C.  Evans,  manager  of 
radio,  Westinghouse. 

Present  Status  of  Television,  led  by 
L.  F.  Jones,  RCA  Victor  Co. 

Synchronous  Operation  of  Broad- 
cast Stations,  led  by  C.  B.  Aiken,  Bell 
Telephone  Laboratories. 

Technical  Aspects  of  North  Ameri- 
can Radio  Conference,  led  by  James 
W.  Baldwin,  NAB. 

Professional  Ethics,  led  by  J.  A. 
Chambers. 

NAB  Engineering  Service,  led  by 
J.  C.  McNary,  NAB. 

Acoustics  and  Studios,  led  by  J.  G. 
Leitch,  WCAU. 

Evaluation  of  Frequencies,  led  by 
Dr.  J.  H.  Dellinger,  Bureau  of  Stand- 
ards. 

Power  Increases  for  Local  and  Re- 
gional Stations,  led  by  W.  C.  Bridges, 
WEBC. 


You  can't  get  "AA"  just  by  having  more  power  and  better  reception  .  .  .  you  need 
consistently  superior  entertainment,  both  studio  and  national  chain  .  .  .  and  your 
programs  must  be  built  up  through  newspaper  publicity,  air  publicity,  billboard  tie- 
ups  and  actual  merchandising  and  survey  work.  You  can  get  all  this  when  you  use 
KMBC — first  in  the  hearts  of  the  heart  of  America  .  .  .  where  retail  sales  are  $488 
per  capita  (highest  in  U.S.A.)  against  national  average  of  $230.  Are  you  getting 
your  share? 


MIDLAND  BROADCASTING  CO.,  Kansas  City,  Mo. 
New  York  Office:  17  E.  49th  St.     Phone  Eldorado  5-5070 

^  AA— AUDIENCE  APPRECIATION 


BC 

Frequency  Measuring  Service 

Many  stations  find  this  exact  measuring  service  of  great 
value  for  routine  observation  of  transmitter  perform- 
ance and  for  accurately  calibrating  their  own  monitors. 

MEASUREMENTS  WHEN  YOU  NEED  THEM  MOST 
R.  C.  A.  COMMUNICATIONS,  Inc. 
Commercial  Department 

A  RADIO  CORPORATION  OF  AMERICA  SUBSIDIARY 
66  BROAD  STREET  NEW  YORK,  N.  Y. 
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SHREWD  SPACE  BUYERS 

SELECT 


BROACASTING 


For  Complete  Coverage  of  Advertising  Agencies,  National  Radio 
Advertisers,  Transcription  Companies,  Radio  Stations  and  all  other 
Elements  that  Make  Up  the  Radio  Broadcasting  Industry 


ODAY'S  space  buyer  must  be  exceedingly  careful  in  the 
selection  of  media  for  the  advertising  of  his  client,  as  every  ad- 
vertising dollar  spent  must  produce  inquiries  which  v^ill  lead  to 
sales.  One  medium  today  must  do  the  job  of  three  or  even  four 
of  a  year  or  so  ago. 

Space  buyers  know  that  Broadcasting  has  nearly  100% 
coverage  of  its  field  and  a  reader  acceptance  which  produces 
RESULTS.  This  accounts  for  the  fact  that  Broadcasting  to- 
day is  carrying  the  major  portion  of  advertising  from  the  radio 
field  addressed  to  advertising  agencies,  national  radio  adver- 
tisers, radio  station  owners,  managers  and  chief  engineers. 

In  spending  your  promotion  dollar  concentrate  your  effort 
in  a  proved  medium.  .  .  .  Concentrated  effort  in  Broadcasting 
assures  you  complete  coverage  at  minimum  cost. 

REMEMBER  .  .  . 

Actual  tests  have  proved  Broadcasting  the  outstanding  ad- 
vertising medium  in  its  field. 


BROAEmSTING 


iroadcast 

advertising' 

NATIONAL  PRESS  BLDG.  WASHINGTON,  D.  C. 


IT  IS  SIGNIFICANT 

that  these 
40  Advertising  Agencies 
have   selected   BROADCASTING   as  a 
profitable  medium  for  their  clients: 

N.  W.  Ayer  &  Son,  Inc. 
Beaumont  &  Hohman 
Buchanan-Thomas  Advertising  Co. 
Campbell-Ewald  Co. 
Cecil,  Warwick  and  Cecil,  Inc. 
Cockfield-Brown  &  Co. 
Coolidge  Advertising  Co. 
David,  Inc. 

Denhard,  Pfeiflfer  &  Wells,  Inc. 
Earnshaw- Young,  Inc. 
Empire  Advertising  Service 
Fairall  &  Co. 

Fitzgerald  Advertising  Agency,  Inc. 

Harold  D.  Frazee  &  Co. 

Harry  M.  Frost  Co.,  Inc. 

Fuller  &  Smith  &  Ross,  Inc. 

Grace  &  Holliday 

Joseph  Green,  Inc. 

Hoyt,  Martin  &  Massey,  Inc. 

Husband  &  Thomas  Co.,  Inc. 

H.  E.  Lesan  Co. 

Austin  C.  Lescarboura  &  Sta£f 

Logan  &  Stebbins 

Lord  &  Thomas 

Mace  Advertising  Agency 

Marschalk  and  Pratt,  Inc. 

Millar  Advertising  Agency,  Inc. 

Needham  &  Grohmann,  Inc. 

Newell-Emmett  Co.,  Inc. 

Platt-Forbes,  Inc. 

Procter  &  Collier  Co.,  Inc. 

R.  W.  Sayre  Co. 

A.  T.  Rourke  Co.,  Inc. 

J.  L.  S.  Scrymgeour 

Smith  &  Drum,  Inc. 

Smith-Patterson-Allen,  Inc. 

Stewart,  Hanford  &  Frohman,  Inc. 

John  D.  Williams  &  Co. 

C.  C.  Winningham,  Inc. 

Frederick  W.  Ziv,  Inc. 
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The  Business  of  Broadcasting 

Current  News  About  Accounts,  Pending  Schedules,  Transcriptions, 
Representatives  and  Apparatus;  Notes  from  the  Stations 


STATION  ACCOUNTS 

KSTP,  St.  Paul,  reports  the  following 
accounts:  Curtiss  Candy  Co.,  Chi- 
cago, time  signals,  daily  except  Sun- 
days, 52  weeks,  direct;  Detroit  White 
Lead  Works,  Chicago  (paints)  4  time 
signals  weekly,  13  weeks,  through 
Henri,  Hurst  &  McDonald,  Chicago; 
General  Mills,  Inc.,  Minneapolis,  "Gold 
Medal  Fast  Freight,"  studio  programs, 
once  weekly,  8  weeks,  through  the 
McCord  Co.  Minneapolis;  Germania 
Tea  Co.,  Minneapolis  (herb  tea)  five 
announcements  weekly,  indefinite  pe- 
riod, through  Heath-Seehof,  Inc.,  Chi- 
cago; Governor  Clinton  Hotel,  New 
York,  6  weekly  weather  reports,  13 
weeks,  through  Rose-Martin,  Inc.,  New 
York;  lodent  Chemical  Co.,  Detroit, 
"Black  and  Blue"  transcriptions,  3 
times  weekly,  52  weeks,  through 
Maxon,  Inc.,  Detroit;  A.  J.  Krank  Co., 
St.  Paul  (cosmetics)  character  analy- 
sis program,  3  times  weekly,  13  weeks, 
through  David,  Inc.,  St.  Paul;  Marcus 
Lesoine,  Inc.  San  Francisco  (Lavalon 
hair  rinse)  one  transcription  weekly, 
26  times,  through  Erwin,  Wasey  & 
Co.,  San  Francisco;  National  Oil  Prod- 
ucts Co.,  Harrison,  N.  J.  (Admiracion 
shampoo),  two  5-minute  transcriptions 
weekly,  30  weeks,  through  Charles 
Dallas  Reach,  Newark;  Odol  Co.,  Chi- 
cago (mouth  wash)  "Chandu  tran- 
scriptions, 5  weekly,  52  weeks,  direct; 
Thompson  &  Taylor,  Chicago  (root 
beer),  7  time  signals  weekly,  6  weeks, 
through  Mason  Warner  Co.,  Chicago; 
United  Remedies,  Chicago  (Kolor- 
Bak),  6  announcements  weekly,  indefi- 
nite period,  through  Heath-Seehof, 
Inc.,  Chicago. 

WFLA-WSUN,  Clearwater,  Fla.,  re- 
ports the  following  accounts:  Walker 
Brokerage  Co.,  Tampa  (Calo  dog 
food),  3  announcements  weekly,  13 
weeks,  direct;  Stanback  Co.,  Salisbury, 
N.  C.  (headache  powder),  3  announce- 
ments weekly,  52  weeks,  direct;  Crazy 
Crystals,  3  transcriptions  weekly,  52 
weeks,  direct;  also  announcements  for 
Hav-A-Tampa  Cigar  Co.,  6  weekly,  39 
weeks,  direct;  Fumigators  Interna- 
tional, New  York  (storage),  6  weekly, 
13  weeks,  direct;  Boyce  Sayne  Co., 
Orlando,  Fla.  (Blue  Heron  soap)  6 
weekly,  52  weeks,  direct;  Beechnut 
Packing  Co.,  3  weekly,  39  weeks, 
through  SHB. 

THE  GREAT  Atlantic  &  Pacific  Tea 
Co.  is  sponsoring  a  new  series  of  pro- 
grams on  WJR,  Detroit,  with  the  aim 
of  reaching  boys  between  10  and  16 
years  of  age.  Stories  taken  from  In- 
dian lore  are  told  by  Lieut.  Jack  Rohr 
every  evening  except  Sunday  at  6:30 
p.m.  with  a  special  Saturday  morning 
broadcast.  A  contest  will  be  staged 
later,  with  150  winners  being  given 
a  free  10-day  trip  to  the  World's  Fair, 
Chicago. 

KTM,  Los  Angeles,  reports  the  fol- 
lowing accounts:  Interstate  Transit 
Lines  and  Columbia  Pacific  Nite  Coach 
Lines,  Inc.,  advertising  all-expense  bus 
trips  to  Chicago  World's  Fair,  ac- 
counts handled  by  Chicago  offices; 
Capitol  Milling  Co.,  Los  Angeles, 
three  half  hours  weekly  in  Spanish, 
through  Germo  Advertising  Agency, 
Los  Angeles,  and  Spanish  Broadcast- 
ing System  (Gustavo  F.  Moran),  Los 
Angeles  radio  broker. 

KFAC,  Los  Angeles,  has  signed  Sheetz 
Candy  Co.,  Pacific  coast  chain  stores, 
three  times  weekly,  3  months;  also 
Los  Angeles  office  of  California  Teach- 
ers Association,  15  minutes  nightly, 
with  educators  talking  against  cuts  in 
school  budgets,  52  weeks. 


WRVA,  Richmond,  Va.,  reports  the 
following  accounts:  (all  spot  an- 
nouncements) Kerr  Glass  Mfg.  Co., 
San  Springs,  Okla.  (glass  jars)  twice 
weekly,  13  weeks  through  Rogers- 
Gano  Advertising  Agency,  Tulsa, 
Okla.;  James  River  Oil  Co.  (Richmond 
motor  oil)  daily  until  cancelled, 
through  Chares  E.  Ivey,  Richmond; 
Stanco,  Inc.,  New  York  (cosmetics) 
three  times  daily  except  Saturday  and 
Sunday,  13  weeks,  through  SHB; 
Standard  Oil  Co.  of  N.  J.  Richmond 
branch,  daily  except  Sunday  for  one 
week,  through  Charles  E.  Ivey,  Rich- 
mond; Reo  Motor  Car  Co.,  Lansing, 
Mich.,  twice  daily  except  Sunday  for 
week  and  a  half  through  SHB. 

WSPD,  Toledo,  0.,  reports  the  follow- 
ing accounts:  (all  spot  announce- 
ments) Scientific  Laboratories,  San 
Francisco  (Re-Duc-Oids)  five  weekly, 
13  weeks,  through  Bob  Roberts  and 
Associates,  San  Francisco;  White  Star 
Refining  Co.,  Detroit  (gas  and  oil) 
six  daily  for  three  days,  through  Bat- 
ten, Barton,  Durstine  &  Osborn;  Grey- 
hound Bus  Lines,  Cleveland,  one  daily 
for  four  days,  through  Beaumont  & 
Hohman. 

LANGENDORF-UNITED  B  A  K  E- 
RIES,  San  Francisco,  on  June  5  re- 
newed for  another  six  months  the 
daily  "Langendorf  Pictorial,"  news 
dramatization  period  which  Rush 
Hughes  creates  and  delivers  on  KGO, 
San  Francisco,  and  KFI,  Los  Angeles. 
J.  Walter  Thompson  Co.,  San  Fran- 
cisco, handles  account. 


WBBM,  Chicago  reports  the  follow- 
ing accounts:  Scientific  Laboratories, 
Wheaton,  111.,  (motor  gas  savers) 
three-a-week  15-minute  evening  pro- 
grams for  indefinite  period,  through 
Redpath,  Chicago;  Detroit  &  Cleveland 
Navigation  Co.,  Detroit  (excursions) 
quarter-hour  evening  period  twice 
weekly  from  June  20,  13  weeks, 
through  J.  F.  Walsh  Advertising 
Agency,  Detroit;  C.  A.  Zoe  Venetian, 
Chicago  (shoe  creme)  one-minute  an- 
nouncements daily.  May  25  through 
July,  through  C.  Wendell  Muench, 
Chicago;  Dr.  W.  T.  Bobo  Co.,  Chicago 
(laxative)  three-a-week  15-minute  pro- 
gram for  indefinite  period,  through 
Guenther-Bradford,  Chicago;  Golden 
Peacock,  Inc.,  Paris,  Tenn.  (cosmetics) 
two  nights  weekly,  15  minutes,  for  in- 
definite period,  through  Ruthrauff  & 
Ryan,  Chicago. 

BEAUTIFORM  LABORATORIES, 
Fort  Worth  (Beautiform  External  Re- 
ducing Cream)  is  sponsoring  5-minute 
transcriptions  daily  for  312  days  on 
the  following  stations  of  Southwest 
Broadcasting  System:  KTAT,  KOMA, 
WACO,  KNOW,  KTSA  and  WRR. 

KYW,  Chicago,  reports  signing  the 
Grossman  Shoe  Co.,  Chicago,  with 
quarter-hour  dance  lesson  by  James 
Weckler  Monday  nights  for  13  weeks; 
handled  direct. 

KFVD,  Culver  City,  Cal.,  has  signed 
Graygone  Laboratories,  Chicago  (hair 
preparations)  for  daily  15-minute 
transcription,  6  months;  handled  di- 
rect. 


"Breakfast  Club"  Certificates  Help  WMAL  Sign  Spot  Clients 


TWENTY-FIVE  local  clients  buy- 
ing a  total  of  70  or  more  announce- 
ments weekly  on  the  "Breakfast 
Club"  period  of  WMAL,  Washing- 
ton, have  brought  to  that  station 
$20,000  a  year  in  new  business,  ac- 
cording to  Vincent  F.  Callahan, 
sales  manager.  The  name  of  the 
period  was  borrowed  from  another 
station  which  had  also  used  the 
idea  successfully  for  the  daily  ex- 
cept Sunday  morning  period  from 
7  to  9  a.m. 

An  innovation  introduced  by 
WMAL  was  its  membership  cer- 
tificates, pictured  above.  Expect- 
ing only  occasional  requests,  the 
station  had  only  1,000  of  them 
printed.  Within  two  weeks  there 
was  a  demand  for  2,000,  and  75 


to  100  applications  are  still  being 
received  daily.  As  the  demand  for 
the  certificates  grew,  the  sale  of 
spot  announcements  in  the  pro- 
gram increased  more  than  100  per 
cent. 

Arthur  Godfrey,  ace  WMAL  an- 
nouncer, handles  the  program  in 
fast-moving,  intimate  style.  He 
serves  as  president  of  the  club, 
greeting  the  new  members  by  name 
each  morning.  Program  consists  of 
recordings,  correct  time,  weather, 
temperature,  etc.  The  periodical 
time  announcements  are  particu- 
larly well-received  by  the  Wash- 
ington audience,  which  is  largely 
composed  of  government  and  office 
workers  who  must  be  at  their  jobs 
at  9  a.m. 


WLS,  Chicago,  reports  the  following 
accounts:  Thomson  &  Taylor,  Chi- 
cago (root  beer  extract)  twice-daily 
weather  reports  for  six  weeks  from 
June  12  and  two  15-minute  periods  in 
the  Saturday  Night  Barn  Dance, 
through  Mason  Warner,  Chicago;  Pic- 
torial Review,  Chicago,  is  continuing 
its  three-a-week  15-minute  early  morn- 
ing programs,  through  E.  H.  Brown, 
Chicago;  Franco-American  Hygienic 
Co.,  Chicago  (cosmetics)  15  minutes 
Friday  afternoons  for  seven  weeks 
and  one  quarter-hour  period  of  the 
Saturday  Barn  Dance,  for  indefinite 
period,  through  Mason  Warner,  Chi- 
cago. 

WMAQ,  Chicago,  reports  the  follow- 
ing accounts:  Borden  Ice  Cream  Co., 
renewal  of  "Mr.  Twister";  26  weeks, 
through  Aubrey  &  Moore,  Chicago; 
Hastings  Mfg.  Co.,  Hastings,  Mich, 
(piston  rings)  15-minute  program 
Sunday  nights  for  indefinite  period, 
through  Van  Auken-Ragland,  Inc., 
Chicago;  Sampson  Electric  Co.,  Chi- 
cago (Norge  refrigerator  distributors) 
three  time  signals  daily  for  indefinite 
period;  Bauer  &  Black,  Chicago  (Blue 
Jay  corn  plasters)  renewal  of  three- 
a-week  15-minute  morning  programs, 
52  weeks,  through  Needham,  Louis  & 
Brorby,  Chicago. 

MORTON  SALT  Co.,  Chicago,  has 
signed  contracts  with  WLS,  Chicago 
for  the  sponsorship  of  twice  daily 
weather  announcements  for  13  weeks, 
effective  Oct.  22,  and  a  quarter-hour 
period  of  the  Saturday  Night  Barn 
Dance  each  week  for  the  same  period. 
Account  is  handled  by  W.  A.  Wade 
Agency,  Chicago. 

WENR,  Chicago,  reports  renewal  of 
Shell  Petroleum  Co.,  St.  Louis,  time 
signals  daily,  through  July;  handled 
direct. 

KDKA,  Pittsburgh,  reports  signing 
Clover  Farm  Stores,  Pittsburgh,  for 
weekly  15-minute  transcription  pro- 
gram; handled  by  A.  T.  Sears  &  Son, 
Chicago. 

RESORT  ASSOCIATION  of  America, 
New  York,  (camps  and  hotels)  on 
June  9  started  "The  Vacationeers" 
with  orchestra  led  by  Allan  Small  over 
WEAF  only,  Fridays,  7:30-7:45  p.m., 
EDST.  Diener  and  Dorskind,  Inc., 
New  York,  handles  account. 
WGN,  Chicago,  has  signed  Minit-Rub 
Co.,  St.  Louis,  as  sponsor  of  John 
Harrington's  sports  news  for  15  min- 
utes daily  at  6:30  p.m.  for  indefinite 
period;  account  handled  by  Neisser- 
Meyerhoff,  Chicago. 

AN  ORGANIZATION  of  Italian  busi- 
ness houses  in  San  Francisco  is  spon- 
soring "Souvenirs  of  Italy"  on  KYA 
once  weekly  for  an  indefinite  period. 
The  program,  featuring  Italian  music 
and  artists,  is  produced  by  Eugene 
Mancini. 

KFWB,  Hollywood,  reports  new  ac- 
counts as  follows:  Pacific  Steamship 
Co.,  Los  Angeles,  coastwise  ships  and 
cruise  to  Ensenada,  5  months  with 
daily  programs  and  announcements, 
handled  direct;  O'Keefe  and  Merritt, 
Los  Angeles,  manufacturers  of  stoves, 
refrigerators  and  heaters,  new  French 
historical  series  weekly,  through  Emil 
Brisacher  and  staff;  Southern  Cali- 
fornia Kelvinator  distributors,  three 
months  with  weekly  travel  series 
called  "The  Wanderer,"  through  Ham- 
mel  agency,  Los  Angeles. 

WHBP,  Rock  Island,  111.,  reports  the 
following  new  accounts:  Ford  Motor 
Co.,  Detroit,  time  signals  through  lo- 
cal dealers;  Knox  Mortuary,  Rock  Is- 
land, 52  15-minute  transcriptions, 
"Beauty  That  Endures",  through  the 
Wessel  Co.,  Chicago;  Davenport 
(Iowa)  Retail  Merchants  Ass'n,  week- 
ly 15-minute  musipal  programs,  direct. 

KFYR,  Bismarck,  N.  D.,  reports  sign- 
ing Thomson  &  Taylor,  Chicago  (root 
beer  extract)  for  42  announcements 
starting  June  5;  handled  by  Mason 
Warner  and  SHB,  Chicago. 

WTAM,  Cleveland,  has  signed  Mc- 
Laughlin, Gormley,  King  Co.,  Min- 
neapolis (insecticide)  for  announce- 
ments for  an  indefinite  period;  han- 
dled by  Campbell-Mithun,  Minneapo- 
lis. 
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Col.  Howe  is  Defended 
On  Broadcast  Contract 

CRITICS  of  Col.  Louis  McHenry 
Howe's  sponsored  broadcasts  over 
41  NBC-WEAF  stations  on  Sunday 
nights  were  answered  in  the  U.  S. 
Senate  with  the  assertion  of  Sen- 
ator Robinson  of  Arkansas,  the 
Democratic  floor  leader,  that  it  was 
Col.  Howe's  own  business  and  that 
many  Senators  themselves  accept 
fees  for  speaking  engagements. 
It  was  brought  out  that  Lord  & 
Thomas,  the  RCA  agency,  was 
paying  $1,500  a  week  for  the  13- 
week  series,  of  which  Col.  Howe's 
share  is  $900.  Col.  Howe  is  inter- 
viewed by  Walter  Trumbull,  of  the 
North  American  Newspaper  Alli- 
ance. The  series  is  jointly  spon- 
sored by  RCA  Victor,  RCA  Radio- 
tron  and  Cunningham  Tube. 

It  was  apparent  that  the  criti- 
cism of  Col.  Howe  was  directed 
more  against  his  "treading  on"  a 
controversial  subject  during  his 
first  broadcast  June  4  than  against 
his  acceptance  of  a  fee  for  his  ser- 
vices. His  second  broadcast  June 
11  on  the  subject  of  federal  loans 
for  the  small  home-owner  was  ac- 
claimed far  and  wide  for  its  in- 
structive character. 


APPOINTMENT  of  George  H.  Hill 
as  an  examiner,  succeeding  Elmer 
W.  Pratt,  resigned,  was  announced 
by  the  Radio  Commission  June  2. 
Mr.  Hill  has  been  on  the  Commis- 
sion's legal  staff  since  November, 
1931. 


NETWORK  ACCOUNTS 

HORLICK'S  MALTED  MILK  Co.,  Ra- 
cine, Wis.,  on  June  20  starts  "Adven- 
tures in  Health,"  dramatic  sketch  with 
Dr.  Bundeson,  over  NBC  network  com- 
prising WJZ,  WBZ,  WBZA,  WBAL, 
WHAM,  KDKA,  WLS,  WREN,  KOIL, 
KSO,  Tuesdays  and  Fridays,  8:30-8:45 
p.m.,  EDST,  with  WGAR,  WLW  and 
CKGW  added  Tuesdays  only  and  KWK 
Fridays  only.  Same  show  will  also  be 
staged  11:45-12  p.m.,  EDST,  same 
days,  for  KGO,  KFI,  KGW,  KOMO, 
KHQ,  KOA  and  KDYL.  There  will 
be  no  Friday  programs  July  28,  Aug. 
4,  11,  18  and  25.  Lord  &  Thomas, 
Chicago,  handles  account. 
CRAZY  WATER  HOTEL  Co.,  Mineral 
Wells,  Tex.  (Crazy  Water  Crystals) 
on  June  7  started  Gene  Arnold,  the 
Commodores  and  quartet  on  18  NBC- 
WEAF  stations,  Sundays,  2-2:15  p.m., 
EDST,  and  Wednesdays  and  Fridays, 
12  noon-12:15  p.m.  On  June_r5  same 
sponsor  started  same  program  on  a 
14-station  NBC-WEAF  network,  Mon- 
days and  Thursdays,  12  noon-12:15 
p.m.,  EDST.  Gowan  &  Dengler,  Inc., 
New  York,  handles  account. 
R.  L.  WATKINS  Co.,  New  York  (Dr. 
Lyons  toothpowder)  on  July  2  renews 
"Manhattan  Merry-Go-Round,"  di- 
rected by  Gene  Rodemich,  with  Jean 
Sargent,  David  Percy  and  Men  About 
Town,  over  23  NBC-WEAF  stations, 
Sundays,  9-9:30  p.m.,  EDST.  Blackett- 
Sample-Hummert,  Inc.,  New  York, 
handles  account. 

NORTHAM  WARREN  Corp.,  New 
York  (Cutex)  on  June  23  starts  Phil 
Harris  and  orchestra  with  Leah  Ray, 
soloist,  over  28  NBC-WJZ  stations, 
Fridays,  9-9:30  p.m.,  EDST.  J.  Walter 
Thompson  Co.,  Chicago,  handles  ac- 
count. 


CAMPAGNA  Corp.,  B  a  t  a  v  i  a.  111. 
(Italian  Balm)  on  June  30  starts  the 
"First  Nighter,"  dramatic  sketches  of 
theater  first  nights,  on  the  following 
NBC  stations  to  Sept.  22:  WJZ, 
WBAL,  WBZ,  WBZA,  WHAM,  KDKA, 
WGAR,  WJR,  WCKY,  WENR,  KWK, 
WREN,  KOIL;  and  the  following 
from  Sept.  29  to  April  27,  1934; 
WEAF,  WEEI,  WTIC,  WJAR,  WTAG, 
WCSH,  WFI,  WLIT,  WFBR,  WRC, 
WGY,  WBEN,  WCAE,  WTAM,  WWJ, 
WSAI,  WMAQ,  WCFL,  KSD,  WOC, 
WHO,  WOW,  WDAF;  and  the  follow- 
ing from  June  30  through  April  27: 
WTMJ,  KSTP,  WEBC,  WSM,  WSB, 
WAPI,  WSMB,  WKY,  WFAA,  KPRC, 
WOAI,  KTBS,  KOA,  KDYL,  KGO, 
KFI,  KGW,  KOMO,  KHQ.  Program 
is  to  be  heard  Fridays,  10-10:30  p.m., 
EDST.  McCann-Erickson,  Inc.,  Chi- 
cago, handles  account. 

C.  F.  MUELLER  Co.,  Jersey  City, 
N.  J.  (macaroni  and  spaghetti)  on 
June  14  started  "Bill  &  Ginger,"  har- 
mony team  over  8  CBS  stations,  keyed 
from  WCAU,  Mondays,  Wednesdays 
and  Fridays,  10:15-10:30  a.m.,  EDST. 
E.  W.  Hellwig  Co.,  New  York,  handles 
account.  CBS  reports  the  following 
changes:  General  Baking  Co.  on  June 
11  added  WMAS,  Springfield,  Mass.; 
Sterling  Products,  Inc.,  on  June  1 
changed  schedule  to  Mondays,  Tues- 
days and  Wednesdays,  8:45-9  p.m.; 
Gulf  Refining  Co.  has  renewed  Irvin 
S.  Cobb,  Wednesdays  and  Fridays,  9- 
9:15  p.m.;  La  Palina  on  June  5  shifted 
Kate  Smith  to  Mondays,  Tuesdays  and 
Wednesdays,  8:30-9  p.m. 

KRAFT  PHENIX  Cheese  Corp.,  Chi- 
cago, on  June  26  starts  Paul  White- 
man  and  orchestra  over  WEAF, 
WTIC,  WTAG,  WJAR,  WEEI  and 
WCSH,  Mondays,  9:30-10:30  p.m., 
EDST  with  initial  program  on  June 
26  over  WEAF  two  hours  from  9:30- 
11:30  p.m.  with  Al  Jolson.  J.  Walter 
Thompson  Co.,  New  York,  handles 
account. 

BOURJOIS,  Inc.,  New  York  (cos- 
metics) on  June  19  renews  Nat  Shil- 
kret's  orchestra  on  18  CBS  stations, 
Mondays,  9:30-9:45  p.m.,  EDST.  On 
June  22  it  also  renews  its  "Barbara 
Gould"  programs  on  13  CBS  stations, 
Thursdays,  10:45-11  a.m.,  EDST.  Red- 
field  Coupe,  Inc.,  New  York,  handles 
account. 

HEALTH  PRODUCTS  Corp.,  Newark, 
N.  J.  (Feenamint)  on  June  26  starts 
"Potash  and  Perlmutter"  over  an 
NBC-WJZ  network,  Mondays,  Wednes- 
days and  Fridays,  8:30-9  p.m.,  EDST. 
McCann-Erickson,  Inc.,  New  York, 
handles  account. 

HOUSEHOLD  FINANCE  Corp.,  Chi- 
cago, on  June  13  began  "Happiness 
House",  dramatic  series,  over  21  CBS 
stations,  Tuesdays,  11:30-11:45  a.m., 
EDST. 

GENERAL  MILLS,  Minneapolis,  on 
July  8  extends  its  "Skippy"  programs 
on  CBS  three  weeks,  daily  except  Sun- 
days, 5:30-5:45  p.m.,  EDST,  with  re- 
broadcast  at  6:30-6:45  p.m. 

STANDARD  OIL  Co.  of  California 
on  June  18  begins  a  series  of  one 
hour  variety  programs,  for  52  weeks, 
over  the  NBC-KGO  network,  continu- 
ing also  the  standard  symphony  broad- 
casts, and  the  Standard  School  of 
the  Air,  which  is  currently  off  but 
returns  in  the  fall.  "Standard  on 
Parade,"  the  variety  show,  will  have 
Meredith  Willson's  orchestra  and  other 
talent  as  yet  unselected.  The  same 
company  has  also  contracted  for  time 
signals  of  18  Pacific  Coast  stations, 
13  of  them  Don  Lee-CBS  outlets  and 
the  remainder  NBC.  J.  Walter 
Thompson  Co.,  San  Francisco,  handles 
account. 

THE  OVALTINE  Co.,  Chicago  (health 
drink)  on  July  drops  its  production 
on  the  NBC-KGO  network  of  the  se- 
rial "Little  Orphan  Annie",  returning 
it  Sept.  24.  The  sponsor,  in  all  prob- 
ability, will  import  from  San  Fran- 
cisco the  local  show's  producer.  Max 
Waizman,  and  its  child  star,  Floy 
Margaret  Hughes  for  use  in  the  Chi- 
cago production. 


SEARS-ROEBUCK  Co.,  Los  Angeles, 
has  taken  four  morning  programs  on 
KHJ  and  the  Don  Lee-CBS  network 
for  "Mary  Sears  and  Her  Friendly 
Garden"  to  run  through  the  summer. 
J.  Walter  Thompson  Co.,  Los  Angeles, 
handles  account. 

GLOBE  LABORATORIES,  Fort 
Worth,  (Animal  Serums,  Aggressins, 
Biologies,  Disinfectants,  and  Insecti- 
cides) is  sponsoring  30-minute  pro- 
gram Friday  evenings  on  Southwest 
Broadcasting  Network,  using  Milton 
Brown  and  His  Globe  Trotters  in  the 
Globe  Barn  Dance.  Contract  is  for 
52  weeks. 


AGENCIES  AND 
REPRESENTATIVES 


F.  W.  FITCH  Co.,  Des  Moines  (Fitch's 
Shampoo)  has  appointed  L.  W.  Ram- 
sey Co.,  Davenport,  la.,  to  handle  its 
advertising.  Gail  Fitch  is  advertising 
manager  of  the  company. 
ALABAMA-GEORGIA  SYRUP  Co., 
Montgomery,  Ala.,  has  appointed  the 
Fitzgerald  Advertising  Agency,  New 
Orleans  and  Atlanta,  to  handle  the 
advertising  of  its  Alaga  Syrup. 
COCO  COD,  Inc.,  Evanston,  111.  (choc- 
olate cod  liver  oil)  has  appointed  H. 
W.  Kaster  &  Sons  Co.,  Inc.,  Chicago, 
to  handle  its  advertising. 
KALAMAZOO  STOVE  Co.,  Kalama- 
zoo, Mich.,  has  placed  its  advertising 
with  Brooke,  Smith  &  French,  Inc., 
Detroit. 

CHET  MITTENDORF,  commercial 
manager  of  KFWB,  Hollywood,  has 
been  appointed  radio  representative 
for  the  Pacific  Steamship  Co.  in  Pa- 
cific coast  states.  He  will  continue 
his  connection  with  the  station. 
DONALD  W.  CORNELL,  formerly  ra- 
dio director  of  the  Paul  Cornell  Co., 
New  York  agency,  has  opened  offices 
as  advertising  and  sales  counsel  at 
370  Lexington  Ave.,  New  York. 
REORGANIZATION  of  Critchfield  & 
Co.,  Chicago  agency,  which  was  liqui-  ji 
dated  several  months  ago,  is  an-  ' 
nounced  by  a  group  of  former  mem- 
bers of  the  agency  who  have  estab- 
lished headquarters  at  8  So.  Michigan 
Ave.,  Chicago.  Scott  S.  Smith  is  pres- 
ident; R.  J.  Birkle,  vice  president; 
R.  C.  Scrymiger,  secretary,  and  N. 
W.  Smith,  treasurer. 


Crazy  Crystals  Using 
Both  Red  and  Blue  Nets 

LONG  A  USER  of  spot  time  on  \ 
stations  throughout  the  country,  ' 
Crazy  Water  Hotel  Co.,  Mineral 
Wells,  Tex.  (Crazy  Water  Crys- 
tals) on  June  5  made  its  network 
debut  over  NBC  with  a  six-times 
weekly  program  featuring  Gene 
Arnold  as  master  of  ceremonies 
and  narrator,  the  Commodores  and 
other  musical  features.  Both  NBC- 
WEAF  and  NBC-WJZ  networks 
are  used,  the  time  being  split  be- 
tween the  two. 

The  WJZ  hookup  started  June  5 
for  Monday  and  Thursday  noons, 
12-12:15  p.m.,  EDST.,  and  links 
WJZ,  WBAL,  WMAL,  WSYR, 
WHAM,  KDKA,  WGAR,  WJR, 
WCKY,  WENR,  KWCR,  KSO, 
KWK  and  WREN.  The  WEAF 
hookup  started  June  7,  the  Sunday 
programs  to  be  heard  2-2:15  p.m., 
EDST,  and  the  Wednesday  and 
Friday  programs,  12  noon-12:15 
p.m.,  EDST.  The  network  em- 
braces WEAF,  WEEI,  WJAR, 
WTAG,  WCSH,  WLIT,  WFBR, 
WRC,  WGY,  WBEN,  WCAE, 
WTAM,  WWJ,  WSAI,  KSD,  WOW, 
WDAF,  with  WMAQ  added  June 
11.  Stations  WLIT,  KSD  and 
WOW  will  not  take  the  program 
Sundays. 

Cowan  &  Dengler,  Inc.,  New 
York  agency,  handles  the  account. 


It's  shrewd  to  buy 
WSM-but  you  don't 
have  to  be  shrewd  to 
do  it.  We  have  just 
one  rate  card,  and  it 
goes  for  everybody. 


Exclusive  National  Representatives 
EDWARD   PETRY  AND  COMPANY 
New  York     Chicago     San  Francisco 


Cleared  Channel 


Unlimited  |S>Tim0 


NBC 
Affiliate 


WSM 


50,000  WATTS 


Owned  and  Operated  by 
The  National  Life  &  Accident  Insurance  Company,  Inc. 
nashville,  tennessee 
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facts  are  these:  Rice  Motors,  Inc.  advertised  throughout 
the  duration  of  the  sale  —  four  weeks  —  over  Radio 
Station  WKRC*  During  the  second  week  a  second 
station  was  used  in  addition  to  WKRC,  but  this  station 
was  immediately  dropped  because  the  sponsor  found 
that  the  real  results  were  coming  from  Station  WKRC* 
Those  who  know  the  facts  about  radio  coverage  well 
know  that  WKRC,  the  Columbia  outlet  in  Cincinnati, 
is  without  competition  for  popularity  in  this  market* 

ISJew  York  and  Chicago  Sales  Representatives :  RADIO  SALES  INC. 

WKRC 

An  Evening  Schedule  of  More  than  70%  Columbia  Programs 
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CKLW 


(formerly  CKOK) 


I 


eads 

all  Detroit 

Stations  in 
Number  of 

local  sponsors! 

Local  merchants  and  manufac- 
turers in  the  Detroit  area  select 
CKLW — because  they  know 
from  personal  knowledge  that 
it  brings  results.  They  like 
its  Columbia  chain  features — 
with  its  amazing  array  of  tal- 
ent. They  watch  for,  and 
enjoy,  local  features  like  "Tar- 
zan"  and  others  of  outstand- 
ing merit.  Above  all,  they 
know  that  CKLW's  540  kilo- 

cycle  frequency — at  the  end  of  the 
dial — gives  them  a  tremendous  extra 
measure  of  coverage!  The  first-hand 
judgment  of  local  advertisers  is  a 
sound  guide  for  the  spot  broadcaster. 
CKLW  offers  the  biggest  dollar-for- 
dollar    value    in    the    Middle- West! 

CKLW 

INTERNATIONAL 
CLEARED  CHANNEL 

5000  Watts  -  540  K.C. 
555.6  Meters 

Columbia  Basic  Network 

Union  Guardian  Building, 
Detroit,  Michigan 

Guaranty  Trust  Building, 
Windsor,  Ontario 


Mr.  Guider 


Guider  Made  Chairman 
Of  Bar  Radio  Committee 

JOHN  W.  GUID- 
ER, Washington 
radio  attorney, 
has  been  named 
chairman  of  the 
committee  on 
commun  ications 
(which  includes 
broadcasting)  of 
the  American  Bar 
Association,  suc- 
ceeding Louis  G. 
Caldwell,  who  has  been  appointed 
chairman  of  the  newly  foi'med  com- 
mittee on  administrative  law  hav- 
ing to  do  with  non  -  judicial  tri- 
bunals of  the  government.  The 
Caldwell  assignment  is  regarded  as 
particularly  important  in  view  of 
the  impending  reorganization  of 
governmental  agencies. 

Mr.  Guider  has 
been  vice  chair- 
man of  the  com- 
munications com- 
mittee under  Mr. 
Caldwell,  who  has 
headed  the  com- 
mittee since  1928. 
He  expects  to 
have  his  report 
ready  about  Aug. 
1  for  consideration  at  the  annual 
convention  of  the  association  in 
Grand  Rapids,  Mich.,  Aug.  30- 
Sept.  1.  Other  members  of  his 
committee  are  Bethuel  M.  Webster, 
Jr.,  New  York;  John  C.  Kendall, 
Portland,  Ore.;  Calvin  W.  Raw- 
lings,  Salt  Lake  City,  and  Walter 
A.  Lybrand,  Oklahoma  City. 


Mr.  Caldwell 


PROSPECTS 


ADVERTISERS  that  have  previously 
used  radio  and  that  are  making  up 
lists  during  August  and  the  ensuing 
months  are  reported  by  McKittrick's 
Directory  as  follows:  Jell-Well  Des- 
sert Co.,  Los  Angeles;  Citrus  Products 
Co.,  Chicago  (beverages  and  ice  cream 
flavors)  ;  Pulverized  Manure  Co.,  Chi- 
cago (fertilizer) ;  Caterpillar  Tractor 
Co.,  Peoria,  111.;  May  Seed  &  Nursery 
Co.,  Shenandoah,  la.;  Ferry  Seed  Co., 
Boston;  John  K.  Alexander,  E.  Bridge- 
water,  Mass.  (bulbs,  flowers,  hardy 
stock) ;  Florence  Stove  Co.,  Gardner, 
Mass.;  Regal  Shoe  Co.,  Whitman, 
Mass.;  Battle  Creek  Food  Co.,  Battle 
Creek,  Mich.;  Goldban  Pharmacal  Co., 
Camden,  N.  J.  (cough  remedy)  ;  Long 
Island  Duck  Growers  Cooperative 
Ass'n,  Eastport,  N.  Y.;  B.  T.  Babbitt, 
Inc.,  New  York  (Bab-0  porcelain  and 
enamel  cleanser)  ;  Cereal  Soaps,  Inc., 
New  York  (Derbac  Shampoo);  Comet 
Rice  Co.,  New  York;  Maltine  Mfg. 
Co.,  New  York  (Maltine  with  cod 
liver  oil) ;  Life  Savers,  Inc.,  Port 
Chester,  N.  Y.  (candy  drops) ;  Conard- 
Pyle  Co.,  West  Grove,  Pa.  (nursery 
products)  ;  Albers  Bros.  Milling  Co., 
Seattle,  Wash,  (flour,  feeds,  grains, 
etc.)  ;  Washington  Boxed  Apple  Bu- 
reau, Seattle,  Wash. 
AMERICAN  MUSHROOM  INDUS- 
TRIES, Ltd.,  505  Dupont  St.,  Toronto, 
Ont.  (mushroom  spawn  and  services) 
makes  up  lists  during  July,  including 
radio.  D.  W.  Losee,  president,  is  in 
charge  of  advertising.  Annual  ap- 
propriation is  $20,000.  U.  S.  account 
is  handled  by  Flagler  Advertising, 
Inc.,  Buffalo.  N.  Y.,  and  Canadian 
agency  is  J.  J.  Gibbons,  Ltd.,  Toronto. 
EVER-DRY  LABORATORIES,  Inc., 
Los  Angeles  (liquid  deodorant)  will 
use  radio  with  other  media,  and  has 
appointed  the  Waters  Merchandising 
Corp.,  New  York,  as  eastern  sales  and 
marketing  representatives. 


Summer  business  on  WIL 
is  better  than  ever.  Low 
summer  rates  are  now  in 
effect.  Concentrated  cover- 
age— low  rates — assured  re- 
sults. You  cannot  adequate- 
ly cover  Greater  St.  Louis 
without  using  WIL. 


WIL 


ST.  LOUIS,  MO. 


PABST  PATHOLOGICAL  LABORA- 
TORY, Berkeley,  Cal.,  will  use  radio 
with  newspapers  in  a  northern  Cali- 
fornia campaign  to  be  handled  by 
Tomaschke-Elliott,  Inc.,  Oakland 
agency. 

PORTER-SCARPELLI  MACARONI 
Co.,  Portland,  Ore.,  has  appointed 
MacWilkins  &  Cole,  Portland  agency, 
to  handle  its  advertising,  which  in- 
cludes a  radio  campaign. 


STUDIO  NOTES 


WMCA  New  York,  celebrated  its  ac- 
quisition of  full-time  status  June  7 
with  a  gala  program  in  which  Gov. 
Lehman,  Mary  Lewis,  Charles  Hack- 
ett.  Merle  Alcock,  Reinald  Werren- 
rath,  Joseph  Pasternack's  orchestra 
and  other  notables  in  public  life  and 
radio  participated.  Under  a  recent 
court  order  confirming  the  Radio  Com- 
mission's grant,  WMCA  and  WPCH, 
both  owned  by  Donald  Flamm  and 
associates,  secured  full  time  on  570 
kc,  while  WNYC,  owned  by  the  City 
of  New  York,  was  shifted  to  810  kc. 
in  lieu  of  its  previous  time  division 
with  WMCA. 

TO  ACQUAINT  the  public  with  facts 
about  modern  plumbing  and  the  ser- 
vice rendered  by  licensed  master 
plumbers,  the  Cincinnati  Master 
Plumbers  Ass'n  has  begun  a  series  of 
programs  over  WCKY,  Covington,  Ky. 
Five-minute  talks  are  made  by  "the 
Master  Plumber"  on  two  mornings 
weekly.  A  15-minute  musical  pro- 
gram is  presented  Sunday  afternoons. 
The  theme  is  "Singing  in  the  Bath- 
tub." 

FORD  DEALERS  of  St.  Paul  and 
Duluth  have  arranged  a  special  hook- 
up of  KSTP  and  WEBC  titled  "Fords 
on  Parade"  and  featuring  famous 
bands  and  the  Ford  male  quartet. 
During  the  broadcasts  Ford  dealers 
parade  the  streets  of  the  two  cities 
so  that  listeners  can  see  the  advertised 
cars  from  their  own  front  doors  while 
the  program  is  on  the  air. 

SEEKING  the  latest  information  on 
listening  tastes  in  Indiana,  WLS,  Chi- 
cago, sent  two  scouts  into  the  state 
during  the  week  of  June  5  to  "take 
the  pulse  of  the  listening  public." 
G.  A.  Holt,  circulation  manager  of 
the  Prairie  Farmer,  and  Harry  Steele, 
publicity  director  and  news  commenta- 
tor of  WLS,  stopped  at  farm  houses 
and  city  homes  asking  listeners  what 
WLS  features  they  enjoyed  most  and 
what  type  of  entertainment  they  pre- 
ferred generally. 

A  SCHOLARSHIP  in  radio  at  West- 
ern Reserve  University  or  Cleveland 
College  is  the  first  prize  offered  in 
a  radio  play-writing  contest  just 
started  by  Western  Reserve  in  co- 
operation with  WHK,  Cleveland.  The 
winner  will  have  the  choice  of  taking 
a  course  in  radio  play  production  or 
radio  writing,  both  of  which  are 
taught  by  William  A.  D.  Millson  in 
the  WHK  studios. 

WCFL,  Chicago,  sidetracked  twelve 
commercial  accounts  in  order  to  broad- 
cast an  uninterrupted  description  of 
the  parade  which  preceded  the  open- 
ing of  the  Century  of  Progress  Ex- 
position. The  excellence  of  the  broad- 
cast from  a  technical  point  of  view 
was  credited  to  Maynard  Marquardt, 
chief  of  WCFL  technical  staff,  who 
conducted  experiments  previously  in 
the  use  of  the  ultra-short  wave  trans- 
mitter. 

DURING  its  day  on  the  NBC  South- 
eastern Revue,  WSUN,  St.  Petersburg, 
Fla.,  scored  what  it  calls  a  "scoop" 
in  broadcasting  several  scenes  from 
"Chloe,"  a  film  being  made  on  loca- 
tion in  a  suburb  of  St.  Petersburg  by 
a  Hollywood  company  headed  by  Mar- 
shall Nielan,  directing  Olive  Borden, 
Molly  O'Dea  and  others. 

"STOVE  POKER  Philosophy"  titles  a 
sponsored  series  over  KTM,  Los  An- 
geles, staged  six  nights  weekly  by 
Fred  Forrest,  local  stove  dealer,  who 
does  the  philosophizing  himself. 


Page  26 


BROADCASTING  •  June  15,  1933 


Radio  In  Food  and  Drugs  Act 

(Continued  from  page  7) 


tising  policy.  The  advertiser  then 
may  go  to  a  competitive  station 
in  the  same  town,  which  has  no 
compunctions  about  the  quality  of 
the  product,  and  place  it. 

Bars  Dubious  Products 

SUCH  activity,  which  is  wide- 
spread in  both  radio  and  periodi- 
cals is  branded  as  a  form  of  un- 
fair competition.  Under  the  new 
law  however,  the  product  itself 
would  be  debarred,  and  the  less 
scrupulous  competitor  would  be 
prevented  from  accepting  the  ac- 
count. 

Broadening  of  the  terms  of  the 
act  to  include  cosmetics  as  well 
as  foods  and  drugs  is  most  signifi- 
cant. When  the  present  law  was 
enacted  27  years  ago,  cosmetics 
were  virtually  unknown.  Now  they 
are  responsible  for  what  has  been 
called  virtually  a  "billion  dollar  in- 
dustry"— that  advertises  very  ex- 
tensively. Some  such  concoctions, 
particularly  hair  removers,  are 
known  to  be  injurious  to  health  and 
even  dangerous,  yet  the  depart- 
ment can  do  nothing  about  check- 
ing their  sale  under  the  present 
law. 

In  the  administration  of  the  new 
law,  once  it  becomes  effective,  it  is 
likely  that  manufacturers  of  well- 
known  food,  drug  and  cosmetic 
products,  will  be  forced  to  change 
their  formulae  and  perhaps  the 
character  of  their  advertising.  But 
it  is  not  thought  that  the  products 
will  be  forced  off  the  market,  nor 
their  advertising  eliminated. 

Cooperation  Pledged 

^S  TO  THE  administration  of  the 
(  act,  many  large  companies,  through 
•  their  trade  associations,  already 
have  pledged  their  cooperation  in 
conferences  with  Assistant  Secre- 
tary of  Agriculture  Tugwell  and 
Walter  G.  Campbell,  chief  of  the 
Food  and  Drug  Administration. 
The  "self-regulation"  method  is 
being  emphasized,  with  the  pre- 
vailing view  that  of  bringing  in 
Uncle  Sam  only  when  recalcitrant 
parties  fail  to  abide  by  the  edicts 
of  their  trade  associations,  after 
a  "reasonable"  period  of  time. 

In  27  years  of  experience  under 
the  present  law,  the  government 
has  found  that  enforcement  by 
educational  means  rather  than  pu- 
nitive action  has  been  about  85 
per  cent  successful.  In  other 
words,  only  about  15  per  cent  of 
all  cases  ever  have  arrived  at  the 
prosecution  stage  and  resulted  in 
the  seizure  of  the  product  involved. 

Protection  to  Public 

THE  PROPOSED  new  law  would 
give  a  higher  degree  of  protection 
to  the  public  in  their  purchase  of 
these  commodities.  Tobacco  and 
tobacco  products  are  not  subject 
to  the  regulation  under  the  bill  as 
drafted. 

In  one  quarter,  the  view  was  ex- 
pressed that  the  legislation  will  re- 
dound to  the  benefit  of  the  public 
and  advertising  medium  alike  in 
the  long  run.  In  the  case  of  ra- 
dio, for  example,  a  listener  who 
has  been  "gypped"  on  a  product 
advertised  over  the  station,  or  who 
has  suffered  injury  or  knows  of 
someone  who  has  suffered  from  the 
use  of  a  dangerous  product,  im- 


mediately connects  up  the  station 
over  which  he  learned  of  the  prod- 
uct with  the  product  itself.  It 
brands  that  station  with  an  ill-will 
that  can  never  be  redeemed. 

Features  of  Bill 

HIGH  SPOTS  of  the  b^ll,  as  de- 
fined by  Secretary  Wallace  in  a 
formal  statement,  are  as  follows: 

(1)  The  prevention  of  false  adver- 
tising. The  need  for  the  control  of 
serious  abuses  in  this  field  is  generally 
recognized. 

(2)  The  inclusion  of  cosmetics. 
Serious  injuries  have  occurred  through 
the  sale  and  use  of  cosme'ric  products 
of  a  character  harmful  to  the  user. 
The  practice  of  deceptive  labeling  and 
advertising  of  such  products  should  be 
regulated. 

(3)  The  establishment  of  tolerances 
for  added  poisons  in  foods.  A  com- 
plete elimination  of  all  poisonous  sub- 
stances from  foods  may  be  impossible. 
Where  the  presence  of  poisons  is  un- 
avoidable, their  amounts  should  be 
kept  so  low  that  by  no  possibility  will 
the  food  be  harmful  to  health.  The 
present  law  contains  no  provision 
authorizing  the  establishment  of  toler- 
ances for  poisons,  but  imposes  upon 
the  Government  the  obligation  of 
showing  affirmatively  in  every  case 
that  a  food  containing  poisonous  sub- 
stances may  be  harmful  to  health  in- 
dependent of  similar  adulterations 
prevailing  extensively  in  other  foods. 

(4)  Authority  for  the  Secretary, 
after  no+ice  and  hearing,  to  promul- 
gate definitions  and  standards  for 
foods  which  will  have  the  force  and 
effect  of  law.  Under  the  present  law 
such  authority  extends  to  the  field  of 
canned  foods  only.  Legal  food  stand- 
ards like  those  now  existing  for  offi- 
cial drug  products  are  essential  for 
efficient  enforcement  operations. 

(5)  Power  to  require  manufac- 
turers to  procure  in  certain  cases  Fed- 
eral permits.  This  method  of  regula- 
tion will  be  invoked  in  those  instances 
only  where  a  'menace  to  health  is  in- 
volved and  where  adequate  protection 
to  the  public  cannot  be  effected 
through  the  other  provisions  of  the 
bill. 

(6)  The  control  of  drug  products 
on  the  basis  of  therapeutic  claims 
which  are  contrary  to  the  general 
agreement  of  medical  opinion.  This 
removes  the  burden  imposed  by  the 
present  law  of  proving  not  only  that 
such  statemen<"s  are  false  but  that 
they  were  made  with  fraudulent  in- 
tent on  the  part  of  the  manufacturer. 
This  has  seriously  handicapped  the 
department  in  the  extension  of  ade- 
quate protection  to  the  public  in  the 
purchase  of  drugs  labeled  as  treat- 
ments for  various  diseases. 

(7)  Requirement  of  informative 
labels.  With  one  or  two  minor  ex- 
ceptions the  present  food  and  drugs 
act  contains  no  positive  labeling  re- 
quirement. It  merely  prohibits  false 
or  misleading  statements  and  these 
prohibitions  are  to  some  extent  mini- 
mized by  excepting  provisos.  A  dis- 
closure on  the  label  of  sufficient  facts 
to  enable  intelligent  and  discriminat- 
ing buying  will  operate  unquestion- 
ably to  the  advantage  of  the  consumer. 


Gets  Special  Increase 

WORC-WEPS,  Worcester,  Mass., 
was  authorized  by  the  Radio  Com- 
mission June  9  to  install  a  3-ele- 
ment  directional  antenna  and  to 
change  frequency  from  1,200  to 
1,280  kc.  with  an  increase  in  power 
from  100  to  500  watts,  experimen- 
tally. The  grant  was  made  with 
the  proviso  that  it  will  be  termi- 
nated if  interference  results  to  sta- 
tions on  the  same  or  adjacent  fre- 
quencies. 


Nino  Martini  is  Awarded 
Fifth  CBS  Radio  Medal 

FIFTH  of  those  awarded  the  CBS 
medal  "for  distinguished  contribu- 
tion to  the  radio  art"  is  Nino 
Martini,  young  Italian  tenor  who 
won  such  fame  on  the  radio  that 
he  has  been  signed  by  the  Metro- 
politan Opera.  He  was  presented 
the  medal  by  Henry  A.  Bellows, 
CBS  vice  president,  at  a  party 
aboard  the  S.  S.  Conte  di  Savoia 
June  13.  The  medal  was  first 
awarded  in  1929  to  Sir  John  Reith, 
director  general  of  the  BBC,  and 
subsequently  to  Col.  Charles  A. 
Lindbergh,  Leopold  Stokowski  and 
Amelia  Earhart  Putnam.  Martini 
in  less  than  a  year  after  his  first 
appearance  on  the  radio  became 
one  of  its  outstanding  voices. 


Insurance  Edict 

INSURANCE  companies  not  li- 
censed to  do  business  in  Pennsyl- 
vania are  prohibited  from  adver- 
tising by  radio,  or  otherwise,  un- 
der a  bill  passed  by  the  legislature 
and  signed  by  Governor  Pinchot 
May  24.  Insurance  advertising 
over  the  air  must  be  contingent 
upon  the  procurement  of  a  certifi- 
cate by  the  station  showing  that 
the  advertiser  is  licensed  to  do 
business  in  the  state. 


REP.  RAMSPECK,  (D.),  Georgia, 
has  been  named  chairman  of  the 
subcommittee  on  radio  of  the 
House  Committee  on  Merchant 
Marine,  Radio  and  Fisheries,  suc- 
ceeding the  late  Rep.  Briggs,  (D.), 
Texas. 


March  and  April 

UPatKOIL 

Up  over  1932  records  went  time  used 
and  billed  during  March  and  April 
of  this  year  at  KOIL. 

Most  of  this  increase  was  made  to 
regular  KOIL  broadcasters  who  know 
that  this  station  gets  results. 

If  you  want  to  reach  Omaha  and  its 
rich  retail  trade  territory — use  KOIL 
with  its  63%  listener  preference. 
Write  for  full  details. 


Affiliated  with  NBC's  Blue  Network 


THE    TEST  STATION 

"Voice  of  Barnsdall— 
the  World's  First  Refiner" 
COMMERCIAL  DEPT.,    •     OMAHA,  NEB 


Keep  Step  in  Pittsburgh 
With  WCAE's  Progress 


New  Transmitter  Site 
1,240,000  Population  Within  Radius  of  Ten  Miles. 

"The  evidence,"  said  R.  H.  Hyde,  examiner,  in  approving 
WCAE's  application  to  move  the  transmitter,  "indicates  that 
the  proposed  move  would  be  a  constructive  step.  The  new  lo- 
cation offers  advantages  that  should  result  in  a  more  uniform 
field  intensity  over  the  natural  service  area  of  the  station." 

WCAE,  INCORPORATED 


1220  Kilocycles 


1000  Watts 
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ACTIONS   OF  THE 


FEDERAL    RADIO  COMMISSION 

MAY  31  TO  JUNE  14  INCLUSIVE 


Applications  ... 

JUNE  2 

WPRO,  Providence,  R.  I. — License  to  cover  CP  is- 
sued 1-31-33  to  move  transmitter  from  Cranston  to 
Providence,  R.  I.,  and  to  move  studio  locally ;  also  spe- 
cial experimental  authorization  amending  l-MP-B-420  to 
request  change  of  frequency  and  power  from  1210  kc, 
100  w.  to  630  kc,  250  w.  on  experimental  basis  for  six 
months,  install  new  equipment. 

WEHS,  Cicero,  111. — Modification  of  license  to  change 
frequency  from  1420  kc.  to  1310  kc. 

WHFC,  Cicero,  111. — Modification  of  license  to  change 
frequency  from  1420  kc.  to  1310  kc. 

WKBI,  Cicero,  111. — Modification  of  license  to  change 
frequency  from  1420  kc.  to  1310  kc. 

WCLS,  Joliet,  111. — Modification  of  license  to  change 
frequency  from  1310  kc.  to  1420  kc. 

WKBB,  Joliet,  111. — Modification  of  license  to  change 
frequency  from  1310  kc.  to  1420  kc. 

WMT,  Waterloo,  la. — Modification  of  license  to  in- 
crease power  from  500  w.  to  500  w.  night,  1  kw.  to  LS  ; 
resubmitted  without  change. 

Applications  returned :  WHAT,  Philadelphia— Modifi- 
cation of  license  to  have  hours  specified  in  license ; 
WDGY,  Minneapolis,  Minn. — CP  to  make  changes  in 
equipment  and  increase  power  from  1  kw.  to  2%  kw. 

JUNE  3 

NEW,  Gary,  Ind. — State  Investment  Co.  for  CP  for 
a  new  station  at  Gary,  Indiana,  exact  site  to  be  deter- 
mined, 560  kc,  1  kw.,  night,  1%  kw.  day,  unlimited 
time  (subject  to  filing  of  similar  application  by  North 
Shore  Church,  then  share  with  that  station ;  facilities 
of  WJKS  in  so  far  as  the  560  kc.  is  concerned) . 

KNX,  Los  Angeles — Special  experimental  authoriza- 
tion to  increase  power  from  25  kw.  to  50  kw. 

KECA,  Los  Angeles — OP  to  change  transmitter  loca- 
tion to  1000  S.  Hope  St.  (using  transmitter  now  li- 
censed as  auxiliary  to  KFI  with  certain  changes)  and 
increase  power  from  1  kw.  to  1  kw.  night,  2%  kw.  day, 
amended  to  request  facilities  in  terms  of  quota  units  of 
former  station  KGEF,  Los  Angeles  (now  assigned  to 
KFAC). 

Applications  returned :  WEVD,  New  York — Modifica- 
tion of  license  to  increase  power  from  500  w.  to  1  kw. ; 
WTEL,  Philadelphia — Modification  of  license  to  change 
hours  of  operation  from  sharing  with  WHAT  to  speci- 
fied hours  ;  WEHC,  Charlottesville,  Va. — Modification  of 
CP  to  change  authorized  location  of  transmitter ;  NEW, 
Herbert  LeRoy  Coburn,  Yakima,  Wash. — CP  for  a  new 
station,  1240  kc,  500  w.,  unlimited  time. 

JUNE  7 

WCAC,  Storrs,  Conn. — Modification  of  license  to 
change  name  of  licensee  to  Connecticut  State  College  and 
increase  power  from  250  w.  to  500  w. 

WICC,  Bridgeport,  Conn. — License  to  cover  CP  to 
move  transmitter  from  Easton  to  Bridgeport. 

KWKC,  Kansas  City,  Mo. — Modification  of  license  to 
increase  hours  of  operation  from  specified  to  unlimited 
time. 

WCAJ,  Lincoln,  Neb. — Modification  of  license  to  in- 
crease power  from  500  w.  to  1  kw. 

WGES,  Chicago — Modification  of  license  to  change 
hours  of  operation  from  sharing  with  WJKS  to  specified 
hours,  amended  to  change  specified  hours. 

KFXD,  Nampa,  Idaho — Consent  to  involuntary  assign- 
ment of  license  to  H.  L.  Peterson. 

Applications  returned :  WARD,  Brooklyn,  N.  Y. — Con- 
sent to  involuntary  assignment  of  license  from  U.  S. 
Broadcasting  Corp.  to  Anna  Unger ;  WORK,  York,  Pa. 
— Modification  of  license  to  increase  hours  of  operation 
from  D  to  unlimited  time  with  power  of  250  w.  night 
and  1  kw.  day;  NEW,  News-Times  Publishing  Co.,  El 
Dorado,  Ark. — CP  for  a  new  station,  1500  kc,  50  w., 
D  hours  of  operation. 

JUNE  8 

WGNY,  Chester  Township,  N.  Y. — ^Modification  of  li- 
cense to  change  hours  of  operation  from  specified  hours 
to  share  equally  with  WJBI,  WFAS  and  WGBB. 

WLWL,  New  York — Modification  of  license  to  increase 
hours  of  operation  from  specified  hours  to  unlimited  time. 

WMIL,  Brooklyn — Modification  of  CP  issued  3-31-33 
for  change  of  transmitter  location  and  new  equipment 
to  make  changes  in  equipment  and  increase  power  from 
100  w.  to  100  w.  night,  250  w.  to  LS. 

KWKH,  Shreveport,  La.— Consent  to  voluntary  assign- 
ment of  license  to  International  Broadcasting  Corp. 

WSOC,  Gastonia,  N.  C. — CP  to  move  transmitter  and 
studio  from  Gastonia  to  Charlotte,  N.  C,  and  make 
changes  in  equipment. 

NEW,  Hammond,  Ind. — John  L.  Hopkins  for  CP  to 
use  1360  kc,  1  kw.,  share  time  with  WGES ;  requests 
facilities  of  WJKS,  Gary,  Ind.,  as  to  hours  which  will 
be  released  by  WJKS  6-11-33  when  it  changes  to  560  kc 
in  accordance  with  court  decision. 

NEW,  Hilo,  Hawaii — Hilo  Broadcasting  Co.,  Ltd.  for 
CP  filed  by  Otis  Hill  to  use  1210  kc,  100  w.,  D  amended 
as  to  name  of  applicant  and  to  request  eight  hours  per 
day. 


Applications  returned  :  NEW,  Reyburn  D.  Huffman, 
Bessmay,  Tex. — CP  to  use  1200  kc,  100  w.,  D  ;  KECA, 
Los  Angeles — Modification  of  license  for  authority  to 
use  auxiliary  transmitter  of  KFI  as  main  transmitter 
of  KECA ;  also  authority  to  install  automatic  frequency 
control  on  KFI's  auxiliary  transmitter. 

JUNE  10 

WHN,  New  York — CP  to  move  transmitter  from  New 
York  to  Astoria,  L.  I.,  and  install  new  equipment. 

WEVD,  New  York — Modification  of  license  to  increase 
power  from  500  w.  to  1  kw.,  resubmitted  without  amend- 
ment. 

WJR,  Detroit — CP  to  install  new  transmitter  (site  to 
be  determined)  and  Increase  power  from  10  kw.  to 
50  kw. 

KMLB,  Monroe,  La.— CP  to  move  transmitter  locally, 
and  change  equipment,  frequency  power  and  time  from 
1200  kc,  100  w.,  unlimited  time  to  590  kc,  250  w., 
specified  hours,  amended  as  to  transmitter  location  and 
hours  of  operation. 

KGIR,  Butte,  Mont. — License  to  cover  CP  to  make 
changes  in  equipment  and  increase  power  from  500  w. 
to  500  w.  night,  1  kw.  day. 

Applications  returned :  NEW,  Edmund  A.  Laport, 
Quincy  A.  Brackett  and  Frank  L.  Jordan,  Concord, 
N.  H.— CP  on  680  kc,  250  w.,  D;  KFOR,  Lincoln,  Neb. 
— CP  to  make  changes  in  equipment. 

JUNE  13 

NEW,  Danbury,  Conn. — CP  for  1310  kc,  100  w.,  D,  re- 
submitted. 

WGLC,  Hudson  Falls,  N.  Y. — Modification  of  license 
to  increase  power  from  50  w.  night,  100  w.  day  to  100 
w.  dav  and  night. 

WSB,  Atlanta — Modification  of  50  kw.  CP  to  extend 
completion  date  to  8-14-33. 

KTRH,  Houston,  Tex. — Special  experimental  authoriza- 
tion to  increase  power  from  500  w.  to  1  kw.  for  term 
ending  10-1-33. 

KGNO,  Dodge  City,  Kans. — License  to  cover  CP  to 
change  equipment,  frequency  from  1210  kc.  to  1340  kc, 
and  increase  power  from  100  w.  to  250  w. 

WJKS,  Gary,  Ind. — CP  to  move  transmitter  locally 
(site  to  be  determined),  install  new  transmitter  and 
change  power  from  1  kw.  night,  1%  kw.  day  to  1  kw., 
amended  to  omit  request  to  move. 

Applications  returned:  WSAR,  Fall  River,  Mass.— Li- 
cense to  cover  CP  for  changes  in  equipment ;  NEW, 
Uhrichsville,  O. — CP  on  1420  kc,  100  w.,  unlimited  time ; 
NEW.  Lebanon  Broadcasting  Corp.,  Lebanon,  Pa. — CP 
for  50  w.  D  or  limited  time,  frequency  not  specified ; 
NEW,  P.  B.  Newman,  Sacramento.  Cal. — CP  for  1490 
kc,  5  kw.,  unlimited  time ;  WLWL,  New  York — Modifi- 
cation of  license  to  change  frequency  from  1100  kc.  to 
810  kc  and  hours  of  operation  from  specified  to  un- 
limited time ;  WMC,  Memphis — Special  experimental  au- 
thorization to  increase  power  from  500  w.,  1  kw.  LS,  to 
1  kw.  night,  experimental  1  kw.  LS. 

Decisions  .  .  . 

MAY  31 

WACO,  Waco,  Tex. — Granted  CP  to  install  new  trans- 
mitter, change  frequency  from  1240  to  1420  kc,  de- 
crease power  from  1  kw.  to  100  w.,  and  change  hours 
of  operation  from  sharing  with  KTAT  equally  to  speci- 
fied hours  (8  a.m.  to  2  p.m.;  5  to  10:30  P.M.,  daily, 
CST;  facilities  of  KGKB). 

KGKB,  Tyler,  Tex. — Granted  modification  of  license 
to  change  hours  of  operation  from  unlimited  to  specified. 

KTAT,  Fort  Worth — Granted  modification  of  license 
to  change  hours  of  operation  from  sharing  with  WACO 
equally  to  unlimited. 

KVOO,  Tulsa,  Okla. — Granted  modification  of  CP  to 
extend  completion  date  to  Sept.  17. 

WPFB,  Hattiesburg,  Miss. — Granted  authority  to  re- 
main silent  from  June  1  to  July  1,  on  account  of  busi- 
ness conditions. 

WBHS,  Huntsville,  Ala. — Granted  extension  of  special 
temporary  authority  to  remain  silent  pending  hearing 
and  decision  on  renewal  and  assignment  of  license  ap- 
plications now  pending  before  the  Commission,  but  not 
later  than  Dec.  1. 

WNBW,  Carbondale,  Pa. — Granted  extension  of  spe- 
cial temporary  authority  to  remain  silent  pending  de- 
cision on  application,  but  not  later  than  Dec.  1. 

Set  for  hearing:  WHAM,  Rochester,  N.  Y. — CP  to 
make  changes  in  equipment  and  increase  power  from 
25  to  50  kw. 

KGIZ,  Grant  City,  Mo. — Granted  permission  to  take 
depositions  of  nine  witnesses  before  Dorr  Eweing,  of 
Grant  City,  Mo.,  on  June  12. 

JUNE  2 

WODA,  Paterson,  N.  J.,  and  WAAM,  Newark,  N.  J. 
— Granted  consent  to  voluntary  assignment  of  license  to 
Wodaam  Corp. 

KIEJ,  Poorman,  Alaska — Granted  authority  to  con- 
tinue operation  of  point  to  point  telephone  station  in 
Alaska  for  a  period  of  30  days  from  June  1. 

WGBI,  Scranton,  Pa. — Granted  license  covering  changes 
in  equipment,  880  kc,  250  w.,  shares  with  WQAN. 


•  WEHC,  Charlottesville,  Va. — Granted  modification  of 
CP  extending  completion  date  to  Aug.  28. 

WMBH,  Joplin,  Mo. — Granted  license  covering  install- 
atipn  of  new  equipment,  1420  kc,  100  w.  night,  250  w. 
day,  specified  hours  of  operation. 

WABI,  Bangor,  Me.— Application  for  modification  of 
license  to  increase  hours  of  operation  to  unlimited,  here- 
tofore set  for  hearing,  denied  because  applicant  failed 
to  enter  appearance. 

KGBX,  Springfield,  Mo. — Application  for  CP  to  change 
frequency  to  1340  kc.  and  Increase  operating  power  to 
250  w.,  heretofore  set  for  hearing,  dismissed  at  request 
of  applicant. 

NEW,  Kathryn  Jones,  Florence,  Ala.  (Ex.  Rep.  475) 
— Granted  CP  to  operate  with  100  w.  power  on  1420 
kc,  D  hours,  sustaining  Examiner  Pratt. 

WKAV,  Laconia,  N.  H.  (Ex.  Rep.  483) — Application 
for  renewal  of  license  to  operate  on  1310  kc,  100  w., 
specified  hours,  denied  as  in  default,  sustaining  Chief 
Examiner  Yost. 

WHOM,  Jersey  City,  N.  J. — Granted  unlimited  time 
on  1450  kc,  facilities  of  WBMS ;  hearing  set  for  June 
5  cancelled. 

JUNE  6 

KGEK,  Yuma,  Colo. — Granted  modification  of  license 
to  change  name  to  Elmer  G.  Beehler  and  to  change 
specified  hours. 

KGFL,  Roswell,  N.  Mex. — Granted  license,  1370  kc, 
100  w.,  shares  with  KICA. 

KIEM,  Eureka,  Cal. — Granted  license,  1310  kc,  100 
w.,  D. 

WJAC,  Johnstown,  Pa. — Granted  consent  to  voluntary 
assignment  of  license  to  WJAC,  Inc. 

Set  for  hearing:  WEXL,  Royal  Oak,  Mich. — CP  to 
make  changes  in  equipment,  increasing  maximum  rated 
power  to  100  w.  and  Increase  operating  power  from  50 
to  100  w. ;  KSO,  Des  Moines — CP  to  install  new  1  kw. 
maximum  rated  power  transmitter,  move  transmitter 
locally  near  Des  Moines,  change  frequency  from  1370  to 
1120  kc  and  increase  operating  power  from  100  w.  night 
to  250  w.  and  250  w.  day  to  500  w.  (facilities  of 
WIAS)  ;  WDEL,  Wilmington,  Del. — Modification  of  li- 
cense to  increase  night  power  from  250  to  500  w. ;  NEW, 
Erie,  Pa. — Application  for  CP  for  new  broadcasting  sta- 
tion at  Erie  set  for  hearing  because  of  protest  made  by 
WLBW ;  grant  made  by  Commission  on  May  9,  sus- 
pended pending  outcome  of  hearing ;  KFAC,  Los  Ange- 
les— Application  for  modification  of  license  for  increased 
time  of  operation  set  for  hearing  because  of  protest  of 
KECA ;  grant  made  by  Commission  May  12  suspended 
pending  outcome  of  hearing. 

WBHS,  Huntsville,  Ala.  (Ex.  Rep.  472) — Granted  re- 
newal of  station  license  and  consent  to  voluntary  as- 
signment of  license  to  Radio  Station  WBHS,  Inc.,  sus- 
taining Examiner  Pratt  in  part. 

WODX,  Mobile,  Ala. — Granted  special  temporary  au- 
thority to  operate  250  w.  for  period  not  to  exceed  10 
days,  pending  repair  of  generator. 

WRDO,  Augusta,  Me. — Granted  special  authority  to 
reduce  hours  of  operation  from  unlimited  to  specified 
hours. 

KFPW,  Ft.  Smith,  Ark. — Granted  special  authority  to 
reduce  hours  of  operation  from  unlimited  to  specified. 

JUNE  9 

KARK,  Little  Rock,  Ark. — Granted  CP  to  install  new 
transmitter  with  maximum  rated  power  of  500  w. ;  sta- 
tion operates  on  890  kc,  250  w.  unlimited  time. 

WPTF,  Raleigh,  N.  C— Granted  CP  to  Install  new 
equipment,  increase  power  from  1  to  5  kw.,  and  move 
transmitter  locally  to  a  location  to  be  determined  using 
50  w.  portable  for  30  days  to  make  tests. 

WFBC,  Greenville,  S.  C. — Granted  license  covering 
move  from  Knoxville,  Tenn.  to  Greenville,  S.  C,  Install- 
ing new  equipment  and  increasing  power ;  1200  kc,  100 
w.  night,  250  w.  day,  unlimited  time. 

WLB-WGMS,  Minneapolis,  Minn. — Granted  renewal  of 
license,  1250  kc,  1  kw.,  specified  hours. 

WEW,  St.  Louis — Granted  authority  to  discontinue 
operation  from  June  15  to  Aug.  1. 

WTAR,  Norfolk,  Va. — Granted  authority  to  reduce 
power  from  500  to  350  w.  from  May  23  until  new  rec- 
tifier tubes  can  be  obtained. 

WORC-WEPS,  Worcester,  Mass. — Granted  authority  to 
change  frequency  from  1200  to  1280  kc.  and  to  Increase 
power  from  100  to  500  w.  on  an  experimental  basis. 

Set  for  hearing :  WIAS,  Ottumwa,  la. — ^Renewal  of 
license ;  WPTF,  Raleigh,  N.  C. — Modification  of  license 
to  change  hours  of  operation  "from  limited  with  KPO 
to  unlimited  time ;  WJBK,  Detroit — Modification  of  li- 
cense to  Increase  hours  of  operation  from  specified  to 
unlimited ;  WIBM,  Jackson,  Mich.— Modification  of  li- 
cense to  increase  hours  of  operation  from  specified  to 
unlimited;  NEW,  State  Investment  Co.,  (Formerly  Nel- 
son Bros.  Bond  &  Mortgage  Co.),  Chicago — Application 
for  CP  for  new  station  560  kc,  1  kw.  night  and  11^ 
kw.  LS,  unlimited  time,  transmitter  at  Lake  County, 
Ind.,  studio  at  Gary,  Ind.,  subject  to  filing  similar  ap- 
plication by  WPCC  (facilities  of  WJKS  as  far  as  560 
kc.  frequency  is  concerned). 

KGER,  Long  Beach,  Cal. — Modification  of  license  to 
move  main  studio  to  Los  Angeles,  heretofore  set  for 
hearing,  dismissed  at  request  of  applicant. 

NEW,  Hager  &  Hunter,  Owatonna,  Minn. — CP  for 
new  station  to  operate  on  1310  kc  100  w.,  D,  hereto- 
fore set  for  hearing,  dismissed  at  applicant's  request. 
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WNAX,  Yankton,  S.  D. — Granted  a 
modified  CP  to  install  new  transmitter  and 
to  increase  D  power  from  1  kw.  to  2Vi  kw. 
(facilities  of  KGFX  and  KGDA)  ;  com- 
mencing date  July  5  and  required  date  of 
completion  Oct.  5. 

KGDA,  Mitchell,  S.  D. — Motion  dis- 
missed to  reconsider  and  revoke  decision  of 
Commission  of  Feb.  10,  whereby  facilities 
of  this  station  were  given  to  WNAX. 

WIBO  and  WPCC,  Chicago — dismissed 
petition  and  supplemental  petition  asking 
for  reconsideration  and  reopening  of  Com- 
mission's decision  Oct.  6,  1931,  whereby 
the  facilities  of  these  stations  were  granted 
to  WKJS,  Gary,  Ind.,  on  the  ground  that 
the  Commission  is  without  authority  to 
take  such  action. 

WAPI,  Birmingham,  Ala.  (Ex.  Rep.  473) 
— CP  granted  to  WAPI  on  Nov.  7,  1931, 
authorizing  an  increase  in  power  from  5 
kw.  to  25  kw.  modified  so  as  to  permit 
commencement  of  construction  by  June  17, 
and  completion  of  construction  by  Dec.  17, 
sustaining  Chief  Examiner  Yost. 

WCOC,  Meridian,  Miss. — Granted  special 
temporary  authority  to  reduce  hours  of 
operation  from  unlimited  to  specified. 

KGKL,  San  Angelo,  Tex. — Granted  spe- 
cial temporary  authority  to  reduce  hours  of 
operation  from  unlimited  to  specified  until 
July  1. 

KGDA,  MitcheU,  S.  D.— Authorized  to 
remain  silent  pending  entry  of  further 
order  and  pending  consideration  of  peti- 
tion for  reconsideration. 

JUNE  13 

KGIZ,  Grant  City,  Mo.  —  Granted  re- 
newal of  license  and  dismissed  application 
from  hearing  docket;  1500  kc,  100  w.,  un- 
limited time. 

KUJ,  Walla  WaUa,  Wash.— Granted  re- 
newal of  license,  1370  kc,  100  w.,  6  a.m. 
to  LS ;  also  special  authority  permitting 
unlimited  time  experimentally  during  next 
license  period. 

KGCA,  Decorah,  la. — Granted  authority 
to  remain  silent  from  July  15  to  July  23 
in  order  to  permit  personnel  to  take  a  va- 
cation. 

WHAZ,  Troy,  N.  Y.— Granted  authority 
to  remain  silent  on  Monday  nighta  from 
Aug.  7  to  Sept.  4  inclusive. 

WGNY,  Chester  Township,  N.  Y.— 
Granted  authority  to  operate  from  6  to  9 
a.m.,  EDST,  for  one  week  in  addition  to 
regular  broadcasting  schedule  to  make  field 
intensity  survey. 

WKFI,  GreenviUe,  Miss. — Granted  au- 
thority to  remain  silent  90  days  to  rebuild 
transmitter. 

WAZL,  Hazleton,  Pa. — Granted  special 
temporary  authority  to  operate  a  maxi- 
mum of  four  hours  D  only,  simultaneously 
with  WILM  from  July  1  to  January  1. 

Set  for  hearing :  KROW,  Oakland,  Cal. 
— CP  to  increase  hours  of  operation  from 
sharing  with  KFWI  to  unlimited,  install 
present  equipment  of  KFWI  and  facilities 
of  KFWI  requested ;  also  request  modifi- 
cation of  license  to  change  hours  from 
sharing  with  KFWI  to  unlimited;  WLWL, 
New  York — Modification  of  license  to  in- 
crease hours  of  operation  from  specified 
hours  to  unlimited  time ;  WPRO,  Provi- 
dence, R.  I. — Special  experimental  author- 
ity to  change  frequency  from  1210  to  630 
kc,  increase  power  from  100  to  250  w. 
experimentally  and  install  new  equip- 
ment. 


Examiner's  Report  .  .  . 

WJBY,  Gadsden,  Ala. — Chief  Examiner 
Yost  recommended  (Report  485;  Dockets 
1664  and  1697)  that  application  for  re- 
newal of  license  and  for  CP  to  change 
equipment  and  move  station  locally  be 
granted.  The  renewal  is  temporary,  pend- 
ing Commission  action  on  other  applica- 
tions from  Alabama. 


"Radio  Sales  Meetings" 

JOHN  H.  KNAPP,  the  vice  presi- 
dent and  director  in  charge  of  Na- 
tional Sales  of  the  Norge  (refrig- 
erator) Corp.,  Detroit,  began  a 
series  of  "radio  sales  meetings" 
over  KMOX,  St.  Louis,  June  9,  at 
12:45  p.m.  to  1:45  p.m.  Following 
the  method  used  in  similar  national 
radio  sales  meetings,  Mr.  Knapp 
will,  from  a  KMOX  studio,  address 
the  authorized  Norge  dealers  and 
their  salesmen  in  the  Metropolitan 
St.  Louis  area  and  in  Eastern  Mis- 
souri and  Southern  Illinois,  all  of 
whom  will  be  gathered  in  desig- 
nated spots  to  "attend". 


Covering  Conference 

COVERING  the  "World  Economic 
Conference  at  London,  which 
opened  June  12  with  the  world- 
wide broadcast  by  King  George, 
are  William  Hard  for  the  NBC 
audience  and  H.  V.  Kaltenbom  for 
CBS.  They  are  being  heard,  along 
with  notables  of  the  conference 
whom  they  bring  before  the  micro- 
phone, in  periodical  Transatlantic 
relays  to  their  respective  net- 
works. Assisting  Mr.  Hard  at  Lon- 
don are  Frederick  Bate,  NBC  Lon- 
don representative,  and  Dr.  Max 
Jordan,  NBC  Central  European 
manager, 

TRIBUTE  is  paid  the  late  Judge 
Stephen  B.  Davis,  who  as  solicitor 
of  the  Department  of  Commerce 
was  largely  responsible  for  the 
enactment  of  the  Radio  Law  of 
1927,  in  an  article  in  the  April 
Air  Law  Review,  journal  of  the 
American  Academy  of  Air  Law 
and  the  American  Section  of  the 
International  Committee  on  Radio. 
The  author  is  Bethuel  M.  Webster, 
Jr.,  former  general  counsel  of  the 
Radio  Commission. 


n 


Smart  surroundinss 

WASHINGTON 

The  pleasure  of  your  visit 
to  Wash  ington  will  be  en- 
hanced by  smart  surround- 
ings in  Hay-Adams  House. 


This  hotel,  located  near  the  Federal  Radio  Com- 
mission and  business  district,  offers  the  best  in 
accommodations.  Write  or  wire  NATHAN 
SlNROD,MANAGER,  for  further  Information. 

Hav-Adams  House 

Opposite  the  White  House 


Full  Time  for  WHOM 

FULL  TIME  operation  on  the  1450 
kc.  channel  was  awarded  WHOM, 
Jersey  City,  by  the  Radio  Commis- 
sion June  2  through  acquisition  of 
the  one-fourth  time  heretofore  held 
by  WBMS,  Hackensack,  N.  J.  The 
station  previously  acquired  the 
time  on  the  channel  held  by  two 
other  New  Jersey  stations. 


Sponsoring  of  Pacific 
Grid  Games  to  Continue 

SPOKANE,  Wash.— The  broadcast- 
ing of  Pacific  Coast  Conference 
football  games  will  be  continued 
during  the  1933  season,  with  each 
conference  institution  assuming 
complete  control  of  the  sponsor- 
ship and  distribution  of  the  broad- 
casts. This  was  decided  at  the 
meeting  here  June  9-10,  at  which 
radio  was  represented  by  Lloyd  C. 
Yoder,  NBC  press  relations;  Har- 
rison Holliway,  KFRC;  Ernest 
Smith,  Hearst  sports  announcer, 
and  Harold  Deal,  advertising  man- 
ager. Standard  Oil  Co.,  San  Fran- 
cisco. 

Sponsorship  of  the  games  by 
commercial  concerns  will  be  al- 
lowed through  arrangements  with 
the  host  schools.  Overlapping 
broadcasts  are  to  be  eliminated  as 
a  protection  for  local  games,  ex- 
cept by  agreement  among  the  col- 
leges and  universities  affected  in 
any  particular  instance. 


KWKH  is  Sold  Subject 
To  Commission  Action 

SALE  of  KWKH,  Shreveport,  La., 
by  W.  K.  Henderson  to  the  Inter- 
national Radio  Corp.  for  |50,000 
was  announced  June  5.  The  deal 
is  subject  to  Radio  Commission  ap- 
proval as  a  voluntary  assignment 
of  license,  but  litigation  involving 
the  station  before  the  Commission 
makes  approval  uncertain. 

Deletion  of  KWKH  and  award 
of  full  time  on  the  850  kc.  clear 
channel  to  WWL,  New  Orleans, 
with  which  it  shares  facilities  was 
recommended  to  the  Commission 
by  Examiner  E.  W.  Pratt  several 
weeks  ago.  Oral  arguments  on 
that  report  were  scheduled  before 
the  Commission  June  14,  at  which 
time  the  projected  voluntary  as- 
signment also  was  to  be  presented. 

Henderson's  retirement  from  ra- 
dio is  involved  in  the  transaction. 
He  has  been  one  of  radio's  stormy 
petrels  and  has  appeared  before 
the  microphone  for  many  years. 
The  International  Corp.,  of  which 
Sam  D.  Hunter,  New  Orleans  oil 
man  and  capitalist,  is  the  chief 
stockholder,  was  one  of  the  appli- 
cants for  KWKH's  time  at  the 
hearing  before  the  Commission,  but 
later  withdrew. 


OPERATOR  WANTED 
Small   network   station  middlewest 
seeks  broadcast  transmitter  opera- 
tor.    Salary    must    be  reasonable. 
Box  101,  Broadcasting. 


TO  ENCOURAGE  creative  musical 
talent  in  Australia,  the  Australian 
Broadcasting  Commission  is  con- 
ducting a  composers  contest.  The 
country  has  been  divided  into  sec- 
tions. The  commission  is  provid- 
ing 450  pounds  of  the  prize  money, 
to  which  will  be  added  all  receipts 
from  entrance  fees. 


Announcing^ 

THE  IDEAL  MIXER  CONTROL 


TYPE  653 
VOLUME  CONTROL 

Type  6o3-MA    50  ohms 
Type  653-MB  200  ohms 
Type  653-MC  500  ohms 
All    sizes,    same  price: 


$12.50 


'  I  'HIS  new  General  Volume  Control  is  mechanically 
rugged  and  free  from  noise,  even  in  low-imped- 
ance dynamic  and  ribbon-type  microphone  circuits. 
Nothing  equals  it  in  reliable  performance.  Note  these 
features: 

FEATURES 
Large  number  of  steps,  no  sliding  contacts  on  wire 
Linear  attenuation  up  to  45  db 
Complete  ^utoff 

GR  precisibif-resistor  construction 

SEND  TODAY  FOR  THIS  MIXER  BULLETIN 
Ask  us  to  send  you  Bulletin  Ex-3303B  which 
dieseribes  many  tested  mixer  circuits  for  prac- 
tically any  installation. 

GENERAL  RADIO  COMPANY 

CAMBRIDGE,  MASSACHUSETTS 
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Cooperation  Basis 
Of  Good  Reception 

Col.  Brown  Asks  Set  Makers 
To  Work  With  Commission 

RESPONSIBILI- 
TY for  good  ra- 
dio reception 
rests  jointly  with 
the  Radio  Com- 
mission in  proper 
allocation  of  fa- 
cilities and  with 
radio  manufac- 
turers in  the  de- 
sign  of  receivers 
Col.  Brown  possessing  proper 
selectivity,  Vice  Chairman  Thad 
H.  Brown,  of  the  Commission,  told 
the  annual  convention  of  the  Radio 
Manufacturers  Association  in  an 
address  in  Chicago  June  6. 

Improper  allocation  of  transmis- 
sion facilities  which  do  not  fit 'the 
characteristics  of  receiving  ■  sets 
can  destroy  the  effectiveness  of 
such  si&ts  with'  consequent  incoii- 
venience  and  expense  to  the  listen- 
ing public,  Col.  Brown  said.  Con- 
versely, he  pointed  out,  receivers 
which  are  designed  without  regard 
to  the  allocation  plan  may  evoke 
severe  public  criticism. 

:  "In  the  .-establishment  of  the  ex- 
isting allocation,  of  broadcast  sta- 
tions," Col.  Brown  asserted,  "the 
Commissi&n  has  given  close  atten- 
tion to  the  progress  made  in  the 
art  by  the  manufacturers  of  radio 
receiving  sets.  This  has  been  nec- 
essary because  there  is  a  close  re- 
lationship between  the  selectivity 
of  present  day  receivers  and  the 
spacing  of  stations  from  the  geo- 
graphical standpoint  so  as  to  elim- 
inate interference." 

Col.  Brown  pointed  out  that  the 
Commission  has  collected  a  large 
amount  of  data  on  selectivity  of 
receivers  and  has  attempted  to  de- 
velop what  it  believes  to  be  a  fair 
average. 

"If  the  selectivity  is  incorrect 
and  does  not  reflect  a  proper  aver- 
age," he  continued,  "then  the  Com- 
mission invites  you  to  submit  an 
analysis  of  what  the  association 
considers  a  proper  average  of  se- 
lectivity." 


The  Other  Fellow's  Viewpoint . . . 


WNAX  Gets  Increase 

AN  INCREASE  in  day  power 
from  1  to  214  kw.  was  granted 
WNAX,  Yankton,  S.  D.,  by  the 
Radio  Commission  on  June  9. 
Simultaneously,  the  Commission 
dismissed  the  motion  of  KGDA, 
Mitchell,  S.  D.,  to  reconsider  its 
action  of  last  Feb.  10  when  that 
station  was  deleted,  and  its  facili- 
ties in  quota  value  assigned  to 
WNAX  to  make  possible  the  power 
increase. 


Program  Paper 

WHEN  local  dailies  declined  to 
publish  radio  schedules  and  news 
following  the  A.  P.  and  A.  N.  P.  A. 
resolutions  in  April,  a  weekly  pro- 
gram tabloid,  carrying  complete 
programs  and  features,  was  estab- 
lished in  Miami  in  latter  May  with 
the  cooperation  of  local  stations. 
It  is  known  as  Radio-Press  and  is 
edited  by  W.  B.  Smith  at  58  N.  W. 
Second  St.,  Miami, 


Not  on  Wynn  Chain 

To  the  Editor  of  Broadcasting: 

Reference  is  made  to  an  article 
appearing  in  the  June  1  issue  of 
Broadcasting,  on  page  7,  regard- 
ing the  so-called  Amalgamated 
Broadcasting  System  headed  by 
Ed  Wynn. 

In  this  article  it  is  stated  "Other 
stations  which  have  been  an- 
nounced as  outlets  for  this  New 
York  -  to  -  Washington  chain  are 
WPEN,  Philadelphia;  WDEL,  Wil- 
mington, WCBM,  Baltimore,  and 
WOL,  Washington." 

You  may  recall  that  I  previous- 
ly informed  you  that  WPEN  has 
no  contractual  relation  with  this 
new  chain. 

WPEN,  as  my  client,  has  author- 
ized and  directed  me  to  state  to 
you  again  that  Mr.  Paul  F.  Har- 
ron,  the  Vice  President  of  the  Wm. 
Penn  Broadcasting  Company,  o'wn- 
ers  and  operators  of  WPEN,  has 
withdrawn  all  connections'  with- the 
Amalgamated  Broadcasting  Com- 
pany's project  and  will  have  noth- 
ing whatsoever  -  to  do  with'  the 
matter.    "  •-  ^ 

Furthermore,  no  member  of  the 
WPEN'  organization  is  authorized 
to  participate  in  the  Amalgamated 
enterprise. 

Finally,  WPEN  has  no  contrac- 
tual relations,  ■whatsoever  with  the 
Amalgamated  Broadcasting  .  Com- 
pany, nor  have  they  entered  into 
any  agreement  at  the  present  time 
with  respect  to  the  programs  of 
the  Amalgamated  enterprise. 

WPEN  has  notified  the  Amalga- 
mated Broadcasting  Company  that 
time  over  WPEN  may  be  pur- 
chased on  the  same  basis  as  for 
any  other  competitive  buyer  of 
time,  and  in  this  connection 
WPEN's  wire  service  to  New  York 
may  be  utilized. 

T.  A.  M.  Craven, 
Consulting  Radio  Engineer, 

Washington,  D.  C. 

June  5,  1933. 


PROFESSIONAL 
DIRECTORY 


JANSKY  and  BAILEY 

Consulting  Radio  Engineers 
Commercial  Coverage  Surveys 
Allocation  Engineering 
Station  and  Studio  Installations 

Engineering  Management 
National  Press  Bldg.  Wash.,  D.  C. 


GLENN  D.  GILLETT 

Qonsulting  T^odio  Sngineer 
Synchronization  Equipment  Design.  Field 

Strengtii  and  Station  Location  Surveys 
Antenna  Design       Wire  Line  Problems 

National  Press  Bldg.    Washington,  D.  C. 
N.  Y.  Office:  Englewood,  N.  J. 


RADIO  RESEARCH  CO.,  Inc. 

Broadcast  Station  Engineering 
Instrument  Design  and 
Manufacture 

9th  and  Kearny  Sts.,  N.  E. 
Washington,  D.  C. 


Thanks,  Mr.  Kynett 

To  the  Editor  of  Broadcasting: 

In  Mr.  H.  H.  Kynett's  article  in 
the  January  1  issue  of  Broadcast- 
ing, he  stated  that  radio  broadcast 
advertising  expenditures  were  12% 
greater  in  1932  than  in  1931 — de- 
spite the  depression.  Which  scores 
another  knockout  blow  for  radio — 
in  more  ways  than  one. 

It  proves  that  radio  has  done 
more  than  'just  survive'  the  de- 
pression. It  has  gained.  Twelve 
per  cent  in  the  worst  of  the  depres- 
sion years. 

What  does  that  prove? 

That  radio  is  the  one  advertis- 
ing medium  that  is  a.  weather 
vane  to  the  prospect  with  purchas- 
ing power — to  the  man  and  woman 
with  one  more  nickel  to  spend,  de- 
pression or  no  depression. 

Figure  it  out  for  yourself. 

Almost  every  family  has-  a  radio 
set  nowadays.  .As  long  as  they 
have  any  purchasing  power  at  all, 
the  'lights'  in  ■  the  house  '  remain 
'on'~  and  the  radio  plays,  influenc- 
ing the  purchases  in  that  home. 

But,  as  soon  as  the  'outgo' 
reaches  the  point  where  they  are 
too  poor  to  afford  electric  lights  in 
the  house,  and  the  radio  stops, 
cross  them  off  your  prospect  list 
for  they're  out  of  the  'purchasing 
power'  class. 

So  radio  is  the  weather  vane  to 
purchasing  power.  It  reaches  only 
those  with  more  money  to  spend. 

That's  why  radio  has  proven  its 
worth  in  depression  years  — •  and 
gained.  It  has  continued  its  sales 
talks  long  after  other  media  have 
been  forced  out — in  fact,  it  has 
continued — until  the  lights  went 
out! 

Thomas  B.  Robinson, 
John  B.  Flack  Advg.  Agency, 

Syracuse,  N.  Y. 

June  6,  1933. 


A  TWO-HOUR  show  on  WEAF 
will  feature  Kraft-Phenix  Cheese 
Corporation's  inaugural  program 
June  26,  9:30-11:30  p.m.,  featur- 
ing Paul  Whiteman  and  orchestra, 
to  be  heard  thereafter  Sundays, 
9:30-10:30  p.m.  over  WEAF  and 
five  New  England  stations  of  NBC. 


CLASSIFIED 

ADVERTISEMENTS 

Classified  advertisements  in 
Broadcasting  cost  7c  per  word  for 
each  insertion.  Cash  must  accom- 
pany order. 

Forms  close  28th  and  13th  of 
month  preceding  issue. 


Situations  Wanted 


station  Manager  desires  connection  with 
small  station.  Possesses  executive  ability, 
pleasing  personality,  a  few  original  ideas 
and  lots  of  ambition.  Qualified  announ- 
cer, continuity  writer  and  licensed  opera- 
tor. Good  talker.  Hard  worker  with  six 
years'  experience.    Box  99,  Broadcasting. 

Radio  Engineer  desires  new  connection. 
Last  five  years  chief  engineer  broadcast- 
ing stations.  Experienced  designer  and 
builder  broadcasting  and  shortwave  trans- 
mitters meeting  modern  requirements.  Ex- 
cellent references ;  qualifications  upon  re- 
quest.    Address   Box   100,  Broadcasting. 

Writer  of  humorous,  up-to-date  Radio 
Sketches  ready  for  broadcasting,  seeks  po- 
sition or  jobs.  Write  Box  96,  Broadcast- 
ing. 


"Do-Nut  Frolics" 

{Continued  from  page  9) 

ner  would  be  complete  without  a 
mince  pie. 

Ordinarily  we  do  not  sell  very 
many  mince  pies.  But  in  a  single 
day  before  Thanksgiving  we  sold 
3,200  and  just  before  Christmas 
some  4,000  pies. 

Before  Hallow'een  we  empha- 
sized pumpkin  pies  with  the  result 
that  the  day  before  Oct.  31  our 
pumpkin  pie  sales  skyrocketed 
from  600  to  5,500. 

For  Valentine's  Day  we  bake 
special  valentine  cakes,  a  huge 
cherry  pie  for  Washington's  birth- 
day and  hot  cross  buns  for  Good 
Friday.  Incidentally,  our  1932 
sales  of  these  buns  were  26,000 
dozen. 

Supplemental  Advertising 

SUPPLEMENTARY  to  the  weekly 
Do-Nut  frolic  we  have  used  a  few 
other  media.  A  few  years  ago  we 
entered  a  Do-Nut  frolic  float  in  the 
Pasadena  Rose  Parade  and  adver- 
tised it  in  our  broadcast.  As  a 
result,  we  had  to  add  two  -  new 
wagon  routes  in  Pasadena.- 

This  gave  us  the  idea  of  stress- 
ing certain  towns .  on ,  Some  of  our 
programs,  and  we  have  since  dedi- 
cated .-entire  ■  programs  to  a  score 
or  more  of  towns.  These  have 
been  well  advertised  in  advance  by 
radio  announcements  and  by  news- 
paper advertising  in  each  town 
featured. 

These  suburban  frolics  have 
taken  on  more  or  less  a  civic  aX-. 
mosphere  with  the  cooperation  of 
chambers  of  commerce,  the  may- 
ors, presidents  of  service  and  wo- 
men's clubs  and  the  like. 

We  did  not  make  the  mistake 
of  cluttering  up  the  broadcasts 
with  long  drawn  out  speeches  by 
these  civic  leaders.  But,  of  course, 
we  mentioned  their  names  over  the 
air.  We  keep  open  house  for  each 
program  with  no  tickets  or  sales 
tie-in.  As  many  people  as  pos- 
sible are  crowded  in  the  studio 
until  the  SRO  sign  is  hung  on  the 
door  of  the  Freeman  Lang  studios 
where  the  shows  are  staged. 

Supplementary  to  the  radio  ad- 
vertising, the  firm  has  used  other 
media  from  time  to  time.  Bill- 
boards and  newspaper  space  have 
been  used.  Of  course  there  are 
signs  in  our  various  retail  outlets. 
But  we  have  never  seen  fit  to  deco- 
rate our  wagons  with  banners  call- 
ing attention  to  the  broadcasts  be- 
cause it  has  a  decided  tendency  to 
cheapen. 

We  have  not  gone  in  very  strong- 
ly for  contests.  One  of  the  reasons 
we  haven't  done  so  was  because  of 
an  early  experience.  We  made  the 
radio  announcement  that  all  ladies 
whose  name  was  Mary  would  get 
a  pair  of  coffee  cakes  delivered  to 
their  homes  free  the  next  day.  By 
10  o'clock  in  the  morning  the  fig- 
ure was  1700,_  and  thereafter  we 
just  lost  count.' 

Radio  has  served  us  and  served 
us  well.  I  do  not  know  whether 
our  measure  of  success  would  be  so 
great  if  we  entered  the  field  today. 
Probably  it  would  take  a  little 
more  concentrated  effort  and  a 
larger  cash  outlay. 

But  through  the  years  the  cumu- 
lative effort  and  consecutive  radio 
programs  have  gradually  built  up 
a  tremendous  volume  of  business, 
not  only  for  the  lowly  doughnut 
but  for  our  other  goods  as  well. 
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If  Your  Product  Is  Used  By  Women 
-  -  Consider  These  Facts  About 


WLS  will  be  one  of  the  major  sta- 
tions in  Chicago  not  handling  base- 
ball broadcasts  this  summer.  Maybe 
that's  another  reason  for  consider- 
ing the  WLS  afternoon  women's 
program  this  summer. 


This  is  a  pic- 
ture of  15,866  jars  of 
home  canned  fruits,  meats  and 
'  vegetables  sent  in  by  women  list- 

eners and  entered  in  a  canning  contest  spon- 
sored on  WLS  by  a  manufacturer  of  glass  jars. 


In  a  series  of  broadcasts  sponsored  by  a  manufacturer 
of  a  washing  machine.  Miss  Crane  had  the  machine 
running  in  the  studio  while  she  told  listeners  of  its 
many  features.  Five  programs  resulted  in  2,540 
women  writing  the  manufacturer  for  sales  literature. 

Increased  sales,  and  inquiries  at  lower  cost  have 
been  consistently  secured  from  WLS  advertising. 
Detailed  information  regarding  results  obtained  by 
our  advertisers  will  gladly  be  given. 


THE  PRAIRIE  FARMER  STATION  -  CHICAGO 

BURRIDGE  D.  BUTLER,  President       GLENN  SNYDER,  Manager 


50,000  Watts  .  870  Kilocycles 
CLEAR  CHANNEL 

Advertisers,  after  all,  want  results.  If  your 
product  is  used,  or  its  purchase  influenced  by 
women,  you  particularly  will  be  interested  in 
the  results  WLS  has  obtained  for  advertisers 
with  like  interests.    For  example: 


Announcements  during  an  afternoon  woman's 
program  five  timeii  brought  20,083  requests 
for  an  Art  Needlework  Book.  One  5-minute 
broadcast  alone  brought  over  8,000  replies — 
each  with  10c  enclosed. 

A  manufacturer  of  materials  for  making 
hooked  rugs  received,  from  S  announcements 
on  WLS,  i,i76  letters  from  women  list- 
eners. Each  was  a  request  for  a  catalog 
picturing  hooked  rug  designs  and  indicated 
a  definite  interest  in  the  purchase  of  ma- 
terials   advertised    for    making    such  rugs. 

A  manufacturer  of  a  product  for  scouring 
and  cleaning  kitchen  utensils  started  a  sched- 
ule of  announcements  on  WLS  as  well  as 
several  other  stations.  The  sales  response 
from  WLS  was  so  great  that  8  other  mid- 
west stations  were  cancelled  and  efforts  con- 
centrated over  WLS. 


The  women's  programs  on  WLS  are  conducted  by 
Martha  Crane,  long  identified  with  this  station.  She 
is  personally  known  to  thousands  of  her  women  list- 
eners through  her  work  on  the  Editorial  Staff  of 
Prairie  Farmer  and  the  personal  contacts  gained 
thereby,  as  well  as  through  station  activities. 

The  Homemakers'  Hour  is  broadcast  on  Monday  to 
Friday,  inclusive,  2:15  to  2:45  CDST,  and  limited 

sponsorship  participation 
is  offered  for  one — two 
or  five  minute  periods  at 
rate  schedules  and  quan- 
tity discounts  applying  to 
such  periods.  A  fifteen 
minute  period,  preceding 
Homemakers'  is  also 
available  Tuesday  to  Fri- 
day, under  Miss  Crane's 
supervision.  Another  pe- 
riod in  the  morning — 
9:45  to  10:00  CDST, 
likewise  with  Miss 
Crane's  services,  is  also 
open  on  certain  days. 


Martha  Crane's  broadcasts  are  often  based  on  demonstration 
of  the  use  of  the  product  advertised.  During  the  15  week 
broadcasts  of  a  series  of  practical  talks  on  home  canning, 
sponsored  by  a  manufacturer  of  fruit  jars,  more  than  23,000 
women  listeners  wrote  Miss  Crane  for  literature  and  advice 
on  canning. 
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VELOCITY  MICROPHONES 

...  insure  greater  fidelity 
. .  .  lend  more  artistry 


WCAU,  Philadelphia,  with  the  most  modern  studios  in  the 
country,  uses  Velocity  Microphones  exclusively. 


WMCA,  outstanding  independent  station  in  New  York  City, 
uses  Velocity  Microphones  in  their  new  and  modern  studios. 


MODERN  STUDIOS 

require 

MODERN  MICROPHONES 

Outstanding  stations  in  rapidly  increasing 
numbers  are  finding  Velocity  Microphones 
the  answer.  The  engineers  of  these  sta- 
tions have  found  that  the  greater  fidelity 
of  "the  microphone  without  a  diaphragm" 
insures  reproduction  of  studio  programs 
with  a  naturalness  not  otherwise  attainable. 
Moreover,  they  have  convinced  themselves 
that  the  uniquely  favorable  directional  char- 
acteristics of  this  microphone,  by  providing 
greater  flexibility  in  studio  setups,  have 
made  possible  an  artistry  in  program  pre- 
sentation never  before  realized. 

TRANSMITTER  SECTION 

RCA  Victor  Co.,  Inc. 

A  Radio  Corporation  of  America  Subsidiary 
CAMDEN,  N.  J.       "RADIO  HEADQUARTERS" 


New  York: 
153  East  24th  St. 

Chicago: 
111  N.  Canal  St. 

San  Francisco: 
235  Montgomery  St. 

Dallas: 
Santa  Fe  Building 


